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HEIRLOOM RINGS 


In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 


Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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No. 2154/7 
7 stone cluster 


No. 1644/7 
9 stones, large high center 


Kentucky cluster 
No. 4289/7; 7 to 19 stones 





KON-ITE 


SAUER > & £®. 
KONITE BUILDING 
Cincinnati 2, Ohio 
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Bringing new luster to 
his long record of jewelry 
design, Marcé has created an 
important series of elegant 
diamond bracelet watches... 
Fabulous in beauty, these 
pieces are also flawless in 
workmanship—because they 
have been produced in the 
quality tradition of 

WBO craftsmanship. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM [EWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET |W \ NEW YORK 23, N.Y. 
i 
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Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is renowned. 





The urge to buy starts with the eye 
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WATCH CASES 


designed to custom-fit fine watch movements 


In the same fine tradition...beautiful, nationally advertised WADSWORTH POWDER CASES 
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THE LADIES SET THAT’S LOADED WITH LUCK 


Yes, lucky the lady who receives Equestrienne . . . cunningly fashioned Soe gen cote Se Gere 
‘ ; : , LS 1326. If ordered as separate 
matching necklace and earrings. Gold-filled, of course, in the matchless items, ask for NC 132 Necklace 
and for E 132 Earrings. Packaged 


in a handsome gift box. 


Simmons manner, and embracing a horseshoe motif. Lucky, too, the jeweler 
who’s been displaying Equestrienne. . . a self-selling volume builder 

if there ever was one! If you haven’t shown Equestrienne yet, there’s 
never a better time than the present to start anything. 

Anything lucky, that is. So order today. 


a 
R. F. WVU COMPANY ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY*SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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NOTHING EXTRA 70 








NEVER BEFORE AN 
EXPANSION BAND LIKE THIS! 


protected by patents pending. Special 
mirror ~ finish presents not only a perfect 
engraving surface, but enhances the 
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BUY - EVERYTHING EXTRA TO SELL / 
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HERE ARE JUST 3 OF only | 
6 ENTIRELY NEW, 

EXCLUSIVE BRETTON $Q2 
MONOGRAM MEN’S a= 
EXPANSION BAND 


(FED. TAX INCL.) 





95 


(FED. TAX INCL.) 





only 


H™ THEY ARE—Bretton’s revolutionary new Mono- 
gram expansion bands that give your customer 
truly personalized jewelry—at no extra cost to them... 
or to you! 


® No initials to buy or keep in stock! No inventory 
problems! No delays! 


@ Not just one design with limited appeal—but 6 en- 
tirely new, handsome men’s bands; 4 exclusive, ex- 
quisite ladies’ designs to satisfy every taste, fit every 
watch. 


@ Not just another gift item—but the perfect gift to 
give or get—because it’s personalized! Nothing more 
welcome to service men and women. 


=1252-P 
#1250-p | 
NOT iILLUSTRATED— 1 
4 EXQUISITE MONOGRAM fo All bands 1/20-12K. | 
LADIES’ BRACELETS pric, ee gold-filled tops, stainless 


steel backs. Each in 


individual, self -dispiaying,} | 


#1251-P self-selling gift package. 


What Every Customer Wants—What Every Jeweler Needs! 


@ Not $14.95! Not $12.95! Not even $10.95! But 
only $9.95 retail for Bretton Monogram men’s bands— 
only $7.95 retail for ladies’ watch bracelets! 


@ Never before has any watch band—at any price— 
offered you all these extras! So take advantage of this 
golden opportunity to make an extra sale to everybody 
who comes into your store—especially watch repair 
customers! 


@ When you offer engraving “free” or at a nominal 
charge, you have the tested and proved promotional 
magnet you need to attract more traffic, do more busi- 
ness, make more money! So cash in now! Phone, wire, 
write your Bretton wholesaler today! 


ALWAYS FIRST WITH THE FINEST—AGAIN FIRST WITH THE NEWEST! 


Lretton 


ae d 
EXPANSTOW / BANDS 


BRUNER-RITTER, INC., 630 FIFTH AVENUE, NEW YORK 20, N. Y. 
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PRODUCTS: Rolled Sterling Silver 
¢ 999 “PLUS” Fine Silver Anodes * 
“Special Refined’’ Grain Silver ¢ 
Gold and Silver Wire ¢ Karat 
Golds and Gold Solders * Gold 
Bars—Silver Bars * Platinum Metals 
¢ “HANDY” Silver Solders ¢ and 
other Silver Brazing Alloys. 


REFINING SERVICE: We refine 
ali kinds of manufacturer's scrap, 
sweeps and other waste containing 
precious metals; also old gold, silver 
and platinum received from retail 
jewelers. 


H AN D Y 


Highest quality in Handy & Harman Sterling 
Silver and Karat Golds means the very best that 





up-to-the-minute metallurgical science can pro- 
duce. It means compositions with the right 
working properties for stamping, spinning, hand 
wrought work and all other operations. It means 


unvarying uniformity in fineness, finish and 





gauge—To the manufacturer it all adds up to 
wider latitude in design and smooth-flowing, 
lower-cost production. To you, the retail jeweler, 
it means better merchandise, an assured reputa- 
tion for quality, and unfailing customer satisfac- 


tion—all keys to long-run success. 


& HARMAN 


82 FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn °¢ Chicago, Ill. « Los Angeles, Col. * Providence, R. 1 * Toronto, Canada 
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Rings enlarged 
to show 


These Fine Quality 


BRISTOL RINGS 


SELL MORE 
DIAMOND RINGS 
with FULL-CUT 
CENTER DIAMONDS 
At These Low Retail Prices 
FROM $3622 RETAIL 
FROM $7990 RETAIL 
FROM $9990 RETAIL 
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of our outstanding 
values. Feature 


D 
Ring Sets, 
Retail from $199.50 


Take advantage 
these fine qua 
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peo THE BEAUTY OF YOUR 





RM ieee *Reg. U.S. 
Pat. Off. 


An exceptionally artistic duette. 7 diamonds 
brilliantly cut glorify the beauty of the engage- 
ment ring. The matching wedding band sparkles 
with 12 fine diamonds. Styled in 14k yellow gold 
and 18k white gold to give you a miracle value! 


None Genuine Unless Stamped “MIRACLE” | 








| Samples Furnished on Request 





Mats and Dealer Helps on Request 








[Styled to Sell - - Priced to Sell! 





Consult your jobber; if he cannot supply you, write us. 
MANUFACTURERS FOR OVER 50 YEARS 


SHIMAN BROS. & €O., Vine. cosas sie masta ot aie tana tin 


No connection with ony other firm 234 WEST 39th STREET NEW YORK 18, N. Y. 
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To irreproachable 
quality, we add. the gracious 
styling that outlives the years. 


It’s been that way since rgro. 
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G R A ee ae > Be nce 
Manufacturers of Gold and Platinum Watch Cases 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS. FILINGS. OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 














HONESTY 6@ ay ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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JANUARY NEWS... FROM THE 


... SELLING NEWS 


First ad for 1951 by the 
Watchmakers of Switzer- 
land is this full-color page, 
appearing in LIFE, LIFE 


INTERNATIONAL-and the 
SATURDAY EVENING POST, 
satel alate MasliiitelilMee) Mi a-1ole(-1 ae 
impressions! 














TIME IS THE ART OF THE SWISS ae 





What pride there is in the giving of a fine Swiss watch! What pride 
there is in wearing a watch that's destined for so much admiration! 
And—for us, the craftsmen of Switzerland—what pride 

there is in creating such a beaut ‘ul precision instrument, in setting 
the watchmaking standards of the world so high that 

7 out of 10 American jewelers wear fine Swiss watches themselves! 
For the gifts you'll give with pride, let your jeweler be your guide. 


= fESee,. 3 oy 
7 % ey a ’ 
The WATCHMAKERS @ OF SWITZERLAND , better and can always be serviced economic 


an ee 








Jewelers see double benefit in Swiss quality promotion 


Aggressive promotion of the quality theme pays off 
in profits! Supported by the fine-watch campaign of 
The Watchmakers of Switzerland, jewelers every- 
where are proving that it’s just as easy to sell a fine 
watch—and a great deal more profitable, both in 
cash and in satisfied customers. 


But more than that, this constant promotion of 
quality is helping the jeweler rebuild his position 
and reputation in his market area. It supports the 


idea of a “family jeweler’—but on a community 
basis. And that’s something that’s bound to mean 
more business, better business. 


That’s why you'll find The Watchmakers of 
Switzerland so constantly promoting quality to your 
customers. That’s why you'll find the jeweler so 
constantly featured as a friendly expert—the only 
person qualified to advise your community on the 
purchase of cherished gifts. 





A majority of the watches sold in jewelry stores 
today contain quality Swiss movements. And no 
one knows better than the jeweler just how im- 
portant those watch sales are! 


With these watches in his store, every jeweler 





Where do your watch profits come from? 


can offer every customer a timepiece that exactly 
suits his purse and purpose. 


Just remember that it’s your stock of fine Swiss 
watches that brings you profits and gives meaning 
to this famous slogan... 


For the gifts you'll give with pride—let your jeweler be your guide 
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. REPAIR NEWS 


WATCHMAKERS OF SWITZERLAN 


New training movie released! zz 


The question that every jeweler has asked himself 
at one time or another—‘‘How can a repair depart- 
ment operate profitably?’’—is clearly and interest- 
ingly answered in the new, 15-minute sound movie 
which The Watchmakers of Switzerland are releas- 
ing this month. 


Photographed under the technical supervision of 
repair experts, with scenes taken in the U.S.A. and 
in Switzerland, this new film covers the complete 


Reef 


produced by The Watchmakers of Switzerland 














story of repair. It begins in a jewelry store—and 
takes you from the manufacture of repair parts in 
Switzerland right through to the satisfied customer 
—a happy ending for any jeweler! 


‘Repair for Profit” shows the part played by the 


official Swiss Watch Repair Parts Program; and it 


offers many tips on how to apply the program to 
the individual store in a profitable manner. Don't 


miss it! 


Repair works two ways for alert jewelers 


Remember that an efficient repair department is 
another aid in maintaining your position asa highly 
skilled advisor to your community. People have to 
like and trust a man before they surrender their 
cherished belongings to him for care and repair. 
Thus your expert repair staff can lead many new 
customers to your sales counter. 


Every jeweler will find immediate benefits from 
seeing this film—in smoother store operation, in 1n- 


The WATCHMAKERS 
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creased profit, and in greater business volume. Plan 
now to show “Repair for Profit” to your entire store 


staff. 


Request for showings should include: the approx- 
imate size of the audience, location, and name of the 
person or organization arranging the showing; date 
desired (plus alternate date); and may be sent to 
The Watchmakers of Switzerland, c/o room 1106, 
730 Fifth Avenue, New York City. 


OF SWITZERLAND 
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TH35 ~ Sterling + Enameliled 


1139 — Sterling * Enamelied 


SAT — Sterting 


1210 — 10K gold 


1207 — 10K gold 1208 — 10K gold — 





1211 — 10K gold 
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 Catamore 
” RELIGIOUS MEDALS 


In a Catamore religious medal . . . as in 
the finest old lace . . . one finds a rich perfection 


of detail. Here is a selection of new designs 
in 10K gold and Sterling Silver (many hand engraved). 


Contact your wholesaler and inspect this complete line. 


THE CATAMORE COMPANY 


231 PINE STREET. PROVIDENCE 3, R. |. 4 FN 
OP as 
NEW YORK ¢ CHICAGO «+« SAN FRANCISCO ee MEDALS 
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| Wide awake manufacturers were quick: 
4 o realize the vast improvement... 
Land repeat orders attest to its work- 
= manship and superior design. 


e salient features of the “Series R” 
g are: Double reflector with an 


% 
Ry 


an oblong 


: \ be Pe oe 55 .60 .65 .75. Available in 14K & 18K 
series AR Ve @ Fe ae White Gold, Palladium and 10% Irid- 
fe, Plat. 4 


SERIES HR —Top same 
as “R”, sizes 03 to 50 


SERIES H—Heart design piercing SERIES LK—Our new “Four Prong . SERIES A—improved Fishtail 3 


on two sides, with the new pat- Setting” with the hand-made bead setting. Higher and ob! 
— — top. Stone sizes look. Stone sizes from ¥ to Sct. hase Meena olan vA ~ 2et. ee 
.05 to .50. : 


PRECIOUS METALS SPECIALTIES CO., Inc. 


1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 


WE ARE ONE OF THE LARGEST PRODUCERS. OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED. 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock ae 
- Order any quantity you pledse 
e AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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Far Above the Rest 
Down to Earth Prices 


One Carat to Bifly Carats, (hose 
whe know damonds, choose 
from One f Fhe worlds largest 
collecttons.... he House of 
Diamonds” falutous aay of 
Hoamonds and diamond 
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celets, Watch Attachmen ts, 


New York Middle West Chicago 
LEO ZUCKER SIG HOROVITZ FRED WHITNEY 


South 
BILL RICHARDS - 
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West Coast 
AL TRACHMAN 


























STR co 


REIS PRIS AOI 





a 
g 
: 
= 
Ed 
% 
: 
: 
| 
E 
F4 
| 
t 





The Lovely 


SET #31 


Yeartheal (er 


Beautifully fashioned from heavy, LeStage gold-filled 


stock, the Heartbeat Choker line has a proven sales record. 


Stock these fast-moving sets now. Available in chain styles 


illustrated, with or without heart or round shape 


locket. Also, matching earrings and bracelets available. 


See your wholesaler now! 


NEW YORK CHICAGO 
9 Maiden Lane 29 E. Madison St. 
A. H. BETZ A. B. PINERO 


CHAINS BRACELETS SOle Cae. KNIVES 


SAN FRANCISCO f/f} al — 
657 Mission St. . 
G. A. HARRAH 


BABY JEWELRY IDENTIFICATION BRACELETS 
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... for the second ring 


when you sell 


NATIONALLY KNOWN 
NATIONALLY ADMIRED 


oy 


ENGAGEMENT AND 
WEDDING RINGS 


NO SIGN OF A TWICE the profit opportunities with the Rings that rank 


LOCK WHEN ; 
Welt ieielelai14: FIRST in the hearts of Miss and Mrs. America! 


ST-V F-Wie) 1 hele) QM Ad-colel lite Molalom stalelolel-vul-vah: 
Rings separately or together. The sale of either 
ring means they MUST come back to you for 
eMule hcoal-vo Mim lahi-ta (ole diate Muloni-y 





NO SIGN OF A 
LOCK WHEN WORN 
SEPARATELY 


88,000,000 readers of 


LIFE - LOOK - NEW YORK TIMES MAGAZINE — 


VOGUE - CHARM + TRUE CONFESSIONS TIE IN... 


Use FEATURE LOCK’S power- 






NO SHIFTING, 
TILTING OR SEVENTEEN - MODERN SCREEN - PHOTOPLAY Mladen MolaRSel -Tectilulti ciate 
TWISTING merchandising aids. Write us 


... the country’s foremost fashion, fiction, 
movie and photo news magazines will | 
see — and act on — FEATURE LOCK’S 
SOLD ONLY THRU sales-enticing advertising campaign. 


AUTHORIZED 
DISTRIBUTORS 


idol am atlaial-lanlabielailelitelar 


FEATURE RING CO. ING, 
126 West 46th St., New York 19, N.Y. 
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This is our high resolve for the days ahead—to 
serve the best interests of our country and our 
associates in every possible way... To create the 
finest designs which available materials make pos- 
sible and to provide the greatest values within our 

power... In this spirit and with these purposes, 

we extend our greetings and good wishes for 
a fulfilling New Year. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N.Y. 
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Plain domed. $6.95 


Expansion 


~Delux-Petite’’ 


No. 3R16] 


New-— More Bands 


Designed for Extra Sales by 


KESTENMADE 


Ladies’ bands of exquisite design and 


craftsmanship—all these equipped with famous 


“Spring-A- Tach” Enda 


—attach and detach in 
seconds, without tools. Fit 
any size watch lug securely. 


Prices are retail, A sah 8 
Federal tax included ssure quick turnover. 


[/20 12K G.F. 


Men's bands of rugged, masculine bold- 
ness—both of these with 


GRAD-U-A-TED Expansion 


—with Vari-Tension Springs . . . stretch first 
in center, for top good looks.* Extra sturdy, 
smoother expansion with Free-Action Solid 


Rivet Joints. 


*Patent Pending 


The Finest Watchbands Are 


ST! De Pe 4 | 


< et Be 


Order Now - Through Your VULTAEAVALE 


KESTENMAN BROS. MFG. CO. — PROVIDENCE 
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something new! wonderful! 


in fishtail 


ringSee. 


— Goldstein-Gerson, master cra tn en of the ; ringmaker's ¢ 
nationally famous for Fishtail Mountings, have added Gnother achievement t 
their long line of successes . .. ENHANSET Fishtail Mountings which, more than ever befor 


FOR YOURSELF! CONTACT YOUR WHOLESALE DISTRIBUTOR. 
Sold Only Through Authorized Wholesale Distributors 4 


REPRESENTATIVES: © 
. Arthur Goldstein | 


Jules Gerson 
A. B. Grodman 


MANUFACTURING CRAFTSMEN 126 WEST 46th STREET | A. W. (Patty) Cohen 
OF ENHANSET : . Irwin Goldstein 
RING MOUNTINGS ... NEW YORK 19. N.. Y. 
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CONSULT YOUR WHOLESALER 





SIMULATED 





PEARLS 











L. HELLER & SON, Inc. 
411 Fifth Avenue, New York 16, N 









 ¥ 
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1143 — For any size round 
movement up to !1!/2 ligne. 
304 —For any size round 
movement up to 3/0. 
864—4AH, S5AP, 6AP, 6AF, 
8AE, 7AP, 8AH, 7AM, 444, 
5'/2, bi/2, b%4T, 854, 7H4xK1, 
634K, 8x10, 734, 20/OE, 
1I5/OE, 18/OE, 21/OEL, 21/ 
OES, 21/0, 14° H, AK-13 
BEN, AK-16 BEN, 750W, 
7I/L,W. 

863 /30—Same as 864. 
B880—83/ ligne. 

B881 /116—83, ligne, also 
available with same lugs as 
B880. 


Sold Through Wholesalers and 


Importers 


€ lite 


TCH CASE CORP. 
150 Varick Street 
York 13, N. ¥. 


BEST WISHES FOR A HAPPY NEW YEAR 
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~ Your continued patronage of the best 
Xin mountings, has enabled us to achieve this 25th 

&Y Anniversary. The gratification of knowing that others 

* appreciate our efforts defy expression in words. Per- 

haps, you will experience the same glow of warmth 
in receiving, as we have in giving... OUR SINCERE 
THANKS. 


We have recently moved our offices and 
factory to 15 West 47th Street. Our spacious new 
quarters will, as before, be devoted to the develop- 
ment of new trends in mountings. Trends designed to 
bring new sales and profits to our many customers 


d ¢ t o- +4: 
SFrom Our New and Enlarged Scortees Rap Pe at emphasize our position as 


Offices and Factory at 
15 West 47th Street 


Y 
m 


okers of distinctive ®@ mountings 

a | 
IISHner & FUMES, Ine 
15S West 47th St., New York 19 


JSewe Jers 


Aoatda 2 - tad 
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don't trust 
your naked eye © 





yor 








+ 
Sows t, bes 
b ey © 





Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 


is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 


evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 










Loupe-tested 
DIAMOND RINGS 











_0 oo at? ‘ through your own Loupe. You will then share the enthusiasm 
igs ee of other thousands of jewelers who are now successfully 
a hin and profitably selling LOUPE-TESTED LOVEBIRD 
“4 mony Bh Diamond Rings. Franchises are still available. 


’ hin 








30 





630 FIFTH AVENUE, NEW YORK 20, N. Y. - 
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accept no substitute 


for 


un watch cases 
















quality 





The |.D. trademark is the symbol of complete dependability 
to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on I1.D. Watch Cases for ALL Your Needs 
R.G.P. (S.S. back) Cases * 14 K Gold Cases ¢ Rhinestone Cases 
Bangle and Bracelet Cases * Diamond and Ruby Set Cases 


Water Resistant Cases * Novelty Watch Cases © “Book of Time"’ Case 


Soares 





|. D. WATCH CASE COMPANY, i: 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L. J. JAmaica 3-870( 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue * Telephone PL 7-6373 

CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 

EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N.Y. 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N.Y. 
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NEW ! 
To keep your 
clock sales rolling... 


BRYA tent 


ae 


essen 


i 
| 


SLOPE PIELER DNASE IESE AGIAN 3 











: 
33 
ss 


SESSIONS 


PLR LOE LIOLLVLOLE SDP PELE NL PPR EIE LEIS IRONS, 





ILL 


ALARM 


LILLIE LIL IIIS: 


Soe ee 


No. 496A, 


% 
% 


\ 


GOS 


Retail 


Ys ET he 








SOLEIL LEE CINE LC LESAN. ERE ND EE ELI LL ERE LLLE EE LENSE LLALAARESLIPS PLAS SABES ESS SOR LLL LEELA 


RIERA te 


No. 496AL Same with luminous hands and numerals... $5.50* 
Sessions “Kitty-Belle” Alarm is 4” wide, 334” high, with 3%” dial. 


This new Sessions beauty is the latest sensation in a 
featured line of electric alarm clocks, among the most 
popular clocks of their kind. 


The Sessions “Kitty-Belle” offers new and exciting ad 
modern styling in a new dainty size. . . at a just right Ee S&S Si Dra ty 
price! Of course, like all famous Sessions Clocks it is 

dependable, smooth-running and kitten-quiet (“not SELF-STARTING « ELECTRIC 
even a pur-r-r!”). And best of all sales features, it has 


the patented Sessions ““Tru-Bel” alarm—not a buzzer! ra ~ 
* Guaranteed by % 


Right now, “Kitty-Belle” is just the alarm to wake 7 


up lazy sales for you! Better stock up now to benefit from 
generous national advertising! 





*Slightly higher in far West. Subject to Federal Excise Tox. Protected under Fair Trade At 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 





In Chicago: The Merchandise Mart Plaza ¢« In San Francisco: Western Merchandise Mart ¢ In Canada: Northern Electric Co., Ltd., Montreal, Pa 
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... heavenly as a dream, 
Gemex Fine Watch Bands. 


From left to right: No. 422, slender snake chain... $6.75, 
No. 420, Sonata expansion band... $9.95, No. 418, Gem expan- 
sion band... $9.95, No. 1201, faceted Gem expansion band... 
$8.95, No. 416, tapered Sonata expansion band... $9.95, 
No. 550, Adventurer expansion band for men... $10.95. 


These retail prices include federal tax. 
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WATCH BANDS 
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BEAU BRUMMEL , SLENDERETTE DELUXE 


Style No. 111 Style No. 222R 
Retails at $12.95 T. I. Retails at $8.95 T. I. 
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ROPE BAND 


Style No. 255 : | , 

Retails at $6.95 T. I. ~? : = BEAU BRUMMEL 

: TIE CLIP AND CUFF LINK SET 
Style No. S75 

Retails at $15.95 T. I. 





BEAU BRUMMEL 

TIE CHAIN 

Style No. TC90 
Retails at $6.95 T. I. 
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FLEX-LET CORPORATION 


FACTORY: E. Providence, R. 1. EXECUTIVE SALES OFFICES: 20 West 47th Street, New York 19 
CANADA: Arennes, Inc., Montreal - MEXICO: Flex-Let de Mexico, Mexico City 





*Patented 
FOR JANUARY, 1951 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
ATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


5980 FIFTH AVENUE »- NEW YORK 19, N_Y. 


| CATALOGUE SENT UPON REQUEST } 
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Leading jewelers of the nation turn to Everbrite for 
store-tested items that will keep their merchandising 
in sound balance ...40 years of leadership are 
back of these great values, geared to today’s market 
——planned for volume sales and profits. 













DESIGNED EXCLUSIVELY FOR OUR CROSBY DEALERS 
This Terrific Valve in a New : 
WATCH-NECKLACE-EARRING SET 


FI-3147/NE LADY’S JEWELRY SET. 
17-Jewel, 6x 8 Crosby movement in a | 
se stunning rhodium finish case, set with 

, ‘sparkling rhinestones. Matching rhine- | 
stone rhodium finish necklace and ear- 
rings. The set comes in an exquisite 
brocaded gift package that is designed 
for re-use as a smart jewel case. 





MINIMUM ORDER 
3 SETS 
ot 
ATTACH COUPON TO YOUR | 
FIRM LETTERHEAD OR 
ORDER FORM 





, "AL COHEN & SONS CORP. | 8 


Please enter our sales 4 for —_ he 3147 /Ne | ‘ 
Croskey Watch ‘Ensembles e N15. 95 per set. oy 
; 
| 


Dealers Name ane -— 





Address. 








‘City | : State. 


cite ae ws Terme} Net 30 gig 2: 8. pow York 


AM ae 
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hoodman & Co, 


The Blue Lodge Mason and 
Scottish Rite set rings in IOk 
MATS yellow and white gold with gen- 
erous diamonds...die struck, 
Spiele finely enameled shanks, are 
ON REQUEST a perfect example of our new 
Economy Line ...a series that 
afford the jeweler a good profit 
on fast moving merchandise. 

Order today. 


MEMBER 


{ull 
WUNULHTL 


GOODMAN & COMPANY 
Makers of Fine fewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 


A) 
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It’s NEW, it’s DIFFERENT, 
It’s never been done before... 


THE 


wR gives silver a proved tar- 
nish and wear-resistant 


finish ... holds its natural lustre 
and color. 


TURD finish never needs polish- 
ing... just wipe with a 
soft cloth. 


TWRYis another “FIRST” by 
Wolfenden, makers of 
fine sterling sold in the famous 


blue box ... the “Gift of Gifts”. 









MILK MUG 
No. 1087 


PATENTS PENDING 


TWRy finish is durable — helps 


prevent scratches, stains, 
fingerprints, and discoloration. 


GWRY is a housewives dream... 
keeps silver looking new 


because constant washing and 
everyday use does not harm the 
smooth, lustrous surface. 


GWAR finish is optional on all 
Wolfenden sterling exclu- 


sively and can be engraved. 


Now is the time to take advantage of this new development by Wolfenden. TWR is what sterling silver has 
needed for years and is unlike any other finish ever available before. TWR is no “gimmick” to be sprayed, painted 
or washed on the surface of fine silver but is applied at the factory by expert workmen. TWR hardens and 
improves with age. Retailers who are looking for something really new to promote extra sales in 51 may specify 
Wolfenden TWR silver or if they prefer order the new designs in conventional finish as in the past. 


J. W. WOLFENDEN CORP. 


GENERAL SALES OFFICES ano PLANT—ATTLEBORO, MASSACHUSETTS 


REPRESENTATIVES: Frederick B. Platt, 366 Fifth Ave., Room 111], New York 1, New York, Herman Hirsch, 315 W. Fitth St., 
Room 710, Los Angeles 13, California, Robert L. Ryder, 7 Old Post Rd., North Attleboro, Massachusetts, Samuel Feldman and 
Son, 29 E. Madison St., Chicago 2, Illinois, Dalbert G. Rix, 916 W. McDowell Rd., Phoenix, Arizona, Charles W. Webb, 
158 First Ave., N., Jacksonville Beach, Florida, Edward Y. Walker, 236 Derby St., West Newton, Massachusetts. 
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Dua lity 


WHITING & DAVIS MESH ; 


To all of our loyal customers the country over... 

Whiting & Davis promise quality as usual even though we can’t 
promise quantity as usual. Much of the metal we require 

for normal production is needed by our government, 

and so we all must sacrifice to see that this vital need is met. 


But we promise to do the very best we can to serve 

your needs. And, we promise, that even though 

our quantity may be reduced, traditional Whiting & Davis 
quality will be as high as always. 

Whiting & Davis Co., Inc., Plainville, Massachusetts. 


WHITING 
& DAVIS 





with fashion 
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the ADDED 


touch 























o Walter Lamp! original 


W alter Lam pl’s 





IN HONOR OF THE OCCASION 
cards . 


Bright little gift cards in color .. . for 
Easter, Mother’s Day, Graduation, Anniversary, or Birthday . . . 
NYolohit-1a-To Mme] ololt) mm Zell] amare] eal i-1a Sam ial) Mal Mn t-1 0 2-Bo 
gentle reminders . . . Tucked into one of our festive 
gift boxes, they'll make Walter Lampl’s “giveable” 


jewelry . . . just that much more appropriate. 


FREE with your next order. . 


a selection of timely gift cards. 


608 FIFTH AVENUE 
‘‘creators of the unusual — as usual’’ 


NEW YORK 20 
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3 NATIONAL ADVERTISING 


In 1951 
we will 





bring 

a number 

of additional 
great values 
in exclusive 





timepieces 

to America’s 
distinguished 
Jewelers 

who are 
always 
welcome in 
our showroom 
to inspect 
our collection. 


© H. S. W.A. 1951 
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TOWN s« 


country 










Raised numerals. Choice of white 
or black-and-gold dial. Gold-filled 
case with steel back. 

With alligator strap $55; 

With expansion bracelet $62.50; 
In 14 Kt. gold $125; FTI. 





HERE ARE THE MODERN 
WATCHES MEN LIKE 
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VV Automatic—distinctive gold- 

; filled case, raised numerals $65; 
With concealed luminous dial $67.50; 
In heavy 14 Kt. gold $145; FTI. 


























HERE’S WHY: They are both double purpose 
watches—correct for dress wear, rugged for outdoor 
sports. Both are protected against moisture and 
dust—resistant to shock of normal bumps and 
jars—anti-magnetic. 


Both are strikingly masculine, typical of Universal 
Genéve’s talent for styling. Both have famous 
Universal Genéve 17 jewel accuracy movements 
praised by competent watchmakers. Both have 
professional type sweep hands for pin-point timing. 


HERE’S HOW THEY DIFFER: The “Town & 
Country” is so extremely thin and light you hardly 
know it’s on your wrist—remarkable in a climate- 
proof watch! The “‘Self-Winder”’ is the last word 
in an automatic—winds by motion, not memory— 
stores up 36 hours reserve in a few hours of wear. 


The choice is yours—have your Jeweler show 
you both—either is a very sound investment in 
reliable performance for years to come. 








UNIVERSAL 


GENEVE 









Universal Geneve watches for women in 14 Kt. gold from $71.50 FTI. 
Write for booklet and name of nearest Jeweler. 


THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 
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HUSETTS 
FOSTER METAL PRODUCTS, INCORPORATED °* 37 UNION STREET, ATTLEBORO, MASSAC 
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COMPLETELY PEPE BSAC 


CRAWFORD 


presenting a superb 
selection of 
novelty 
gift watches 


IHlustrations: Actual Size 


Bandbox on Chain Bracelet 
Lift the lid to see the time 


Book of the Hours Pendant 


(Shown closed and open) 


z an pes ; 
“ae” * 
i ae ¢ 
la arity 
z ori ee 4. 


NN 
Opa 0 Replica of Early Victorian Clock 


Wee 


Multi-colored enamel 


CRAWFORD WATCH CORP. 550 Fifth Avenue, New York 19, N. Y. 
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The Thorens Swiss Musical Move- 
ment plays one of these popular, 


romantic tunes: 


Say” 


. 


e Stardust 
. e Always an 
e Anniversary Waltz : 
e Ballerina | 
in. each shipment) 


(assorted tunes 


NATIONALLY ADVERTISED 


yore 
— i AD ALLTEL ITE 


» 


STYLE 54 (illustrated 


Anitine-Dyed Leather. 
oakt. gold t ted. Velvet \ined. 


ine, blue, green. 
Retail: $9.95 i. 
$$5.15 i 


Vie 































gs SME 72 
Finest quality jeathet 


Same size, CO oS Se 
Suggested Retail: $7.95 = 


Cost to you: +: 
goth styles available in smaller sizes. > 


ad mats upon reques 
















~~ 












| yufacturing Co., ine. - 
anufacturer® and Dist! 


es 
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oa ae f* Bc USIVe.. 
yf PARTICIPATE Any 
PROFIT PROMOTiO 


EVERY MONTH 
OF THE YEAr: 


EXCLUSIVE {° JANUARY 


/, + Time -N4Whep. y 
OW for the Titst atin 


CLOSED COVER’ 


WRIST WATCH 


Initials on cover...an extra source of revenue 
for engraving department 

Space for photo of “Loved One” inside cover 
Guaranteed 17 Jewel Lovis Movement 
Handsome Gold numerals on face 

RGP Steel back case with gold filled expansion 
band 

Nationally advertised 


LOUIS WATCH CO., INC. 
580 Fifth Ave., New York 19, N. Y. 
Please rush the following to us: 
‘= Men’s “Closed Cover’ watches 
[] Catalog in color 
[]) Have your representative call 


mpany name 
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Zone...... State 
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7 CRAFTSMAN Citation 
and Lady Citation 





Selected for Jackpot 

of Prizes on 

“STOP THE MUSIC” 
Television « sesnseiii 

Network 

Show Seen 

Thursday 

Evenings by 

Millions 














The Marh of 


(raffsman. 


rn Veans c Vine uli tater Bilolds 


Ask your distributor 
about this NEW : 
BERT PARKS CRAFTSMAN DISPLAY DEAL 


Master of Ceremonies 
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the only ring in the 
designed to mould itself to the contours 


of your finger perfectly. 


olumbia 


UV, TRU-FIT , 


The Practical Solution to a Pressing Consumer 


Problem ...Satisfying the Urgent Need for a 
Diamond Ring that REALLY Fits 
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Swill NOT SLIDE 


BWILL NOT SLIP 
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FITS PERFECTLY 


Beauty...AT NO 


INCREASE 


IN PRICE! 








A er eR ae SE ER 7 


Seen NE A emer Clady 


STN ene OP te Me 





























Heres Why Mh C/ewelet, 


The new COLUMBIA “Tru-Fit” Diamond 
Rings are important to your sales 
and profits...now and in the future 

















Columbia “Tru-Fit’’ Diamond kings will enable you to maintain 
or establish your leadership in your community with your most 
important—most profitable Department—your Diamond 
Department! 








And, in addition, here are the tools that will boost store traffic 
and create sales for you... 





® Outstanding Motion Window Displays 
® Beautiful Direct Mail Folders 
® Colorful Post Cards 

Effective Newspaper Ads 

Hard-hitting Radio Script 
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® 


® Unique measuring device to determine your customer's 
“Tru-Fit’ finger size. A free service which will create great 
diamond interest. 










FOR YOUR OWN PROTECTION: NA\T FOR THE COLUMBIA DIAMOND RING REPRESENTA- 
TIVE TO VISIT YOU. IT WILL BE WORTH YOUR WHILE! FOR FURTHER INFORMATION CALL 
aie OR WIRE AXEL BROS., INC., 21-10 49th AVENUE, LONG ISLAND CITY, N. Y.—STillwell 4-0879. 














A PRODUCT OF AXEL BROS., INC., 21-10 49th AVE., LONG ISLAND CITY, N.Y. 








ATER-RESISTANT - SHOCK-PROOF 
WATCHES 


Royce offers you an outstanding line of Incabloc watches for men 


and women, priced for quick sales at 


Suggested retail price 


: 2 y 0 (plus tax) 
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WALTER KOCHER & CO. 17 West 57 St., New York 19, N. Y. 
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COMBINATION! A DISPLAY 
with 6 of the fastest selling Ster- 


ling Silver identification bracelets. 








5 More 5, ‘ a Every 























crim ELCO DEALER 





| Oo LAT YY A display that can be set up as an easel, 


+ cost $2400 a hung on the wall or placed in your show 
ages ere a window. It’s yours with this NEW assort- 


av ARLES ae a ment of identification bracelets. A beau- 
eo tiful two-tone, rich velvet display that 









HIE Rey will increase your sales. 
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See Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY, INC. 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Iil.; Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Colif. 
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i 
RELIABLE POLICY 
: RELIABLE QUALITY 
RELIABLE PROMOTION 
RELIABLE NEW STYLES 
i EDEN | GOLDEN GODDESS , 
.- thinnest self-wind- ... smallest self-wind- 
| ing, waterproof watch ing, waterproof watch 
| made. made. : ) 
| TYPICAL OF MIDO LEADERSHIP 
be ee 
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PIONEERS OF SELF-WINDING WATCHES WITH MULTIPLE PROTECTION 


Mido—the only factory in the world specializing exclusively in creating the finest self-winding, 
waterproof* watches, with over 25 years’ experience. Jewelers have learned by experience that 
this exclusive specialization assures them against worry about Mido quality...or Mido policies! 





Mido has never juggled its pricing schedule to take advantage of conditions. You can rely al- 
ways on full, fair profit from Mido, with no unwarranted surprises. Never do jewelers have to 
take more merchandise...or accept tie-in sales. 





You can be certain Mido watches will never lower their quality standards...or sacrifice quality 
for volume. Your Mido watches will always have the great, dependable quality that makes 
you so proud to sell them. 





You can depend on the great consistent Mido national advertising that made the American 
public so aware of self-winding, waterproof watches. First with promotions, programs and 
dealer aids to keep Mido America’s fastest selling Self-Winding, Waterproof line. 


Mido gives you the only complete range of self-winding watches which you would expect from 
the specialist. Eden... the thinnest self-winding waterproof watch; Golden Goddess, the smallest 
self-winding waterproof watch. Men‘s styles; women’s styles...models in stainless steel...in 
gold—the great range jewelers need to fully capitalize on the popularity of self-winding 
waterproof watches. 





*Stays waterproof as long as crystal is not broken, and 
case is unopened, except by a skilled watchmaker. 


MIDO RELIABILITY HAS ALWAYS MEANT GREATER PROFIT! 





LOUIS AISENSTEIN & BROS., INC -: 16 East 40 Street, New York 16 
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here’s a -ematkably large market for quality pierced 
earrings—strikingly designed and highlighted with 


genuine oF simulated stones: That’s why the fabulous 
ured this audience by 


line of JMS originals has capt 

‘wating, the women who insist on nothing but the 
Gnest. JMS creations, in solid gold and gold filled, are 
available with four different tyPe> of pierced eat 
ded, or boxed in a gleaming, plastic showpiece- 
that will be standouts 





wires. Cat 
JMS also makes regular earrings 


in any jeweler s display. 


Jewelry Manufacturing bo. 


156 Liberty Street, loomfield, New Jersey 


Eastern Midwest West Coast 

Representative Representative Representative 

Herbert Stein c. J. Leavitt ira W. smith 
29 E. Madison St., 315 West 5th Ste 

Chicago Los Angeles 


Gerald W. Gelb: Sales Manager 
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Established 1924 


ON TIME AND IN STYLE WITH 


chuls watches 


oO] Give | ban 0) @ Oe, AY LOTR) 


Styled & Manufactured at our factory 


304 EAST 45th ST, NEW YORK 17_N. Y. 


a <-Te Ma ae lol-m altoid 
524,530 


SCHULZ WATCHES 


are made of 
the finest materials 


by the most skilled craftsmen. 
. 


Be sure to see 
our new 
1951 sample line. 
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Here’s another IRAL Exclusive Ee 


TWO NEW HEART & WINNERS 


to boost your Valentine sales! 





» Manicure and Necklace Set 





Never before such beauty and such 
practical value in one package! Four 
piece manicure set by the famous Barbara 
Bates . . . plus a gorgeous gold-plated 
necklace and earring set. Brilliant im- 
ported hand-set multi-colored stones, 
Necklace can be cleverly used as a pin. 
Exquisitely gift packaged in velveteen 
boxes. Supply limited .. . so order today. 


6.75 





7 2 Perfume and Necklace Set 





iy 4 
ih Mi iS The same tasteful necklace set as above 
y it ee A, me < e e 
i . .. plus a handsome flacon of exquisite 
We 


Cheramy perfume from the famous 


Wi gi? “Up Je | 


Houbigant Co. Your customers will 
recognize immediately that a nicer Val- 
entine gift can’t be found. Supply limited 


on these sets too, so rush your order now. 


$6.00 







And don't forget ! 

Mother's Day is on the way 
So don't delay ! 

Order today ! 


i tette 













IRA LEVITZ INC. 
33 COURT ST. 
BUFFALO 2, N.Y. 

Please send me the following quantities of these fast- 
selling gift sets: 
[] Number 1 Manicure and Necklace Sets @ $6.75 per set 
[] Number 2 Necklace and Perfume Sets @ $6.00 per set 








The IRAL man is at your service with a 
complete line of nationally-advertised jewelry, 
silver, and many other fast-moving items. 





Store Name 
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33 Court St. Buffalo 2, N. Y. 
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ACCURATE TO THE SPLIT... seconp 
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designed for business 
and professional use... 
wherever precision accuracy 


is essential. 


f 
me 
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Your sales are easy ... profitable when 
you show your customers BOVET chron- 
Jo] co] ola Melalom Od Aad MolUliolinlolileneliloRsiel or 
watches. You get a display easel of this 
ad, in color, free with every purchase, 
to draw customers into your store. 


Write today for prices. 


BOVET WATCH CORPORATION 17 WEST 57th ST. NEW YORK 19,N. Y. 
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HANDSOME PIECE OF JEWELRY /(aa@ 
SLEEK, SMART, AND ENDURING /(# 


@ STERLING SILVER 
e RHODIUM FINISH 
e@ EXTRA HEAVY 


IDENT BOOK NOT ONLY CARRIES 
KVED IDENTI- 





BOOK, TO" REVEAL THE LORD’S 
PRA) ‘ER (THREE DENOMINATIONS 







JEWISH) BEAUTIFULLY AND DEEP- 
LY ENGRAVED. ON. TWO..STERL- 
ING’ SILVER PAGES, WITH SPACE 
FOR TWO PHOTOS OF LOVED 
a 





< 





> 


Attractively and individually packaged.» ’ 
Each religion indicated on outside of box. 
Sold only through your local jobber. 








VIEW WHEN OPEN 


MANUFACTURED BY 


COTE ty) a ere) 


TO WEST 47th STRESI NEW FORK 





PAT. APP FOR NO.0.12480 YSTO 
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Sell the Gift Buyer 
Fidelis in a beautiful 
Presentation case. 

















anes 





Fr. #0-458-MH Fr. #0O-758-MH Fr. #0-958-MH 
51,” x 5%,” 8,” x 103,” 1044” x 1314” 
1.50 each net 2.25 each net 2.75 each net 


EDWARD GROSS CO.., 120 EAST 16th ST., N. Y.C. 3. DEPT. 0-1 


Subject 3 | 4 


Frame 


oe oe ee ii 


Fr. #0-458-MH (1. 50 ea. net) 


Fr. 40-768-MH (2.25 ea. et) 


1h retest ft P| 


Fr. 40-958-MH (2.75 ea.net) | | PR} | | |) poo , an <0 
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Place setting rolls for 
6 and 8 pieces. Rolls for 
sets of 6, 8, and 12. 


nly 
PACIHC 
Silver 
Cloth 
positively 
prevents 


silver 
tarnish ¢ 





Holloware bags 
from 2x 4 to 26 x 36. 


for outsize pieces 








COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 


Spoon “A” wrapped in ordinary “anti-tarnish” cloth 
accumulated heavy tarnish during test. Spoon “B,” 
protected by Pacific Silver Cloth, retained its original 
sparkle and luster under the same conditions. 

*Test #18035, March 23, 1950 


Its PACIHC Silver Cloth 


MADE BY PACIFIC MILLS...WEAVERS OF 
FINE COTTONS, RAYONS, WORSTEDS AND WOOLENS 
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Will tarnishproof Pacific silver rolls 
increase business on place settings ? 


> 


Yes. Only Pacific Silver Cloth rolls positively prevent 
tarnish because the fabric is impregnated with silver 
particles that attract and hold tarnish-causing chemi- 
cals from the air. When flatware purchases are spaced, it’s 
important that the first place setting look as bright as the last. 
Pacific Silver Cloth rolls keep silver so lustrous 
without effort that budget buyers are delighted, 
add to their silver as rapidly as they can. 


How can Pacific Silver Cloth bags 
make more holloware sales? 


Sell holloware as an investment... it grows 
lovelier with use. Meet the objection of con- 
stant polishing by offering a Pacific Silver Cloth 
bag, zippered or drawstring style, to suit the lines of 
the pieces. When customers discover how easy it is to 
keep holloware gleaming by using Pacific Silver Cloth bags, 
youre bound to do repeat business. So-called anti-tarnish 
flannels soon become useless—many actually invite tarnish. 

Pacific Silver Cloth protects silver for a lifetime. 


: A 









To order, custom bags | .«<< @ 


Many silverware manufacturers supply 
Pacific Silver Cloth rolls and bags as part of 
their service because of its unique tarnish- 

preventing ability. There 1s no other cloth on the 

market like it. The few additional cents it costs are 

more than repaid by satisfied customers who stay 

“sold” on silver. If you have not been getting Pacific Silver 

Cloth rolls, ask your silverware or jewelry supply salesmen to 

supply them. Every item made of genuine Pacific Silver Cloth 
is labeled for your protection. 


Silver courtesy The Gorham Co. 
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PACIFIC MILLS, Dept. RR-1 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__, place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 


Name 
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nother sales-building extra in the great 


Ar tcarved 100th-Anniversary Promotion! 





THIS UNIQUE CATALOG— 
FOR AUTHORIZED ARTCARVED 
DEALERS—HELPS YOU SELL 

THE FULL ARTCARVED LINE! 











a ated hides 


This new, hard-cover Artcarved catalog is 
designed to make every inquiry a sale! 
Fascinating photos tell the impressive story | 
of J.R. Wood's first 100 years. Pictures show | 
_ how diamonds are cut, how rings are made | 
|... help customers recognize Artcarved © 
| values. Merchandise pages let your custom= 
- — ers choose from over 300 Artcarved styles! 


OMA Aan 





SOW eer 

















J. R. WOOD & SONS, Inc. 216 East 45th Street, New York 17, N. Y. 
Makers of Artec arve : WOODCREST"™ Diamond Rings : 








*TRADE MARKS REG 
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Now, right in your store, you can show customers the full Artcarved 
line of diamond and wedding rings! This handsome, hard- 

cover catalog is specially designed to help you sell. Detailed 
pictures, attractively presented, show the full line of Artcarved 


and Woodcrest rings and matched sets—mountings and 


Masonic rings, too. 


The fascinating picture-story of J. R. Wood’s first 100 years will 


















build the customer confidence that’s basic to jewelry sales. Here’s 


a selling tool of proved success to help you get even more 
profits from the big Artcarved 100th-Anniversary promotions. 
It’s available wherever no prior franchise agreement has been 


made. Order your free copy today. 


Every 9 days, 4ricarved ads in LIFE and LOOK have been promoting 
the rings you carry! Here's the latest advertisement in the hard-selling 
Artcarved 100th-Anniversary campaign seen by 47,000,000 readers! 
More ads like this appear right through the year, building sales for 
the 4Artcarved rings you carry. Take advantage of this planned adver- 
tising support—send tor your Artcarved representative today! 
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DIAMOND DIGEST 


BUYING STANDARDIZED DIAMONDS 
Part Three 


some years ago, Arnstein Bros. & Co. 
perfected their system of standardiz— 
ing full cut diamonds, thereby assur-—- 
ing merchants of bigger profits and 
faster turnover. 

The next logical step was to apply 
the same meticulous grading process to 
Single cut diamonds in sizes from 1/20 
to 1/300. Refusing to take the "line 
of least resistance," we carefully 
Sieve these small diamonds into 
straight sizes. Color is not a prob-—- 
lem, since Arnstein Bros. & Co. 
handles only white eight-—facets. 
Nevertheless, maintenance of this 
strict color standard requires our 
culling the lots, before assorting 
them, to insure the removal of the few 
tinted stones usually found in an 
original parcel of rough. 

The next procedure——though a long 
and tedious one-——has proven worthwhile 
because of the benefits derived by 
Arnstein customers. All small dia- 
monds are individually examined for 
make, brilliance and degree of perfec— 
tion, then carefully assorted into 
five different grades. 

The first grade-——tops in every 
respect——is used in the finest jewelry 
by the most discriminating merchants. 
The next grade——closely approaching 
the first in quality—— is generally 
used in high-—type mountings of all 
kinds. The third—slightly lower in 
general quality—-—is often used when a 
pleasantly facing stone is required at 
an attractive price. The fourth grade 
is found in jewelry when cost is a 
very important factor. The fifth 
grade is favored for promotional—type 
jewelry, as well as lockets and signet 
rings. 

Quite apparent are the advantages of 
purchasing Arnstein's closely sized 
and carefully assorted single cuts. 
Any number of diamonds in one size can 
be used together without the trouble 
of matching them for make, color and 
brilliance. They assure uniformity 
without time-consuming effort or un—- 
necessary investment on the merchant's 
part. 

These diamonds are consistently sup- 
plied by Arnstein Bros. & Co. at the 
very lowest market prices. 
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DIAMOND CUTTERS AND IMPORTERS 

























































































608 FIFTH AVENUE NEW YORK 20, N. Y. 
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gion in a New York jeweler’s win- 
dow: “Smuggled Diamonds For 
Sale.” 

Investigation proves that the sign 
was quite correct. The diamonds had 
been bought at an auction held by 
customs officials who had confiscated 
them from smugglers. 


© 


UR gem consultant, Dr. Fred- 
rick H. Pough, curator of phys- 
ical geology at the American Museum 
of Natural History in New York City, 
made the news again with a full page 
of colored photographs in the New 
York Sunday News. Dr. Pough was 
shown displaying samples of uranium 
ore, which, when refined, is the source 
of uranium metal used in the manu- 
facture of atom bombs. An exhibit of 
uranium minerals has been prepared 
by Dr. Pough for the museum. 

J C-K is also proud this month of 
Dr. W. F. Foshag, head curator of 
geology at the U. S. National Museum 
in Washington, D. C. and co-author 
with Dr. G. S. Switzer, curator of 
mineralogy at the Smithsonian Insti- 
tution, of JC-K’s 25th annual report 
on the Diamond Industry for 1949. 
Dr. Foshag has written a fine article, 
“Exploring the World of Gems,” 
which appears in the December issue 
of Ihe National Geographic Maga- 
zine. We are indeed grateful to 
Dr. Foshag for the excellent text of 
’ the story. and'to the magazine for its 
timing in publishing the superbly 
illustrated article at this period of the 
year. Christmas couldn’t be a better 
time to make people think about 
gems. 
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UR own census of women watch 

repairers that we've been con- 
ducting since November has shown a 
healthy increase. Until the beginning 
of December, we had only four on 
our list. Now we have ten, which 
makes our first estimate of eight too 
conservative. The State of Indiana 
furnishes us with five, according to 
Betty C. Wilderman, watchmaker of 
Bloomington. Others in Indiana are 
Dorothy Deale and Norma Matson of 
Koerber’s Jewelry Store in Fort 
Wayne; Mrs. Charles Hall of Bed- 





HUNTING FOR SOMETHING?. 


During the past year, hun- 
dreds of articles in THE JEWELERS’ 
CIRCULAR-KEYSTONE have been de- 
voted to individual jeweler’s so- 
lutions 6f business problems, 


Perhaps their answer will help 
you. 


To find out, all you need to 
do is consult J C-K’s annual in- 
dex published on page 204 of 
this issue. 


It’s simple to use—just con- 
sult the alphabetical listing to 
locate the particular story (or 
stories) bearing on the subject — 
which particularly concerns you 
at the moment. Having found 
them, all you have to do is take 
the appropriate issues of J C-K 
for 1950, locate the pages indi- 
cated in the index and presto! 
you may have the answer to a 
knotty problem. 


And don’t forget to save the 
copies of this publication during 
1951. An index will be published 
again next year as a guide to the 
gold-mine of information that is 


J C-K, 








1951 
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ford; and Laversa Simerly of Bright- 
wood Jewelers in Indianapolis. 
Michigan, too, has its lady watch 
repairer—Mrs. Marion L. Denton, of 
Denton’s Watch Repair Shop in De- 


troit. 


o 


N the December issue of J C-K, we 
ran a story of the opening of the 
Ferrell Jewelry Company’s new store 
in Jacksonville, Fla., which mentioned 
the fact that 378 silver dollars had 
been used to spell out the name Fer- 
rell inthe entrance of the store. It 
was reported that a souvenir hunter 
had pried one of them-loose at that 
time. Well, we are sorry to say that 
Ferrell has finally given up the whole 
idea. Since then, so many souvenir 
hunters have raided the floor for the 
dollars that Ferrell had just $111 left 
—a sum which he recently presented 
to the Hope Haven Children’s-Hos- 
pital. He can’t figure out how they 
pried up the dollars, for it takes a 
hammer and chisel to dislodge them 
from the concrete and that’s a nice 
feat in the conspicuous entrance of a 
jewelry store! | 


© 


NE of the stories that Mrs. 

Gladys Hannaford tells about 
her trip during the past summer to 
the diamond mining region on 
Africa’s West Coast is one about the 
native workers in the diamond com- 
pounds. The “boys” (as workers of 
all ages are called) are hired on fout- 
month contracts. For obvious reasons 
of protecting their production from 
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Stop customers with counter displays like this one. 
Bring them in with window displays, newspaper ads, 
radio messages. Let them hear enthusiasm from sales 
clerks—and ‘‘ Daffodil” will become the fastest-mov- 

fastest-selling pattern you’ve ever handled, too. 
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thefts, never during this period are 
they allowed to remove anything 
from the compound, although they 
can bring in anything they wish with 
the company s approval. One of the 
boys wanted to bring in a bicycle. 
Now a bicycle is a pretty expensive 
bit of equipment in this part of the 
world and company officials tried to 
discourage him, explaining that he 
couldn’t take it out of the compound 
at the end of his hitch. Convinced 
that he understood and was willing to 
leave it when his four months were 
up, the company gave its OK. 

Later, curious company officials 
wondered why he was so willing to 
accept the company’s conditions and 
soon discovered the boy giving les- 
sons to his colleagues during his off- 
duty hours—at a price! They also 
found out why he didn’t care about 
taking the machine with him when he 
left for his native village. So many 
of his fellows wanted to get the bike- 
instruction concession that he was 
able to sell it to the highest bidder at 
a handsome profit! 


© © 
TATISTICS: According to the U. 


S. Department of Commerce, 
September jewelry store sales were 
up 21 per cent from the same month 
of last year. Although the average for 
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the first nine months of 1950 is down 
one per cent from last year, Septem- 
ber was up eight per cent over Au- 
gust. October continued in an upward 
direction and the November figures 
aren't in yet. 

Part of this upswing can probably 
be attributed to the increased mar- 
riage rate. Until June, marriages were 
falling below 1949, according to the 
statistics of the Metropolitan Life In- 
surance Company. With the outbreak 
of hostilities in Korea, however, the 
pace quickened. From July through 
September, marriage licenses issued 
in major U. S. cities, greatly outnum- 
bered those for the same period in 
1949. Marriages in the third quarter 
were 14.2 per cent over last year. So 
far 1950 is ahead of 1949 2.2 per 
cent. 

Population, too, has stepped up 
considerably. The Census taken last 
year showed an increase of 19 million 
in the decade. There are 151 million 
of us now. Over one tenth of this 
consists of children under five years 
of age. The proportion of older peo- 
ple has also been increasing. At the 
turn of the century, only four per 
cent of our people were 65 years old 
or over. Now over seven-and-a-half 
per cent fall in this group. Within the 
past 50 years, the population as a 
whole has doubled, while those over 
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We haven't seen the last of him. He bought twol 
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65 have almost quadrupled. The size 
of future populations is difficult to 
ascertain but experts say that it will 
continue to grow and hit the 200 
million by the end of the century. 

Those of you who like to delve into 
figures and facts will find some more 
on page 70 that should not only 
help you in business but also help 
you predict what conditions will be 
like in the year ahead. 


© © 

TORIES about lost watches turn- 
ing up years later always intrigue 
us. This month, we have a report of 
an 18 size Hamilton watch, the prop- 
erty of C. KE. Hyer of Knoxville, Ky., 
which was unearthed from Canadian 
soil where it had been buried since 

July 25, 1919. 

Hyer lost the watch on his farm in 
1918. The farm has since been rented 
and Hyer passes only his summers 
there. This year, when he arrived for 
his summer sojourn, the tenant farmer 
returned the watch which Hyer had 
lost 31 years ago. It had been turned 
up in the spring plowing. 

Hyer sent the watch to the factory 
for reconditioning. Hamilton watch- 
makers say the movement was re- 
markably free from rust and the 
mainspring was still oiled. The steel 
hinge pins were badly rusted and the 
case was dented and scratched, but 
Hamilton says Hyer will soon have 
his watch back as good as new. 


© © 


= smelting and refining 
concern has bid $20,000 to the 
W. A. Sheaffer Pen Co., for the right 
to rip up 10,000 square feet of old 
factory flooring. The concern is gam- 
bling that it will be able to “mine” 
the old boards for enough gold to 
make the project “pan out” profit- 
ably. In addition to the gold dust 
embedded in the boards and crevices 
after more than 30 years of shaping 
pen points, the “prospectors” figure 
to smelt out some osmium. Osmium, 
a super-hard metal used in alloy 
form for pen point tips is eight or 
nine times as expensive as gold. 

By taking the usual precautions of 
all manufacturers handling precious 
metals, Sheaffer estimates that it 
saves more than $100,000 annually 
that would otherwise vanish down the 
drain or into the dust-bin. 


Knowing all these precautions, the 
bidding firm still feels it is making a 
good gamble. 
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acations and Valentines - - - 


Set the Pattern for 1951 Jewelry Promotion 





, = 1951 look in clothes is one of feminine 
prettiness. The fashion silhouette remains basically the 
same as it has been for the past year, but there is an in- 
creased feeling for femininity that moves the whole style 
picture toward softer and prettier effects. 1951 jewelry 
enhances this prettiness with sparkling delicacy and grace. 

We have selected for our mid-season report jewelry 
with a special appeal for Valentine Day promotions and 
which will lead the way into fashion during the months 
of spring and summer. Resort fashions too, both North 
and South, are studied for their immediate opportunity 
for increasing jewelry sales and because they emphasize 
trends that will move with the season into city and town. 

[t is being said with increasing frequency that more 
determined efforts must be made in retail selling, and it 
does seem that strong selling programs, by jewelers, 
should be aimed at the group of people who visit resort 
areas. These vacationers have a more than lively interest 
in fashion, and it runs the gamut from costumes for 
beach and cabana, to formal shipboard or short-terraced 
gardens, to country inns and ski-lodges, oozy with open 
fires. These people are caught up in an exciting round of 
social events where everyone is bent on making a beauti- 
ful impression. And let’s not forget the charmingly lazy 
spectators who never participate actively in wave-tossed 
water or wind-tossed snow, but depend upon attracting 
wholly by what they wear! 

This is a prospective group of customers who love, 
need, and can afford beautiful jewelry. There are plenty 
of clothiers who make their entire living out of this one 
aspect of fashion, and we should see to it that every piece 
of resort clothing, for North or South, day or night, is 
adorned with smart NEW jewelry! 
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The increased accent on femininity moves the whole style picture 
toward softer and prettier effects. The trends to watch are now 


being set in the fashionable resort centers of North and South. 


UMUUUVTUUNLUUUOUUUUV0U00U00000000HEN UU UU SUUULGROVUOUU RULE AUN ee 


by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 


COLOR AND FABRICS FOR SOUTH WEAR 


COLOR is one of the most important features of South- 
ern resort clothes and also promises to dominate every 
phase of summer fashion. Warm, sunny colors are being 
worn in the daytime—mixed lime, pomegranate red, vivid 
shades of orange and yellow, sandy white, blue, mauve 
and rich-toned violet. Even shoes present a bright pano- 
rama of color as they trot through the day in gay shades 
matched to dress fabrics. 

For evening there is a complete about-face in color and 

(Please turn to page 104) 





FASHION BRIEFS 


pretty femininity is the key to 1951 fashions 


color is important — vibrant for day, pastel for 
evening 


sheer filmy fabrics for day and night 

lace steals spotlight from velvet 

ensembles growing in favor have low cut bodices 
new jewelry sparkles with delicacy 

pearls are increasingly popular 

pins and earrings have lacy mountings 

pins are versatile as necklace drops and charms 


compacts emphasize prettiness (in mother of pearl, 
brilliant jewel clusters, petit-point, and French 
cloisonne ) 
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Durinc the past several months few 
jewelers have had the time to stop and think how 
developments in business and politics, which have 


taken place during that period, will affect their busi. 
ness in 1951. 


They have rightly considered only the conditions of 
their local markets and kept their eyes focused on 
the people who came into their stores. For it was 
Christmas season. 


Now comes the time when they must all back out 
of the jungle of business, take their eyes off the indi- 
vidual trees and look at the forest. For now is the 
time they must make at least their general plans for 
the year, and decide whether to take the low road 


or the high road through 1951. 


First it is necessary to consider the economic climate 
indicated for the period. 
Economic climate is determined by: 


|. The DESIRE of the people to buy. 





ll. The ABILITY of the people to buy. 





lll. The SUPPLY of merchandise available for the 





people to buy. 

















Consumer buying is the barometer of business. It rises 
or falls according to the density or thinness of each of the 
three forces forces listed at the left. 

At any time when all three are in nice balance, it is 
only for a fleeting period while the factors are passing 
each other following trends up or down. Business is sel- 
dom normal. 

None of us considers the trends, in any ONE of these 
three factors affecting retail trade, as having a definite, 
lasting effect on our business. We instinctively know that 
there are other (perhaps unevident or overlooked) trends 
which will have an influence on the final effect of the first. 

However, the more we know and study the various 
trends, the more they become a part of our subconscious 

knowledge, the more confidently we can weigh one against 
the other and the more quickly we'll recognize a devel- 
opment in the early stages of the change. The more we 
know about the forces that will influence trends, the more 
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| The DESIRE of the People to Buy 


lal “CERTAIN TRENDS" 


Every American will continue to take for granted his 
right by heritage, to desire an ever-increasing standard 
of living. Americans always aim to make more money 
next year so they can spend more (or buy more on 
credit) and live better. It is currently the style to do 
just that. Evidence of their desire is the record sales of 
new homes, (building material dealers during the first 
0 months of 1950 showed a 36% increase over 1949). 
Radio and Household Appliance (Television) dealers, 
according to the Federal Reserve Board, showed a 33% 
increase during the 10 months. Automobile production 
made a record during the year; one new car for every 
20 people in the country. 


Recently purchased homes which need to be furnished 
create almost irresistible desires to buy. In 1950 a record 
making total of 1,350,000 new houses were built. Many 
of these have been bought by families established during 
the past ten years. Since 1940 there have been 20 million 
marriages; nearly half of all U. S. families are new since 
1340; many occupying new homes bought during the 
past three years. Nine million people have moved from 
tural areas to cities, desire the things they need to fit into 
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accurately we can forecast the economic climate which 
will surround our stores and businesses during the im- 
mediate future. 

In order to simplify our appraisal of these trend-forces 
let us classify them as (a) those which are apparently 
“certain” to exist during the new year, (b) those which 
are “probable” and (c) those which are “possible.” 

We can base our future plans on those trends which 
are “certain,” leaving them flexible enough to accommo- 
date the “probable” and “possible” should trends in the 
latter two classifications become “certainties.” 

Thus, to forecast for 1951 we might well look for the 
(a) “certain,” (b) the “probable,” and (c) the “pos- 
sible” trends which will bear upon I: The desire of the 
people to buy, II: The ability of the people to buy and 
I11: The supply of merchandise available for them to buy. 

Let us first consider the trends which are apparently 
“certain” to continue during the first six months of 1951] 
and how they will affect: 





their new pattern of home life. With the great number 
of young men going into the 3% million man armed 
force there will be a tremendous increase in the marriage 
rate—an acceleration of the demand for wedding and 


INDEX OF BUSINESS ACTIVITY 


FOR YEARS 1919 TO 1950 





1919 1925 1930 1935 1940 1945 1950 
(Compiled by Guaranty Trust Company, New York) 





engagement rings and wedding presents of all kinds. 

As evidence of the upsurge that can be expected to 
continue, it is interesting to note that marriage licenses 
issued during the first six months of 1950 were 4.6% 
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less than the first six months of ’49. The following four 
months of ’50 (July, August, September and October) 
showed an average increase of 13.7% over the same four 
months of *49. 

Further evidence of the public’s desire to buy is the 
‘estimated all-time record of consumer expenditures, dur- 


* ing 1950, of $185 billion. 


TOTAL RETAIL SALES 
1929-1949 
150 


130 


Sales of all Retail Stores 
1929-1949 


billions of dollars 
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1929 °37 ‘38 ‘39 ‘40 ‘41 ‘42 ‘43 “44 “45 “46 “47 ‘48 49 ‘50 
(From The Economic Almanac of 1950) 


Out of 60 classifications of retail outlets, listed by the 
Department of Commerce, only 15, during 1950, showed 
losses in volume, in spite of the tremendous gains by 
many of the other 45. In fact, the greatest loss by any 
group was a 4% loss by confectionery stores during the 
first ten months. 

While the public was making a substantial number of 
major investments, the jewelry volume was close to its 
all-time record. (The Federal Reserve Board figures in- 
dicate a 1% increase for the first 10 months of 1950 
over 1949) and a reliable source estimates the total 1950 
volume as approaching a billion and a quarter dollars. 
All these facts, giving evidence of the public’s current “de- 
sire’ to buy are to be important. 

It cannot safely be assumed as a foregone fact that the 
public will always desire to buy. Many businessmen op- 
erating today have not experienced an indifferent public. 
Others who have, too often forget that people do not al- 
ways have a driving desire for things. A famous line of 


one comedian during the depression of the thirties Was 


that, “People aren’t even buying what they don’t intend to 


pay for.” However, in reviewing the mood of the people 
it is apparently “certain” that in 1951 the public wil] " 
sire to buy more, to live better, and to “keep Up with 
the Jones’s.” 

They will desire more evidence-of-success merchandise 
such as jewelry and they will desire more home furnish. 
ings, clocks, silverware, china, glassware and household 
appliances for their homes. 


(b) “PROBABLE” TRENDS 


It is probable that people may become so concerned 
about inflation reducing the real value of their sayings 
that they may desire to convert part of them into wal 
property—commodities with high intrinsic value and uyj- 
versal convertibility such as gold jewelry and diamonds. 


(c] "POSSIBLE" TRENDS 


It is possible that war news may so depress the people 
as to temporarily turn them away from any desire for 
ostentation, and that it may become stylish to be spartan 
and to sacrifice. Even then, it is possible that such a trend 
would be short lived as far as jewelry is concerned, 
Jewelry purchases will probably never be considered un. 
patriotic, for jewelry has morale building values (partic. 
ularly in the absence of other luxuries) which are 
universally recognized and enjoyed. In America it is not 
stylish to be sad for long periods. 

It is possible there will be transition periods as we go 
into a war economy which will create temporary lapses in 
the desire of people to buy. These periods will call for 
courage on the part of jewelry manufacturer and retailer, 
to maintain their styling developments and advertising 
and promotional efforts so the industry is in a favorable 
public relations position when the public’s desire is re- 
vived. This is particularly desirable because we have just 
come out of a period of four years of prosperity wherein 
many families have satisfied many of their most driving 
desires. This is unlike 1940 when most families had 
merely lifted themselves out of a depression and had not 
yet elevated their standard of living to the present levels. 

Now let’s consider the trends bearing upon: 








II. The ABILITY of the People to Buy 


(Al “CERTAIN” TRENDS 


People can buy with (1) cash (or charge accounts) 
from current surplus. They can buy from (2) savings. 
They can buy with (3) extended credit. 


(1) On Buying with CASH: 


At this time it is certain that currently high employ- 
ment (63,500,000) will continue. Some industrialists 
predict 68 million employed by the end of ’51. 

It is also certain that as the defense work begins to 
hit its stride in the factories (around the middle of the 
year), overtime will have brought the work week up to 
44 or 48 hours. 

It is also certain that more women will be returning 
to work as more men go into the armed services and 
require more equipment, material and food. 
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With the recently increased hourly wage rates which 
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will be in effect all of next year there can be no question 


that family incomes will reach an all-time high by mid 


‘51. 
INDUSTRIAL PRODUCTION 


PHYSICAL VOLUME, SEASONALLY ADJUSTED, 1935-39 =100 
Percent 
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—But, so will taxes. And they will cut deeply into 


take-home pay. 
—Higher cost of living, which is the inevitable result 
of higher wages, will further reduce the surplus of the 


public. 


CONSUMER’S PRICES 
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(Bureau of Labor Statistics Indexes) 


In spite of these items, however, it is a safe certainty 
that the additional family incomes to be brought home 
in 1951, as a result of steadier employment, higher wage 
scales, longer work weeks and more members of the 
family working outside the home, will offset the additional 
family expenses and leave tremendous “discretionary” 
surplus for spending or saving. (Discretionary surplus is 
that which is left after a family has spent what is nec- 
essary for a reasonable standard of living in food, clothes 
and shelter. ) 


In 1950 this “discretionary” amount was at its height 
for the greatest number of our people. 

In 1949 when the amount was $100.9 billion. it was 
four times the 1940 level. Because of the rate of business 
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activity and increased plant capacities, industrial profits 
and dividends should be substantial because there will still 
be a substantial percentage of production going into 
civilian goods. The corporation excess profits tax will 
probably apply to excess earnings over the average earn- 
ings for the best three years of the base period, 1946- 
1949, 85% of this figure will be considered as normal 
earnings, anything in excess being subject to a 30% tax 
in addition to the existing 45% tax. Although dividends 
will not be as high as in ’50, the 51 dividends should still 
be substantial; compare well with recent averages. 

The following chart shows the amount of “Disposable 
Personal Income” (the money left after taxes are paid) 
in the hands of the American people. Note the tremendous 
rate of growth of this amount compared to growth in 
population. 


DISPOSABLE PERSONAL INCOME 
1930-1950 


U. S. Population 


of Persons 


Disposable Personal income 
Billions of Dollars 
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(From The Economic Almanac for 1950) 


(2) On Buying with SAVINGS: 


In addition to the availability of the money which will 
be added to savings there is a vast accumulation of 217 
billions on hand, 150 billions of which have been put 
away during the past ten years. This represents a tre- 
mendous ability to buy. 

Today the consumer holdings of liquid assets (savings 
and loan shares, currency, checking and savings ac- 
counts, and U. S. Government Securities) are about three 
times greater than they were in 1940. Even allowing for 
today’s higher prices, these individual savings represent 
double the purchasing power of all liquid savings in 1940. 
(See chart Pg. 129.) The more confidence people have in 
their continued earning capacity, the less necessary do 
they regard the maintenance of their savings accumula- 
tions. 


(3) Buying with EXTENDED CREDIT: 


With current good prospects of continued and sub- 
stantial wage earnings, it is logical for workers and their 
families to take advantage of long term credit offers made 
by merchants who also are encouraged to be liberal by 
the picture of continued workers’ earnings. 

The ratio of consumer debt (both long and short term) 
to “disposable income” (amount left after taxes) is now 
favorable to expansion. It is only about 60% of what it 
was in 1940, when it was considered healthy. It is also 
strikingly low in relation to savings. (See chart next.) 

(Please turn to page 129) 
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Below: Newspaper ads used to publicize 
Van Cott's Silver Show. At the bottom 
is the invitation sent to members of 
women's clubs taking an active part. 


Silver Exhibition and Table Setting Contest 


Featuring tables se? with Sterling Silver by the World's leading silver 
emiths. 


Distinctively set by 20 Women's Clubs of this area, for luncheon, fee, 
dinner and buffet, with eath awards for the two best tables in each 
group 


THESE PROMINENT WOMEN'S CLUBS ARE REPRESENTED IN THE TABLESETTING CONTEST 
Anericon Associetion of Uneversity Catholic Daughter of America Sewish Sisterhood 
Vomer if Goness Club 





B-< - ° femoon 

E..gher tom Gerden Club Endicott Newcomen Chub Nafions) Council of Jewish Women 

Bngt Jayn ees Endicott Women's Chie Sunrise 7, Gerden Club 

B.rghamton Newcomers Club Gonsteske Club The Inner Wheel Club of Bingherfon 
Boome County Home Burese Veste! Gorden Club 


These Sdveremiths Wil Aleo Exhib® 
@ GORHAM @ HEIRLOOM @ INTERNATIONAL @ KIRK @.LUNT 
@REED & BARTON @ FRANK SMITH @TOWwLE @ WALLACE 





ARLINGTON HOTEL — SPANISH BALL 
WEDNESDAY OCTOBER 25 1! to 9 p. m. 
THURSDAY OCTOBER 26 i! @ m. to 9 p. m. 





@ The Public is Cordially Invited @No Admission Charge @Nothing Will be Sold 
« « and bring your friends 


Veluable door prive ewarded af & p.m 
each evening (not mecemery fo be - : 
present et the drawing). auch S re | 


39 Court St, 








Decor of Exhibit by CREATIVE INTERIORS, Ine. — 172 Weshington Street—Binghamton 








Pian at Rakite by Contig Daierions, Pt, 78 Weobtogton St, 














You are cordially invited 
to attend the 
SILVER EXHIBITION 
and 
TABLE SETTING COMPETITION 


Wednesday, October 25, 1950 
(1 p. m. to 9 p. m.) 
Thursday, October 26, 1950 
(11 a. m. to 9 p. m.) 


Arlington Hotel, Spanish Ballroom 


Free admission 


Valuable Door-Prize each day 
(Drawing at 9 P. M. Not necessary to be present) 


VAN COTT Seweler 


39 Court Street, Binghamton 
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Silver Show at the height of its activities draw large crowds. 


PLANNING 


= Kenneth I. Van Cott, jeweler of 
Binghamton, N. Y., undertook his recent silver show, he 
planned the steps necessary for its success as carefully as 
a general plans a battle. For the show, he planned a 
table-setting contest to stimulate interest in it from the 
many women’s clubs in this area and scheduled it for 
Oct. 25 and 26. 

Last July, Van Cott wrote to the silver companies whose 
lines he represented and told them of his idea and re- 
quested help in the form of advertising mats, radio scripts, 
and suggestions. Seven weeks before the show, he sent 
out invitations to 21 of the local women’s clubs asking 
them to take part in the contest. He suggested that they 
might earn some money for their philanthropies if they 
won one of the generous prizes. The list of clubs was 
obtained from the local Chamber of Commerce. Because 
of the large number of clubs in the area, Van Cott wrote 
only to such organizations not connected with service 
clubs such as the Lions, Kiwanis, or Rotary. As it turned 
out, the jeweler had to ask three of the service clubs be- 
cause one of the others had too few members, a second’s 
were too young, while a third one felt the idea was too 
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Success 


commercial (Van Cott says they regretted this decision 
after the show). 

Upon receiving the acceptance of the clubs and after 
they had appointed committees, the Van Cotts invited 
the committee heads to their home for tea in order to tell 
them the various facts about the show and to have a draw- 
ing. Each of them received a card on which Van Cott 
listed the kind of silver, china, and crystal each would 
use. Additional items such as flowers, linens, and other 
decorative effects were to be supplied by the participants. 


“Everyone at the tea was happy with their assignment 
except one young lady who expressed herself as preferring 
a tea table to a dinner table.” Van Cott said. “‘However. 
one of the ladies who drew a tea table swapped, so every- 
body was happy.” 

The women were told that they could either use tables 
provided by the hotel, which were six feet oblong or five- 
foot round ones, or they could borrow one from a local 
furniture house. Twelve borrowed tables, while seven 
used the hotel tables. The tables themselves did not affect 
the judging. 

(Please turn to page 110) 
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Below: Newspaper clipping of the story 


reporting the tea given by Van Cott to 
explain details of the exhibition. The 





picture was taken in the Van Cott home. 
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Secret for Silver Show 








BUDGET FOR SILVER SHOW 


Hotel Charges— Rental $150.00 
Music (Piped recordings) 30.00 
Public Address System 10.00 $190.00 
Promotion 2,500 Price Lists from all 
Silver Companies (Averaged ) $1380.00 
3,000 Invitations $ 88.45 
Postage 90.00 178.45 
Newspaper Advertising 413.00 
Radio (7 announcements 
each on 4 local stations) 151.08 
Police Protection $100.00 
Insurance All risks (Block Policy) 30.00 
Public Liability (endorse- 
ment) 1.40 
Photography $147.00 
Judges of Contest—Mileage $ 30.00 
Gifts—at our cost— 10.00 $ 40.00 
Miscellaneous Lettering Signs $ 22.80 
Expenses Mimeographing rules 2.50 
Expressage in and out 18.00 
3 x 5 ecards for drawing 10.28 
Cardboard containers for 
table equipment 6.00 
Other miscellaneous 20.00 $8 79.58 
Prizes— 4 classes—First— $850.00 $200.00 
Second——$25.00 100.00 
Expense checks—19 at $5.00 95.00 $ 395.00 
Lucky Drawing Prizes (at 
cost) 2 at $25.00 7 50.00 
TOTAL EXPENSES $1,955.51 
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Michaels’ tie-in with national advertising goes right to the point of sale. 


National Advertising Lie-ln 


Increases Prestige of 


For its 50th anniversary, Michaels accentuated their normal 
policy of tying in with national advertising and found that 


it was well worth the extra effort and time involved. 


Blown-up covers from Life Magazine plus 
nationally advertised products in their 
display windows assured Michaels of suc- 
cess in their recent tie-in promotion. 























dF was like a shot of new blood in the 
arm,” said J oseph Cusati, manager of the Michaels store 
in Torrington, Conn., referring to the firm’s promotion 
of nationally advertised products, a highlight of Michaels’ 
50th anniversary year. Actually it was an accentuated 
development from the normal policy of tying in with 
the prominent, nationally distributed magazines, com- 
monly called “the big slicks,” in the promotion of mer- 
chandise advertised in them and sold in Michaels stores. 

“When a piece of merchandise is advertised in these 
magazines, customers accept it as a fine thing,” said 
Cusati. “We've been using this factor to build sales for 
vears at practically no cost to us.” 
" When he and his family have finished with such maga- 
rines as House Beautiful, Better Homes and Gardens, 
Good Housekeeping, and Life, he takes copies to the store 
and places them on and under the counter. He has found 
that a wavering sale can often be closed with a phrase 
like: 

“This is advertised in 
for last month,” or, 

“Have you seen this advertised in 





(magazine). Here’s the ad 





(magazine) ?” 


or, 
“Here it is in 





(magazine) .” 


' romotion 


Local Jeweler 


by ANNA M. ROBBINS 


Of course, clerks are trained to make themselves fa- 
miliar with the magazines on hand, and to mark the loca- 
tion of the ads, so that they can turn to the desired ad 
quickly. 

Cusati wanted to let others who had never been in his 
store know “we carry all the finest merchandise in the 
jewelry line that can be had,” so he conceived the idea 
of contributing magazines to the “finer beauty parlors” 
in Torrington. For one year he bought prestige maga- 
zines each month and scanned them for ads showing 
merchandise Michaels handle. These he stamped with 
the store’s name and address and used the same stamp 
on the covers. The magazines were then taken to the 
beauty parlors where they were gladly accepted by pro- 
prietors happy to be relieved of the necessity of buying 
reading matter for their customers. After a year, Cusati 
felt that he had come to a point of diminishing returns 
on this procedure and he discontinued it for 12 months. 
Within a few months he will repeat it. 

Tear sheets of ads from magazines have appeared fre- 
quently as part of the window decorations at Michaels. 
But the recent anniversary promotion, which was accom- 
panied by an appreciable increase in sales, went much 

(Please turn to page 112) 








Exterior of the Michaels store in Torrington, Conn. 
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Special Accounting Problems of Retail Jewelers 


If you have a shortage of working capital, the information in this 


article on how to alleviate that deficiency will be invaluable to 


retailers who need to know exactly where they stand in their business. 


by PAUL KATZEN, C.P.A. 


§ nce the end of the war the balance-sheets 
of almost all businesses are characterized by a steady rise 
in outstanding receivables. This is particularly true of 
retail credit jewelers. Soaring accounts receivable and 
inventories resulling from a price level which is almost 
double the pre-war figure have increased the need for 
additional working capital. Many jewelers are resorting 
to bank loans for the first time in a decade. 


DEFERRING EXCISE TAXES 


One method of alleviating the shortage of working 
capital is to defer the payment of excise taxes until col- 
lections are received from customers. Many jewelers 
today are still remitting to the government the full excise 
tax at the time of sale, even though only a small down- 
payment, substantially less than the excise tax itself, has 
been collected from the customer. This despite the fact 
that regulations issued by the Commissioner of Internal 
Revenue permit the deferring of excise taxes until col- 
lected from the customer. 

The average jeweler who does not remit the excise tax 
on the installment basis is under the impression that a 
tremendous amount of additional clerical work is neces- 
sary in order to pay on the basis of collections instead 
of sales. Actually, it is not necessary to make an analysis 
of each collection. Any method which will spread the 
payment of the tax fairly will be acceptable to the Col- 
lector’s office. 

Since the excise tax portion will ordinarily represent 
approximately 9 per cent of the total receivables, it will 
be seen that the deferring of this tax will provide the 
retail jeweler with a substantial amount of additional 
interest-free working capital. 


RESERVE FOR INCOME TAX ON UNREALIZED PROFITS 


Many installment dealers’ balance-sheets show only the 
liability for the amount of income taxes actually due and 
payable, as computed on the installment basis. However, 
they often do not show a reserve for the income tax on 
unrealized profits which will be payable after such un- 
realized profits are converted into realized profits upon 


(f.) 





(Paul Katzen is a partner in bachrach, Sanderbeck & 
Company, Certified Public Accountants of Pittsburgh, Pa. 
He is a member of the Pennsylvania Institute of Certified 
Public Accountants and of the American Institute of 
Accountants, and is a past Chairman of the Pittsburgh 
Chapter of the Pennsylvania Institute.)—Editor, 





collection of the outstanding accounts. A true picture of 
the financial position of a company cannot be obtained 
unless such a reserve is shown on the books and the net 
worth reduced accordingly. 

The existence of this contingent but real future tax 
liability is of particular importance to a purchaser of a 
going business which has been reporting for tax purposes 
on the installment basis. If the business to be purchased 
is a corporation, the federal income tax to be paid on the 
unrealized profits when the accounts are collected may 
run as high as 38 per cent of such unrealized profits, 
possibly more if corporate tax rates are increased in the 
future. 

In computing the reserve, the unrealized profits should 
be reduced by the gross profit portion of the estimated 
losses on the accounts receivable before applying the 
applicable tax rate. 


BUYING INFORMATION 


Jewelers recognize all too clearly that the ability to 
buy properly may make the difference between a profit or 
a loss and yet the placing of orders is often done on the 
basis of guesses and hunches. 

Several jewelers with whom I have discussed this 
problem have said to me, “It would be a tremendous help 
to me if I knew, for example, exactly how many watches 
I sold last Christmas, segregated as to make, style and 
price range, but I hesitate to hire the additional clerical 
help required. I doubt that the advantage of having this 
information would outweigh the cost of obtaining it.” 

The fact is that the accumulation of this information 
does not involve a large amount of additional expense. 
When the information is accumulated currently, the work 

(Please turn to page 114) 
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STILL ANOTHER HONOR FOR RONSON... 
STILL ANOTHER SALES POINT FOR YOU! 





























Te Sahin eedeny Gold. Medel fan 


It means a lot to us—and to you—that Ronson receives this coveted 
honor—the 1951 Fashion Academy Gold Medal Award! Bestowed on 
the whole wide line of beautifully styled, dependably built Ronson ‘ 
lighters. An award exclusively Ronson’s in the lighter industry . . . 
given for “originality in design and smartness in styling . . . accent- 
ing ingenious construction, to provide maximum ease and safety, 
with creative efforts that have brought new prestige to the lighter 
industry.” 

Now—in addition to all your other strong selling arguments—you 
have an extra reason to promote Ronson! The Fashion Academy 
Award will be featured in Ronson advertising—in publications, in 
displays, on radio and television. Display your Ronsons out front! 
Tell your customers about the Award and all it means. Make them 
prouder than ever of the Ronsons they buy, to own or give! 


Enjoy Ronson’s “20 Questions”! Radio—Sat. nights (Sun. nights, Pacific Coast), 
MBS. Television—Friday nights in many cities. 


ONSO 


WORLD’S GREATEST LIGHTER Press—it’s lit! 


RONSON ART METAL WORKS, INC., NEWARK 2.N. J. Release —it’s out! 
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A colorful Valentine display in red, white, and blue. 


R.. WHITE and sky blue is the color scheme 
for this Valentine display. Clever designs in white wire 
frame merchandise displayed on red satin padded hearts 
and on wide red ribbons. Tiny gift packages wrapped in 
white tissue and tied with narrow red ribbon emphasize 
the gift theme. Light ultramarine blue is the background 
color. 

The wire units are designed and manufactured by Doerr 
and Associates of Portsmouth, Ohio, and New York. All 
units are finished in white lacquer. The hearts have red 
satin covered platforms in heart shape for displaying 
merchandise—ideally suited for jewelry. The Valentine 
postcard was not designed specifically for jewelry mer- 
chandise, but by extending red ribbons from the wire 
cross bars an eye-catching arrangement of pins and ear- 
rings can be achieved. 

The wire designs are priced in pairs, but may be or- 
dered singly. If ordered in pairs, extra units can be used 
in a showcase inside the store, tying in with the window 
display. The heart units can be used later for wedding 
and engagement ring displays or for any sentimental gift 
promotion. The padded platforms can easily be recovered 
in another color. 

Inch and a half to two inch wide ribbon is used for pin 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Material Source 


Valentine Post Card—white wire 14” Doerr and 
high, 23” wide Associates 
Set of two—Under $9.00 Second and 
Massie Sts. 
Portsmouth, Ohio 


or 

Hearts of white wire with padded red 328 East 34th 
satin platforms—18” high, 18” Street 

wide, 14” deep New York 16 

Set of two—Under $13.00 N. Y. 


Red velvet or satin ribbon Local department 
10 yards—1%” to 2” wide store 
5 yards—%” wide 


White tissue paper 


Blue fabric for background and floor Display supply 
covering house or depart- 
ment store 


Stationery store 


—— 





and earring display. Velvet or satin ribbon may be used 

—velvet preferred as it has more body to support the 

jewelry pinned to it, but is more expensive. Ends of rib- 

bon lengths may need to be tacked or stapled to window 

floor to keep streamers in place. The popular pin and ear- 
(Please turn to page 119) 
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Jalentine Promotions 


by VIRGINIA DIXON 





Designs in white wire frame emphasize merchandise. 


Easy-to-make display ideas that will 
give sparkle to Valentine windows. 


Fo. the jeweler who is anxious to keep his 
display budget low, but who wants individual and dis- 
tinctive windows, it is possible to have a good many of 
his display “props” made right in the store at a con- 
siderable saving in cost. Ingenuity in planning the win- 
dow and in devising simple-to-make units can pay off 
both in saving of money and in having displays which 
are uniquely your own. Few jewelry stores can afford 
a full time display man or woman. Sometimes it is pos- 
sible to find a free-lance display designer who will service 
the store on a weekly or monthly basis. If outside help 
is not possible, there is usually someone in the store who 
is clever with his hands and can take care of the windows 


during store hours. Such a person should have adequate | 


time allotted to this work so that it is not neglected. 
Doing a good display job requires time for concen- 
trated work. It cannot be properly done if it is merely 
squeezed in among a mass of other unrelated duties. 
To keep the record straight, pay for such time may 
be charged to the display budget. If you have an em- 
(Please turn to page 115) 
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The first step in covering a 
cylinder shaped elevation is 
to cut a circular piece for 
the top and make it a little 
larger so there is an over- 
hang which when notched can ¢ 
be stapled down on the sides. | 


















—), 7 


A tacker is an _ indispensable 
item if you want to fabricate 
your own displays. The trigger 
action type shown here is the 
handiest for display purposes. 


The covering material should 
be cut a minimum of two in. 
longer than the circumference 
of the cylinder and one inch 
wider than the overall height. 
A decorative ribbon is used to 
conceal the staples at the top. 





Left: to cover a flat 
circle pad, note that 
notches spread out on 
inner edge and over- 
lap on outer edge. Be- 
low: To enlarge a 
pattern by squares, 
draw them over the 
design as is shown 
here. Transfer pattern 
of squares to the size 
that you want and 
place dots on the cor- 
responding lines of the 
larger pattern, con- 
nect dots and larger 
pattern is drawn. 
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Advertising Builds 
Profitable Cloek 





Repair Service 





Seinen good, hard-hitting advertising with 
a sound jewelry merchandising idea, and you have the 
Accurate Clock Service of New Orleans, a young firm 
that took a part of the business that established jewelers 
largely shunned, and made it pay in a booming volume. 
“Other jewelers here in New Orleans shun the cus- 
tomer who wants his expensive clock picked up at his 
home and delivered back to him. If they accept such 
orders—and not all do—they are not overly anxious to 
get them,” says Joseph Malus, owner of the Accurate 
Clock Service. “Looking over this situation a year ago, 
I wondered whether there would not be an opportunity 
to build a good business in just these orders that were 
welcomed at so few established jewelry stores and clock 
repair establishments. I took stock of the situation. 
“After giving it a lot of thought, I came to the con- 
clusion that there was opportunity to build a business 
that met such a widespread need of potential customers. 
I found in doing so over the past year that there is one 
key to success: The right kind of advertising.” A lot 
hinges on the right kind of advertising—not just any 
advertising—if a home pick-up-and-delivery clock re- 
pair service is to prosper and pile up the profits, Malus 
stresses. 
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Above: Appraisals are made in the cus- 
tomer's presence, at her home. All work 
to be done is carefully pointed out so 
that there will be no misunderstanding. 
Left: Clever advertising has made work 
come in droves to the busy shop. Below: 
Ads emphasize pick up and delivery ser- 
vice and home examination of any clock. 




















by DAVID MARKSTEIN 


“Here is how our set-up works,” he says. “Let’s say 
that we have received a call from a housewife, from one 
of our newspaper, direct mail or classified telephone 
directory advertisements. In answer to the call, I hop 
into the car and drive out to the prospect’s home. She 
is under no obligation for this; an appraisal of the 
cost of repairing her clock costs her nothing. 

“Once there, | examine the clock. I do it in front of 
the customer, right in her own room. That is important 
in my opinion, whether you do a clock repair business 
in a store or whether, like me, you pick up and deliver. 
Show the customer what needs to be done. Do it where 
she can see for herself which parts need replacement, 
and where worn-out springs are located. The customer 
trusts you more that way. 

“After examining the clock I show her the things that 
need to be done in order to put it in top running condi- 
tion again. Then—on the spot—I quote her a price. 

“Right up to this point, the customer is under no ob- 
ligation. If she should decide that it costs too much, 

(Please turn to page 118) 
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Sold 102 fi 


1 every 5 minutes !" 


“The very first day our full page newspaper ad appeared we sold 
102 G-E Clock-Radios. That’s one every 5 minutes. Even our smaller 
black and white ads average 42 sales the day the ads break. This 


de. Golbud™ 


Manager, 
Zale’s Jewelers, Tulsa, Oklahoma 


item is a big profit maker for us.” 














(4) ELOCK-RADIO 


— aren’t many $30 items in your store that can 
average a sale every 5 minutes! That’s why jewelry 
stores are jumping with both feet into this great, ready- 
made market for G-E Clock-Radios. 

It’s a sweet business. The very idea of combining a 
fine-toned radio with the famous G-E electric clock in 
a smartly styled cabinet caught the public fancy from 
the very start. No wonder—it wakes you to music, 
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even has your coffee ready, turns itself off after you go 
to sleep, reminds you of appointments and tells time in 
the dark. No wonder it’s America’s No. 1 favorite— 
outselling all other makes combined. And, another 
new sales clincher: all colors of each model sell at the 
same low price! Better call the nearest G-E radio dis- 
tributor today or write to the General Electric Company, 
Receiver Division, Syracuse, New York. 


GENERAL ELECTRIC 
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Test Your Business Kfficiency 


Do you have a sharp focus on your business? In order to get a complete 


picture and have a long-term objective on trends, this method of trouble- 


shooting is a must. Your business is continuous; avoid piecemeal checks. 


of whether or not there is a 
buyer’s or a seller’s market, the jeweler must keep a 
sharp watch on his business figures because they record 
operating efficiency, which, from now on, must be stepped 
up to assure maximum profits. The jeweler needs an 
accurate, speedy, economical analyzer comparable to 
the trouble-shooters that are so helpful in detecting the 
operational efficiency of mechanical apparatus. 

To fill this need, here is a simple recording gadget 
that makes business analysis easy and comprehensive. 
Knowing last month’s costs and comparing them with 
other periods is one phase of business analysis, but not 
its all, as many seem to think. You must review your 
business as a going concern, not a month-to-month project. 

The Business Analyzer shown here provides this service 
effectively, economically and quickly. By means of this 


by FRED MERISH 


numerical graph, all elements that influence profit and 
loss are charted so that the jeweler has a moving picture 
of the business as a continuous operating unit, not an 
unrelated and piecemeal review. 

The purpose of the Business Analyzer is to show you 
what your figures and ratios to sales are month-to-month, 
and to graph their trends for the prior 12 months so that 
you can visualize operating movement in one continuous 
flow as it is affected by the change from a seller’s to a 
buyer’s market. This transition can play havoc with 
your business unless you can keep an eye on operating 
trends, an objective not achievable unless you have some 
systematic methods of checking with meticulous precision. 


(Please turn to page 123) 


BUSINESS ANALYZER 

















Year 
INCOME TAX PAID 
1949 SALES COST OF GOODS SOLD MARGIN EARNED OVERHEAD EXPENSE NET PROFIT ON PROFITS 
Month Current 12 mo. Current | 12 mo. |Per Cent!| Current | 12 mo. | Per Cent/| Current | 12 mo. |Per Cent|| Current | 12 mo. |Per Cent|| Current | 12 mo. | Per Cent 
Ending Month to Date Month | to Date | of Sales || Month | to Date | of Sales |} Month | to Date | of Sales || Month | to Date | of Sales |} Month | to Date | of Sales 
Totals 
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The diamon elps you sell 








ORDER A SUPPLY ... This 3l-page booklet USE FOR COUNTER GIVE-AWAY .. . Prospec- 


tells the story of the diamond’s origin and tive customers find the booklet interesting 
significance, gives factual pointers on choos- and instructive reading. You'll find it a 
ing a diamond. | helpful sales tool. 


Jewelers everywhere say that “The Day You Buy 
a Diamond” is one of the most helpful and inter- 
esting selling aids they’ve ever used. 


Cost is $5 per hundred. For your imprint, add 
$2.20 for first hundred, and 80c for each additional 
hundred. If your store is in New York, add 2% 
New York City sales tax. 

Order from Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 305 E. 45th Street, 
New York 17, N. Y. Please enclose check or money 
order with original order. 





plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
Post. 3. Diamonds As Gems of Fashion—in Vogue and 
Harper’s Bazaar. 


Publicity in newspapers, magazines, on the radio and 
television. 


Movies—"The Eternal Gem’—to show in your town. 
Write to Association Films, 347 Madison Avenue, New 





: York 17, N. Y. 
Lectures throughout the country. 
USE IT FOR DIRECT MAIL... The right size : - Diamond Sales Manual . . « Helpful FREE booklet, 
for bill enclosures, it helps stimulate interest More Dollars from Diamonds. Order from Diamond 
in di d mon our customers ce Promotion Department, The Reuben H. Donnelley Corp., 
a GAMIONSS SUES 305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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The right source of supply can help you to merchandise more Diamonds, 
every month in the year. February is a good month to get acquainted 


with Swirsky & Ehrlich, America’s fastest growing Diamond house. 


LOOSE DIAMONDS EXCLUSIVELY - 2 THI RS KY & FHP | CH 


LOS ANGELES 13, CALIF. 
220 West Fifth Street 
MUtual 3720 : VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 





DALLAS 1, TEXAS 
1802 Main Street 
Prospect 7-1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 
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by FRANK CREASY 


Left: L. Fred, store owner, shows 
his secretary the awards given to 
outstanding football players dur- 
ing the 1950 season. Lending his 
approval is Office Manager D.D. 
Davidson. Below: An ad which he 
placed in a local paper to encour- 
age the Baylor basketball team. 
Next to it is the write-up which 
was given to Fred in The Austin 
Statesman about his generosity, 








9 | orts BH @PEAYLOR BASKETBALL TEAM READ 
. THIS CAREFULLY 
: Pe ry diamond “~~ "ed large be 
ketball with “kt. stone in center—and the choice 
: neckchain for ng best girl to oon it with or a role 
mand you can wear it. 


IN ADDITION YOU WILL RECEIVE 
MY AUTOGRAPHED PICTURE 


Turned Into Business Asset Yom 
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T. athletes in the Waco, Texas area, the Led Fred Receives “DRTC 
“I Fred and Son Award” has become one of the most vl tray 
prized trophies that can be won on the field of sports dae ee 


— More Than _ 000 in Past Ten Years 
ties at Baylor “Isie’ Fre as| Now, ot I ane 
a ieanaiie awarded the od wat TG | Award” has vk Fred ~ — BUY NOW — PAY LATER 





, oA. Pr 
WEAR THEM sey fv DISAPPEARS 


mar most 
°,°? degree by Baylor officials | anticipated moments of an athletes No extra charge for credit .. . Easy weekly terme! 
competi 10Nn. The degree of DRTG is “Doctor| career in this locale 
of Rongs and Trophy Giving,” and Coaches, coaches wives, managers 
] h h d d it means just that land trainers are also re iprents of 
Isie is the 53-year-old owner of | Freds appreciation Prizes given 
L. Fred and Son, Jewe ers, Ww O ave sponsore an L. Fred and Son Jewelers. During | by Fred have ranged from miniature 
the past ten years his sport balls <3 to complete set 
the m 4d h Bayl lverw 


presented these awards, believe they have played a large Si | eo en 
| part in tripling an already well established jewelry busi- i a 
ness in ten short years. Teams of Baylor University, 

Waco High School, and the professional Waco Pirates oe st So 
baseball club are eligible for the Fred awards. To ae _ eet 

qualify for the trophies, the teams must win their re- age ge 

| spective league championship. Winners receive a gold- scence ce 
| filled replica, set with a .25 carat diamond, of the ball age ge 


an “en ecer nn” ie isn't speaking 
h b! 1 
ade the public announce-! of business results either. H 
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: used in their particular sport. Each award is inscribed tu Sint wn 
| with the athlete’s name, the year, the title won, and “L. gamma 


Fred and Son Award.” ataaiaiainia 
| Owner Isadore Fred goes further than just recogniz- : | 
ing the athletes; he presents specially designed jewelry ha gore Pog Paes 


to make the award Ezarly yesterday afternoon Alethea hustied Odell, 
Sadetedl odiiaes anil ot dean eo . Fred and Son Jewelers to claim 


gifts to coaches, trainers, wives, managers, and graduating se = Fide Hs Soweto 

















(Please turn to page 120) 
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@ The Circle of Light 


Diamond, with its 





dramatic comparison 


feature ... the 








continuous blaze of fire 





around the rim. . . lends 
itself beautifully to 


window display. You can 





stop the passers by... 
draw them into your 
store and make them 
BUY .. . by simply 


featuring this sensational 





diamond in your 





lw to make a passer 


j comparison through 


window. Invite 





the streets are full of customers. Every store in your city must placards and window 
compete for their dollars. Your product must compete with streamers. SHOW the 
television sets, refrigerators, automobiles ... even fashion. extra value, the greater 
Pay special attention to your windows, make them attractive, beauty, the more radiant 
compelling, hypnotic. Show wave shew beauty! Show fire of this priceless gem. 
glamour! Show the Circle of Light Diamond! SHOW .._ and 


you'll SELL! 























AIRCLE of 
LIGHT diamond 
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an affiliate of S 


BA [| \A é 6 ||) 62 WEST 47th STREET, NEW YORK CITY, N. Y. 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. | 


Los Angeles Office: 
220 West Sth St. 














Melee Plant: | Brothers, Ine. 
305 East 45th Street, N. Y. C : 
| 


; 









































‘No Sales’ Policy 
Makes for 
Customer Confidence 


by ANN THOMPSON 


l DON’T believe in sales, and | do believe 
you can either build up or tear down your business by 
the kind of service you give on repairs!” 

That’s the way Roy Roath, owner of Roath’s Jewelers. 
of La Junta, Colorado, sums up the philosophy that has 
seen him successfully through 20 years in business in 
that town. 

Proof of that success came recently when Roath’s re- 
opened for business in a brand-new store building, which 
replaced one destroyed earlier by fire. 

“In my 20 years in the jewelry business I’ve only had 
one sale,” Roath eays earnestly. “That was recently 
when we sold our fire-damaged merchandise at a fire 
sale. And we didn’t bring in any additional merchandise. 
either. Every item we sold was in our store at the time 
of the fire!” 

Roath believes his no-sales policy has gained him 
customer confidence and good-will. 

“Look at it this way,” he says. “I sell a man a $50 
watch today. Next month I have a sale and sell that same 
watch for $37.50. How does my customer feel about it? 
He’s not only angry about the watch, but he views all 
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Although only fifteen feet wide 
this store utilizes its space jp 
a way that avoids a crowded look 


The Roath store, La Junta, Colo.. 
keeps its name before the public 
by its huge triangular neon sign. 











a a of plate =~ and 
glass brick in the repair shop are 
(Please turn to page 125) sight saving for better operation. 
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Add this to your list of resolu- 
tions and you'll never break it: 
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Buy Kionka Diamonds! .. . because 
pre SO ote a MaRS Reger eee Kionka has a wide selection of loose and 
Cone teen Loan SOR eat org mounted diamonds at rock-bottom prices 
Se aes Re ne tae a oa oe sae to choose from . . . because Kionka’s 24- 

‘ 8 vee eis She hour memo service is unsurpassable. 
fet Toes SRR tle EINE Make this resolution and you’ll agree 
with jewelers everywhere that Kionka 

means perfect satisfaction. 
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Hilleary Andrew's store is small but efficient and extensive in service. 


Sell Your Store’s Service! 


Hilleary Andrew proved that he could compete with three well-established 
jewelers when he moved his store into Elkins, W. Va. by offering superior 


repair service and letting the public know about it through good advertising. 


orphan! It can be one of your best sources of revenue, 
as the Hilleary Andrew Jewelry Store in Elkins, W. Va. 
has proved by their steady rise in revenue since opening 
in June 1948. 

When Hilleary Andrew decided to locate his store in 
this southern city of 8000 population in spite of the fact 
that there were already three well-established jewelers, 
he had found that one important thing was lacking: good 
repair service. Andrew and his son, the manager of the 
store, knew they would have to offer in their advertising 
something either not available from their competitors or 
something they could do much better. Inquiry in Elkins 
indicated that the thing missing was prompt, efficient 
watch and jewelry repair service. They were positive 
they could fill this need and knew that a long list of satis- 
fied repair customers would mean a return visit to their 


store for jewelry and allied purchases. ; The front of Andrew's store is well known in Elkins, 
The store opened in June 1948 with the usual registra- W. Va., because it's the service center for watches. 


D ONT treat your repair department as an : 4 FW S a E W a L E R 2 
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The integrity of the House of Harry Winston 


means to vou... confidence... 


s 


... confidence that your requirements will be met 
for a continuous source of evenly graded diamonds 
of an exact color. quality and size ... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry! 


. . confidence . . . and prestige, too .. . for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 








rare jewels of the world 
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Ys Sketched is the uncut 
i] Jonker diamond as it 
was prepared to yield 
the twelve beautiful 
diamonds in the photo- 


HARRY WAST... 


7 EAST 51st STREET, NEW YORK 


VARGAS AN D Be: 2. 2 See DIAM OND §S 


THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOO RPEQHEST 








tion and door prizes and not less than 1000 visitors at- 
tended the ceremonies, not bad for a town of this size. 

After the store was running smoothly, the major prob- 
lem confronting Andrew was what kind of advertising to 
run in local papers. They rejected the idea of “We Re- 
pair Watches” in cold type and got an idea from the 
soap sellers. If radio jingles could sell soap over the 
airwaves, why not let light verse sell watch repairs and 
jewelry? 


LIGHT VERSE ADS BOOST SALES 


Andrew’s began advertising with a series of two-column, 
three-inch ads and they didn’t have to wait long for re- 
sults. Watches began pouring in as a result and they 
have maintained a steady volume ever since. Some cus- 
tomers tell them they are disappointed when they don’t 
see the jingle ad for two or three weeks. 

Typical of the light verse that boosted Andrew’s sales 
was: 

When your watch just will not run 

And you wonder where under the sun 

You won't be delayed while they dilly-dally 
Remember prompt repair is down our alley. 

Their idea of watch repair customers returning for 
jewelry purchases worked out almost ideally. In Janu- 
ary of this year, a 60 per cent increase was recorded over 
the same month last year and February showed a 50 per 
cent increase; but the biggest leap was in March when 
sales jumped to 109 per cent over last year. 

Of course, at this point one might say that advertising 
in verse wouldn’t bring sales up to such an extent and be 
right. The ads attract attention but the secret lies in 
reliability and a reputation for courtesy and promptness. 
The jewelry department has shown the greater part of 
the increase, but the fact remains that it was the repair 
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Below: samples of the advertising 
jingles that made the name Andrews 
a synonym for service and good-will, 





business that brought customers in originally and, in- 
cidentally, still brings them in. 


A SMALL BUT SUFFICIENT STORE 


In a few words, Andrew’s sells service and makes the 
customer who enters for a watch repair leave with the 
impression that this is the store to come to for future 
gift occasions. 

Another small but important means of advertising 1s 
the use of blotters which are distributed in banks and 
hotels. Hotel blotters proclaim extra prompt service for 
hotel guests, while the ones for the bank stick to national 
manufacturers’ products carried at Andrew's. 

While the size of Andrew’s is not in keeping with its 
large gains, it is efficiently planned to display as much 
of their stock as possible and give good service. The 
selling area consists of a four-foot diamond sit-down 
counter, 16 feet of wall cases, and 18 feet of show cases. 

The Andrew’s advice to jewelers, particularly those 
in a strongly competitive area, is “Sell the service feature 
of your store. Your repair department can be made to 
pay its own and a lot more, and its value to your 
rising sales barometer is inestimable.” 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


Emerald Cut and Marquise. 
STAR SAPPHIRES: 


RUBIES+*EMERALDS+STAR RUBIES 
SAPPHIRES - PEARLS - CAT’S EYES 
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We have a large stock of Precious” 
Stones, mounted and unmounted from 
which to make your selection. Let us 
cooperate with you on your special calls. 
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Talk Your 





Customers’ 





Language! 


= born and first generation Ameri- 
cans comprise a substantial precentage of jewelry cus- 
tomers. About one third of the population of the U. S. 
belong in these categories, according to the census of 
1940. The results of the 1950 count are expected to 
reveal an even larger percentage because of the unusually 
heavy immigrations during the war and after. Jewelers 
who have had little or no experience with these groups of 
customers may find that they can increase their dollar 
volume as much as 33 per cent by the little extra effort 
required to point sales talks and advertising in their 
direction. 
Louis A. Newman of Newman’s Jewelers in Trenton, 
N. J., credits much of his success to the fact that he can 
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Louis A. Newman keeps his customers 
smiling as he shows his rings in his 
neighborhood store in Trenton, N, J 


Below: Mrs. Newman encourages custom. 
ers to take time in making their choice 
so they will be satisfied after the sale, 





by ANNA M. ROBBINS 


“talk his customers’ languages.” Newman started with 
just $11 capital and a small location for a shop. Today, 
he owns a large, well-equipped store and has given his 
son an optometrist office and jewelry store. Of course, 
Newman’s procedures were developed through trial and 
error and observation. It helped that he and his wile 
speak Polish, Slavic, Russian, and Hungarian, as well as 
English. Whenever he hires an employee who will contact 
the public, he tries to select one who will bring another 
language into the store. Four watchmakers, an office crew 
and five salesmen comprising his staff can cope with just 
about any language that’s liable to be spoken by 8 


customer. 
(Please turn to page 122) 
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over 30 years 
of service to the 


jewelry trade... 


For over 30 years Raymond Abrahams has been 
supplying fine jewelers throughout the country 
with the unusual in precious jewelry. 
For those who desire the finest in 
quality and value, Raymond Abrahams 


offers his unique experience and service. 


Available on consignment 


for rolets special requirements. 


Raymond Abrahams 


551 Fifth Avenue, New York 17, .N. Y. - Phones: VAnderbilt 6-0457 -8 
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Directory of Trade Associations 


NATIONAL 


Names given in each case are those of president and secretary. 


American Gem Society—William S. Preston, 17 Church St., Burlington, Vt. (Also In- 


yoaecu mggaas Committee Chairman); Alfred L. Woodill, 3142 Wilshire Blvd., Los - 


AD es. 

American National Retail Jewelers’ Association—Kenneth I. Van Cott, 39 Court St., 
Binghamton, N. Y.; Charles T. Evans, 551 Fifth Ave., New York 

American National Watch makers’ Association—J. Phillip Sommer, 1524 "Beaver Ave., 
oa Pittsburgh, Pa.; B. W. Heald, Exec. Secy., 339 N. 35th St., Milwaukee, 


Wisc. 
American Stone Importers Association—Edward A. Starke, 65 Nassau St., New York; 
Lloyd V. Lassner, 10 West 47th St., New York. 
American *Wateh Assemblers Association—Benjamin S. Katz, Gruen a. Co., Cin- 
cinnati, Ohio; William H. Fox, Exec. Secy., 39 Broadway, New York 
American Watch institute—James G. Shennan, Elgin National Watch Co., Elgin, Tl. ; 
. Gunder, Hamilton Watch Co., Lancaster, Pa 
Associate Jewelers, Inc.—Herman Ostrin, 305 E. 45th “St. New York; David Sarkin, 
37 W. 47th St., New York. 
Brotherhood of Traveling Jewelers—Maurice Spain, 85 Chestnut St.. Newark, N. J.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 
a Jewelers’ Association—T. H. Gallagher, 141 John St., Toronto, Canada; Nor- 
n J. Leach, 73 Richinond St., W. Toronto, Canada. 
Clock oh Bian Association of America—Dudley S. Ingraham, 394 N. Main St., 
Bristol, Conn.; George Stearns, 215 Church St., New Haven, Conn 
Diamond Council of " America—Leo Weisfield, 414 Pike St., Seattle, Wash. : Melvin 
Rudolph, 436 S. Salina St., Syracuse, N. | * 
Diamond Manufacturers and Importers Association of America—George Fine, 20 W. 
47t New York; Leo L. Kaplan, 630 Fifth Ave., New York. 
Educational "ioaue Manufacturers Association—John H. Mahoney, 1600 Clinton Ave., 
» Rochester, N. Y.; Irvin E. Rosa, Josten Mfg. Co., Owatonna, Minn, 
Fountain. Pen and Mechanical Pencil Manufacturers Association—Louis M. Brown, 37 
Greenpoint Ave., Brooklyn, N. Y.; Clyde T. Nissen, Exec. Secy., 19 West 44th 


St., New York. 

Gemological Institute of Americc—Dean E. H. Kraus, Mineralogical Laboratories, 
University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 W. Fifth St., 
Los Angeles, Calif. 

Gem Trade Laboratory—(Now part of the Gem Trade Laboratory of the Gemological 
Institute of America, 5 E. 47th St., New York). 

wee ~ Institute of America—A. 8. Rowe, 15 E. Washington St., Indianapolis, 

; Ralph E. Gould, Exec. Secy., P. O. Box 4355, Washington, D. C. 

peustent Board of Trade—Lest ter F. Morse, 333 Adelaide Ave., Providence, R. I.; 
Horace M. Peck, 413 Turks Head Building, Providence, R. 

Jewelers’ "Security Alliance—Walter Eitelbach, 608 Fifth Ave., New York; Richard 
C. Murphy, Exec. Secy., 535 Fifth Ave., New York. 

Jewelers’ Vigilance Committee—G H. Niemeyer, 82 Fulton St., ga York; P. Irving 
Grinberg, Exec. Vice-Chairman, 17 W. 45th St., New York 

Jewelry Crafts Association—Edward J. Gross, 64 W. 48th St., New York; Henry L. 
Sperling, Exec. Secy., 20 W. 47th St., New York. 

Jewelry Industry Council—Victor A. Lambert, Chairman, 767 Lexington Ave., New 
York: A. E. Haase. Executive Director, 608 Fifth ‘Ave New York. 

Jewelry Research Foundation—J. Carlton Bagnal l, Sr., theteen of Executive Com- 
yo Hazel and Pearl ‘eh Attleboro, Mass. ; Robert A. Knight, Exec. Secy., 

0 Fifth Ave., New Yor 
Machine Lng Manufacturers’ —— Rooney, 141 Georgia Ave., Provi- 
R. I.; Albert G. Berghahn, 735 Allens Ave., Providence, R. I. 
Metal Finding Manufacturers’ Associat ion—H. Leon Laycock, 107 one St., Provi- 
I.: John T. Murray, 151 we St., Pawtucket, R. 
National "aseclation of nag Bs Jewelers—H. Goldberg, 327 High x. Portsmouth, 
; William Wagner, Exec. Secy., 548 Fifth Ave., New York. 

National 7 Association of Metal Fin — rs—wW. 0. Zinn, 609 W. Fulton St., Cteaas, Til. ; 
Raym M,. Shock, Exec. 2236-39 Dime Building, Detroit, Mich. 
mes ~ Gomme of Watch A Clock Collectors—Willis R. Michael, R. D. No. 1, 

d Lion, Pa.; Robert Franks, Caversham Road, Bryn Mawr, Pa. 
National “sift and Art Association—Edward Greeman, 225 Fifth ‘Ave., New York; 
lliam E. Little, 220 Fifth Ave., New Yo — 
— bg reg Jewelers’ Association—Leon J. gel, 20 Hopkins Place, Balti- 
; Thomas A. Fernley, Jr., 1000 je. St. Philadelphia, Pa. 
New Geena Manufacturing Jewelers’ & Silversmiths’ Asociation—Edgar E. Baker, 
han rcmnng St., Providence, R. 2? oe R. Frankovich, Exec, Secy., Sheraton- 
Biltm re Hotel, Providence, R. 
Platinumsmith’s Assoclation—Jacob Mehriust, 6 W. 48th St., New York; George F. 
Brec 17 W. 45th St., New York. 
Sterling RM. ¢- of America—William F. McChesney, 332 Adelaide Ave., 
i R. I.; Rodger S. Harrison, Exec. Vice President, 551 Fifth Ave., 


New York. 
United Horological Association of America—George Y. Swartzendruber, 213 3rd St., 
ad Ced = Rapids, Icwa; Orville R. Hagans, Exec. Secy., 1549 Lawrence St., 


Col 
United! States Stone & Bead Importers’ Association—Saul Blitz, 22 W. 48th St., New 
York; Ben Blank, Exec. Secy., 171 Madison Ave., New Yor 
Watch Material Distributors Association of Amerton—Williem R. Katz, 1700 Com- 
merce St., Dallas, Texas: H. Donald Richards, Exec. Secy., 1900 Arch St., 
Philadelphia, Pa, 


STATE 


Names given in each case are those of president and secretary. 


Alabama Retail Jewelers’ Association—Benjamin Ash, 201 N. 20th St., Birmingham; 
James Wiggins, 125 N. 19th St., Birmingham. 

Arizona Retail Jewelers’ Assoeintion Malcolm Straus, 120 E. Washington St., 
Phoenix; Henry Sanchez, Glenda 

iation—Carl. ‘Stevenson, Phoenix; Edward Lewis, 2915 N. 


em Assoriation—C. S. Sheppard, Sr., Rusellville; Keathley 
Scisson, 1201 Oak St., Crossett. 
Call sorata, Horological Association of—Sylvan W. Gurney, 1238 &. Main St., Los 
Angeles; Charles R. Terry, 6268 Van Nuys Blvd., Van Nuy 
California Retail Jewelers’ Association—Budd Rosenberg, 278 Post St... San Francisco; 
illiam M,. Erb, Exec. Secy.. 46 Kearney St., San Francisco. 
Colorado, Master Wat atchm akers’ Association of —Edward M. Hewitt, 413 Colorado 
Building, Denve 
Colorado Retail J louelery’ Association—(Inactive). 
Connecticut Horological Asociation—Herman J. Tulin, 35 Asylum St., Hartford. 
— Retail Jewelers’ Association—William M. Savitt, 35 Asylum St., Hart- 
ford; Clifford Wilson, 126 Main St., Norwich. 
Florida Retail Jewelers’ Association—Fred Slater, 50 N. E, 2nd Ave., Miami; E. 
Middleton, 201 S. E. First Ave., Fort Lauderdale. 
Florida — Watechmakers’ Association—M. M. Segal, 82 W. Church St., Orlando; 
Walte Grundmann, 2017% Kings Ave., Jacksonville. 
Georgia Retail ro, Association—J ames Hart, P. O. Box 202, Waycross; E. B. 
Sammons, 116 8S. Wayne St., Milledgeville. 
Newall Retail Jewelers’ Assoclation—Robert H. Evans, Detor Jewelers, Ltd., Fort 
“* ahd Hotel Sts., Honolulu; Thomas R. Shields, Exec, Secy., 201 Dillingham 
‘Building, Honolulu. 
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idaho, Horological Association of—Charles A. Braun, 434 | 
Idaho Retail Jewelers’ Associatior—M. G. Sexty, 215 N. tle St. ba 
we Exec. Secy., Idaho State Chamber of Commerce, 524 Idaho earl W 


Building 
IMinois: ‘Retail Jewelers’ Association—Thomas E. Keers, P 
“m re eT : 605- — a a Office Building, Secinehea” Charles 4, Barker, 
inois atchmakers’ Association—Harold L. Herron, 
inal “Jewel cage. 6, East Lake St., Chicago; 
n > ewelers ssociation—-Sol Blickman, 5 N. Illinoi 
me i, Exec. oes 808 Stato. Life Building, indlanapoliz Indianapolis; Roy 
lana, atchmakers’ Asociation of—Richard K. Osborne, B . . 
' Calvert, - _——- tion of ~Geore Indianapolis. loomington ; Harold K, 
owa, Horolog ca “wy on of-—George T. Hogg, Des Moines: 
druber, j 213 Sr rd S St. E Cedar Rapids. oines; George Y. Swartzen. 
owa Retai ewelers’ Associa ion—George L. Kyseth, Clarion: ,; 
‘ West Main St. Marshalltown. arion; Mark Svacina, 9} 
ansas Retail Jewelers’ Association—Preston E. Loomis, 3517 \ r 
. Heim W. Resnick, 112 S. Market St., Wichita ont Main St, Newt; 
ansas State Horologica Association—Richard C. aie. 106 S. Br . - 
‘ins ee tail Jewel P. > a 678, McPherson. oadway, Wichita; 
entucky —_ ewelers’ Assnciation——Mark J. Scearce, Shelbyvill illi 
Ewing, 330 W. Chestnut St, Louisville. oes ne 
Kentucky ‘Webehenahere! Association—John B. Cantrell, Lexington; W. w. Jenkin 
Louisville. 4, 
Louisiana Horological Asssciation—Albert MHopfensitz, 2109 Magazine St., Ne 
_Orleans; Stanley Roques, 844 Gravier St., New Orleans. . 
Louisiana Retail Jewelers’ Associatiot—Louis J. Bernard, 146 Baronne St., New 
Orleans; S. Goldberg, 829 Ryan St., Lake Charles. 
Maine — ——— Association—Henry Nolin, 79 Lisbon St., Lewiston; Glenna 
8 Hammond S8St., Bangor 
Maryland- ccemenns District of Columbia Jewelers’ Association—Melvin M. Levitt, 
806 Market St., Wilmington, Del.; Harry Groll, 7th & Shipley Sts., wi: 
mington, De 
Massachusetts, Horological Association of-—William R. E. Hebert, 17 Souther Drive, 
Worcester; Victor J. Seskevich, Exec. Secy., 8 Lakeside Ave., Worcester. 
Massachusetts-Rhode Island Retai; Jewelers’ Association—C. Edward Cotter, 104 
— rimack St., Lowell, Mass.; David A. Robertson, 5 Hollis St., Framingham, 


Mas 
Michigan ‘Horological Association—Charles Fischer, 154 Bagley Ave. Detroit; Richard 
Wm. Brock, Kalamazoo. 

Michigan Retail Jewelers’ Association—William org ore 134 N. Burdick St, 
Kalamazoo; Francis E. Goldey, Exec. Secy., 1504 Olds Tower. Lansing. 
‘Minnesota Retail Jewelers’ Association—Arnold S. M none Boy 414 Robert St., St. Paul; 

William C. Walsh, Fxec. Secy., 1116 Northwestern Bank Building, Minneapolis, 
Minnesota Watchmakers’ Association—E. A. Kellenberger, Morris; Leslie E, Dewey, 
5007 South Girard Ave., Mirneapolis. 
Missouri one gag Association—-Walter G. Stephenson, 7635 — Ave., Uni- 
versity City: Robert W. Pieschel, 716 Chemical Buildinz, uis, 
Missouri Retail Jewelers’ Association—Theodore W. Kamp, acer Fred Sands, 
1610 Dierks Building, Kansas City 
Nebraska Retail Jewelers’ Assosaiien—Sey ‘Auble, Box 112, Ord; W. J. Breckenridge, 
W. 2nd St., Hastings 
ee .. State Horological Assosiation—Vincent J. Stead, David City: Irwin Under- 
berg, Madison. 
New England Watchmakers’ Asoriation—Thomas J. Fagan, 292 enien St., Boston; 
Victor J. Seskevich, Exec. Secy., 8 Lakeside Ave., Worceste 
New Hampshire a Jewelers’ Association—Louis B. Lemay, 12 21 Elm St., Man- 
chester; Mrs. M. A. Noury, 824 Elm St., Manchester. 
New Jersey Retail Jewelers’ Association—David Lebson, 138A FE. Palisade Ave., 
Engelwood; Horace Blitz, Exec. Secy., 24 S. North Carolina Ave., Atlantic City, 
New Jersey, Watchmakers’ Association of—L. H. Hayenga, 85 Nesbit Terrace, Irving- 
ton: Albert L. Stevens, 854 Stuyvesant Ave., Irvington 
New Mexico Retail Jewelers’ Association—W. A. Sutter, Box 465, Clovis; Mrs. W. F. 
Causey, 314 W. Central Ave., Albuquerque. 
New Mexico Watchmakers’ Association—E. Butterfield, 2314 E. Central Ave., Albu- 
querque; E. N. Click, Albuquerque. 
New York and New Jersey Associated Credit Jewelers—Sidney Singer, 25 W. 14th St., 
New York: William Wagner, Exec. Secy., 545 Fifth Ave., New York. 
New York State Retail hemahare? Association—Malcolm Campbell, vl S. Main &., 
Canandaigua; E. Lathrop Sunderlin, 364 E. Main St., Rocheste 
New York State Watchmakers’ Association—Henry B. Fried, 122 " Tillary St., 
Brooklyn, N. Y.; Paul O. Beckes, Exec. Secy., 210 Armor Roed, Orchard Park. 
North Carolina Retail Jewelers’ Association—Maurice Neiman, 115 S. Tryon &t., 
Charlotte: Ned W. Cohen, Jefferson Standard Building, Greensboro. 
North — “Watchmakers’ and Jewelers’ Association—Paul Arnold, 207 S. Tryon 
Charlotte: D. G. Underwood, 536 N. Liberty St., — Salem. 
North Dakota Retail Jewelers’ Association—Iver Larson, Manden 
Ohio Retail Jewelers’ Association—Howard Hawk, 31 E. Gay St., ’ Columbus; Hugh N. 
Beattie, 1117 Euclid Ave., Cleveland. ; 
Ohio Watchmakers’ Association—William Ramisch, 14504 Shaw Ave., Cleveland; 
Morey, 421 Frie Building, Cleveland. . 
Oklahoma Horological Association—Willard W. Mote, Ponca City; Finley M. Reeder, 
. Park, Oklahoma City. 
Oklahoma Retail Jewelers’ Association—Vern P. Hildreth, 130 W. Main St., Okla- 
homa City: H. C. Stuhr, 312 W. Main St., Oklahoma City. 
Oregon, eer, Watchmakers’ Association of—Jack Peare, La Grande; Harold Sabro, 
16 E. Miller, Portlana. land: 
Oregon Retail Jewelers’ Association—Frank Breall, 484 S. W. Fifth Ave., Portlan 
Edward N. Weinbaum, Exec. Secy., 824 8. W. Fifth Ave., Portland. . 
Pennsylvania Retail Jewelers’ Association—Karl A. Schwemmer, 8 N. 9th St., Rea 
ing; Carl Snyder, Exec. Secy., 1120 Union St., Reading atte 
no, Watchmakers’ Association of—George Niessleln, 519 Ivy St., Pitts 
rgh: Miss Erna Schreiber, 5 Terrace Ave., Carnegie. 
Rhode island, beg ag ved Assoclation of—J. H. " Coutu, 49 Olneyville Square, Provi- 
dence; John Clinton, 126 Benedict Road, Lakewood. bia: 
South Carolina Retail Jewelers’ Associati B. Sylvan, 1500 Main St., Columbia; 
Cart, Jr., 237 King 8t., Charleston. ting 
South Dakota Retail Jewelers’ Association—Howard A. Ellison, Mobridge, Ac 


Secre 
Tennessee "Retail Jewelers’ Association—William P. Griffin, 214 Sixth Ave., N., 
Nashville; Joseph M. Williamson, 214 Sixth Ave., N., Nas rd 
Tennessee Watchmakers’ and Jewelers’ Association—Sam Cordell, Nashville; Hows 
W. Stone, Nashville. Dill, 
Texas Retail Jewelers’ Association—I, Gattegno, 200 Mills St., El Paso; H. E.. 
Exec. Secy., Southland Life Annex, 209 Browder St., Da llas . mt 
Texas Matchmakers’ Association—Charles G. Riggins, Box 463, Sanderson; W. 
Itfather, 835 Expositiun, Dallas rling- 
Vermont Retail Jewelers’ hanselation—inaioh E. Van Gelder, 97 Church St., Burling 
William 8. Preston, Jr., 17 Church St., Burlington. 4: 
Virginia. “Horological Association ‘of—C. , Knowl es, 614 W. 3ist St., Richmond; 
H. E. Parks, 309 E. Plume St., Norfolk. ortolk: 
Virginia Retail meng 4 Association—Samuel D. Hardy, 347 Granby St., Norfolk; 
Frank L. Moo 207 S. Henry St., Roanoke. kane; 
Washington Retail jeweler? Association—Howard paneety, 717 W. Riverside, Spokane, 
Don Stewart, 714 American Building, Seattle St. 
West Virginia Retail Jewelers’ Association—Delbert La ees 137 8S. Srd St. 
Clarksburg; P. K. Stanford, 217 Davis Ave., Elki ha: 
Wisconsin Retail Jewelers’ Association—C. 8. Hubbard, 705-58th St., Kenosha; 
Heald, 339 N. 35th St., Milwaukee. clifford 
Wisconsin Watchmakers’ Association—Orville Oestreich, Box 125, Heoricon; 
R. Christofferson, Racine. ; 
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5 PLEDGES for ’5! 


Imperial Pearl Syndicate thanks the Jewelers of America 
for their constant and increasing purchases of 


IMPERIAL CULTURED PEARLS, and pledges: 


l.. « to continue our leadership as the world’s foremost 


importer of Cultured Pearls 


2 ... to continue national advertising, which now ex- 
ceeds that of all other brands combined 


3... to continue Registration and Insurance — the 


ONLY such protection in the industry 


4.. - to continue full co-operation on basic stock mer- 
chandising, and special promotions 


5 ...to continue providing the finest qualities in 
Cultured Pearls, assured for the year 1951 by our recent 
purchase of LOT 88 — $1,000,000.00 worth of superb 
quality Cultured Pearls that took 20 years to acquire and 














may take another 20 years to duplicate. — én 
Telephone, Wire, Write NECKLACES 
nearest office for Immediate Delivery CHOKERS 
BRACELETS 
~ ae DOG COLLARS 
mperial Pearl Syndicate | 
EARRINGS 
NEW YORK......... 607 5th Avenue — PLaza 5-6387 PINS 
CHICAGO. ..5 No. Wabash Avenue — DEarborn 2-2844 
LOS ANGELES. ....607 So. Hill Street—TUcker 6159 | OTHER ACCESSORIES 
LOOSE PEARLS 


We invite Jewelers and Jewelry Departments to adopt Imperial’s 
prestige-building, sales-making basic stock pearl department. 
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2. Gem Set Wedding Rings 





3. American-Made Automatic 
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4. "“Self-A-Tach" Ladies’ Band 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] lt. “Bagalette" is name of this smartly designed filigreed 
brooch with patented clip that prevents shoulder strap of 
woman's pocketbook from slipping. To retail about $2 in 
gold plate. By Alana, 191 Barton Avenue, Pawtucket, R. |. 





[] 2. Wedding rings by Meyer Koulish Co., 228 E. 45th Street, 
5. Monogram Watchband N. Y. 17. Top ring is platinum set with brilliant, square, 
marquise and baguette diamonds; $2,400 retail. Other is 
of carved genuine emeralds in 14K gold to retail at $350. 


[] 3. Three sweep-second models are available in new line of 
automatic watches by Elgin National Watch Co. Featuring 
simplicity of construction and the Durapower mainspring, 
watches retail from $71.50 in gold filled to $175 in I4K. 


[] 4. Kestenmade watchband by Kestenman Bros. Mfg. Co., 
Providence, R. I., is of square snake chain with guard chain 
and double safety clasp. ''Self-A-Tach" ends are set with 
simulated crystal, ruby or aquamarine. $10.95 retail FTI. 


[] 5. One of new Bretton "Monogram" watchbands made for 
both men and women by Bruner-Ritter, Inc., New York. Mirror- 
finish center plaques provide engraving surface. Seven 
men's models at $9,95 retail FTl; 4 for ladies at $7.95. 





6. Craftsman "Lady Citation" woman's billfold in calfskin 
and other leathers, in red, blue, green and black with o 
| red trim. With a removable passcase and gusseted change 
6. Ladies‘ Billfold purse, from $5 retail. |. Smallman & Sons, Paterson, N. J. 
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3. Cluster Ring 


6. Tie Clip Watch 





7. Fly Jewelry 
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2. Modern Kitchen Clock 





1. Valentine Watch 









4. Wide Men's Band 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. For the Valentine trade is this new Gotham ladies’ |7- 


jewel watch with heart-shaped dial and gold-filled brace- 
let with dangling key and heart charm. Rolled gold case, 
$39.75 FTI. From Ollendorf Watch Co., 20 W. 47th St., N. Y. 


2. For the modern kitchen, Telechron, Inc., has produced 
this electric wall clock of wide visibility with its wide- 
angle shatterproof crystal. "Jubilee" is priced at $4.95 
plus tax with case in either red, yellow, ivory or white. 


3. The "Enchantress" from new line of "Fashion Originals" 
by Ostby & Barton Co., Providence, R. |., features cluster 
arrangement of synthetic rubies and genuine opals in |4K 
gold. New line is priced from $12.95 to $100, Keystone. 


4. New wide "Tuxedo" watchband is one of 'Personality-Six' 
of Foster Metal Products, of Attleboro, Mass. Available 
with conventional ends as shown or with adjustable "Fits- 


All" lock ends. Retails for $8.95 in 1/20 12K G. F., FTl. 


5. Clasp-on type watchband for servicemen is of stainless 
steel, non-corrosive and perspiration proof. It consists 
of a one-piece band with two detachable ends. $3.95 re- 
tail. Don Juan Watchbands, 29 E. Madison St., Chicago 2. 


[] 6 Designed and made in the factory of Schulz Watches at 


304 East 45th St., N. Y., is this unique tie clip watch in 
14K gold with 17-jewel Schulz movement. Retails at $130. 


[] 7. Made by Weber, of Stevens Point, Wis., manufacturer of 


fly tackle, are these two pieces from a new line of jewelry 
for both men and women featuring authentic hand-tied 
flies molded in plastic. Tie holder -$3; cuff links $3.75. 
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November 27, 1950 pow 


Dear Fellow Jeweler: 


The important activities of the Jewelers Vigilance Committee 
affect every jeweler in the country -- manufacturer, importer, 
wholesaler and retailer. YOU have in the past, and will 

continue in the future, to benefit by the work being done. . 
YOU should therefore help by contributing liberally, both 
morally and financially. To mention a few of JVC activities: 


The Jewelry Industry Tax Committee is a stand ing ‘ 
committee of JVC, and is financed by it; ~ 4, 


Midleading and false advertising, misrepresentation of 
merchandise and inaccurate quality marking are increas- 
ing today because of keen competition, resulting in 

a much larger number of specific cases to be handled: 


Efforts are continuously being made to preserve high . 
standards and ethical practices, to protect every branch 
of the industry from unfair competition; : 


Close contact is maintained with many governmental 
agencies, including customs in combatting smgrling. 


The Jewelers Vigilance Committee, representing every branch 
of the industry, is equiped to present the views of a 
united industry. Experience has forcibly shown that a 
united front is most important when industry deals with 
government. 


In order to carry on this work the Jewelers Vigilance 
Committee has an experienced staff and counsel, daily engaged 
in routine activities, and ready to take instant action 
whenever occasion arises. We ask that you join in support- 
on the work being done, by sending a liberal contribution 


Sincerely, 


Chairman, Finance Committee BRM nea 











FOR JANUARY, 1951 





JEWELERS VIGILANCE COMMITTEE, INC. 
17 West 45TH Street, New York 19, N. Y. 


Gentlemen: 
We are glad to cooperate and assist in the work of the JEWELERS VIGILANCE 
COMMITTEE. Enclosed herewith is check for $.................. as our contribution for 195]. 


Very truly yours, 


NOTE: Appeal for 1951 is being sent at this time to enable firms to charge their contributions in 
the fiscal year of 1950. At the request of a number of contributors and for your guid- 
ance, if you so desire, the following scale is suggested as an approximate gauge: 


W here Sales are about: Up to $100,000 Suggested Contribution: $10 to $50 
$100,000 to $250,000 100 to 200 
$250,000 to $500,000 200 to 350 
$500,000 and over 350 to 500 
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Vaeations and Valentines 


(From page 69) 


the interest turns to pastels. Gossamer gowns drift over 
dance floors in delicate rainbow shades of powdery pink, 
soft amethyst, periwinkle blue and snowflake white. Color 
is painted on color in coat-over-dress ensembles such as 
an amethyst linene dress with a coat of pink chiffon. 
mauve is blended with pink, shadowed into blue. or deep 
parma violet. 

Sheerest of sheer fabrics carry the theme of femininity 
into resort fashions. Organdy ruffles trim figure-molded 
swim suits (mostly one-piece) transparent coats hover 
over dresses that are themselves made of mere shadow- 
weight materials. Linen steals into every scene of the 
style picture, but the star performer is delicate, cob- 
webby lace. Lace is taking over the role in which velvet 
has held the spotlight for the past two seasons and is 
used for blouses, dresses, gowns, coats, gloves and stoles. 
Lace is used for ruffles and trim, even for an overlay 
fabric on swim suits, and steps forth in glamorous after- 
five fashions in shoes! 


PEARLS FORWARD MOOD OF DELICACY 


No jewel is more in keeping with the current look of 
femininity than the pearl which was dedicated to women 
many centuries ago. There is every indication that pearls 
will increase in popularity even beyond the point of last 
year. A practical contributing factor is the curtailment 
of metal, but I think the most important reason is the 
beautiful designing by leading pear! houses. 

Victorial Pearl, Inc., has shimmering cultured pearls 
held in lacy mountings of gold, and in iraceries of deli- 
cate but recognizable patterns. Earrings with matching 
pins that are adaptable as necklace drops or bracelet 
dangles have lacy frames encircling pictures of pearl 
flowers; tiny gold baskets entwine pearl bouquets: an 
exquisite leaf, outlined in twisted gold, has a slender 
vein-tracery of pearls; and especially sweet for Valen- 
tine’s Day are outlined hearts in twisted gold frames with 
tremulous pearl centers. Another airy design is a spiral- 
ing cluster of gold circles caught center with a single 
pearl. (Illustrated on our Valentine girl.) 

Imperial Pearl Syndicate. Inc., who work wholly with 
cultured pearls, gold and genuine gems, are also creating 
designs in recognizable patterns. Some of their jewelry has 
a breathtaking fragile beauty with pins, earrings and 
rings flinging radiance like a bursting star. There are 
brilliant blends of green emerald, blue sapphire and ruby 
fire intermingled with the soft luminosity of pearls. Other 
pieces show delightful whimsy such as a gold chick hap- 
pily and forever hatching a basket of pearl eggs, or a 
prosaic little wheelbarrow turned glamorous in gold car- 
rying a full and precious load of pearls. This is exquisite 
jewelry executed with a lightness of touch that will be 
completely lovely with the filmy clothes of summer. (See 
illustration of play outfit.) 


ENSEMBLES DESIGNED FOR QUICK TAKE-OFF 


Another forthcoming trend for summer, revealed in 
resort fashions, is for functional ensembles that whisk off 
jacket, bolero, scarf or apron skirt and so transform a 
street dress into a bathing suit, play outfit or short formal 
gown. Almost everything a woman wears has something 
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THE SEASON! A TIMELy 
STYLE PAGEANT by | 


COMPLIMENT 
your most 
VALUABLE 
DISPLAY 
SPACE 





Of course you saw the Anson “StyLE PAGEANT” 
full page (in full color) ad in December “Ho.tpay” 
magazine . . . and we hope that you capitalized 
on what the trade is nationally recognizing as one 
of the truly unusual packaging and merchandising 
ideas of the year. NOW .. . we are carrying the 
“STYLE PAGEANT” into a refreshingly new program 
that will be timely to each season during 1951D 


BEGINNING WITH 
VALENTINE’S DAY 


You owe it to yourself to cal 
your Anson Wholesaler-Distri- 
butor immediately . . so you 
will not miss any part of the 
profitable “StyL—E PAGEANT” by 
Anson, for 1951. 








THE GIFT HE’D CHOOSE FOR HIMSELF 





A COMPLETE LINE OF MEN'S JEWELRY 
AND LEATHER ACCESSORIES WITH IDEAS 
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Cie Cether 


--. Original new styling in 
Anson Grip-Clips ... fit any 
size tie! 

















Another Anson “first”, combining the famous 
patented Grip-Clip that millions are wearing .. . 
with a chain-drape that is completely new . . . fits 
any sized tie . . . cannot injure the most delicate 
fabrics. 








“THE GIFT HE'D CHOOSE 
FOR HIMSELF” 


























: cgoemeoncananeeronwets renee NRO RY 


<3) EASY BUYING —EASY SELLING ... with 
ve this oe attractive, golden framed, easeled dis- 
\ SEE" / play .. . supplied free with each unit sale. Unit 
ST OPENS / No. 14-51 (one dozen assorted tie-tethers) $2.25 


each, retail. 


Anson is advertised nationally in major consumer magazines, 
plus newspapers, radio and television. All Anson merchandise 
handsomely Gift boxed. Order through your Anson Wholesaler- 
Distributor. 







THE GIFT HE’D CHOOSE FOR HIMSELF 


A COMPLETE LINE OF MEN’S JEWELRY 
CAnson Inc., Providence, R. I. Anson, Canada Ltd., Toronto AND LEATHER ACCESSORIES WITH IDEAS 
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to take off, and which by magic elimination turns into 
something else. 

This vogue for a quick change is spreading in many 
directions and Walter Lampl, Inc., are incorporating it 
with great enthusiasm into their spring packaging. Their 
handsome new gift boxes include a cut-away space in 
which timely greeting cards can be whisked out or in- 
serted at a moment’s notice. The first greeting is now 
inserted for Valentine’s Day, and it is followed by cards 
for Easter, Graduation, and so on. They intend, in this 
way, to keep their jewelry boxes smartly fresh for every 
anticipated promotion. Lampl jewelry is always designed 
with a complete awareness of fashion trends, and I saw 
some lovely gold-filled pins in an open-work lattice effect 
with cultured pearls glowing softly within each opening. 
These pins are also versatile and can be used as necklace 
drops or bracelet charms in single or double series. Pearls 
are expected to be a leading jewel with this house for all 
of the coming season. 

Trifari maintains its interest in pearls and glitter at 
the mid-season turn of fashion with immense smoky 
baroques edged in rhinestones. The pearls in the earrings 
rise high from the setting and are held by prongs sur- 
rounded by a scintillating skirt of rhinestone baguettes. 
The pin is the same as the earrings but is enlarged di- 
mensionally by a second dazzling skirt of rhinestone bril- 
liants. This Trifari jewelry is dramatic with both summer 
cottons and winter wools. (Illustrated on _ trousered 
model. ) 


NORTHERN RESORT FASHIONS 
We usually think of heavy ski togs for a winter vaca- 


tion up North, but much of the fun is in gatherin 
around a roaring fire at cocktail time and in cozy aan 
light dining while the wind whirls snow in a mad dance 
outside. These are the hours when winter fashion shines! 
(I’m not writing for any Chamber of Commerce, this 7% 
propaganda you can use to sell more jewelry!) 

Costumes going North this season are exotically beay. 
tiful. Italian and Spanish influences are evident in viyid 
splashes of color contrasted sharply with black velvet, 
Decolleté sweaters in dark shades are combined with 
flowing cashmere skirts. This is fine from our point of 
view for it leaves bare arms and shoulders as a perfect 
setting for jewelry. A favorite after-ski costume equally 
popular for at-home-hostessing and _ television parties 
combines tapered black velvet trousers with a low cyt 
sweater of black lace. (Illustrated in notebook.) 

Gold jewelry adds a rich sheen of beauty wherever it 
is worn and Gold Brothers, Inc., keep a constant flow of 
ideas turning into charming creations. They have antique 
medallions in mellow gold, handsomely scrolled or ip 
open-work filigree. There are spidery-web designs with 
captive pearls suspended in delicate mountings, and a 
series of dear little perfume bottles to be worn as pins, 
lockets or charms. They really hold perfume and with 
perfect security. They’ve little legs on which they stand 
as miniature ornaments when not being worn as jewelry 
and will make adorable valentines! 

January is the traditional month for garnets and it is a 
pleasure to tell you about a praiseworthy piece of work 
being done with this deep red stone by the Garnet Jewelry 
Corporation in New York City. This entire line expresses 
richness and romance. The garnets are the most beautiful 














Oe OS 














| MAKERS OF | 
PLATINUM 
JEWELRY 
















EMOST IN 
SHIONS © 


0 Rh io A 


FA 
















IMPORTERS GEM CUTTERS 


ALIS oy 





642 FIFTH AVENUE 
NEW YORK CITY 









#” 
is LZ , 
‘\ 2 3 ; Me 

LLDPE 24 hh Sue < 











Fa 
4 


4 J 
: 6 4 “4 ? “ 
* 5 er Pr wen “, 














a | 








THE JEWELERS’ CIRCULAR-KEYSTONE 








to be found in Madagascar and are hand set in woven-like 
mountings of gold or gold-plate. Enormous cabochon, 
round and square stones are used for some of the designs 
yhile others are fashioned of many small stones, each in- 
jividually mounted. The effect is a glowing mosaic of red 
jewels highlighted in gold. Ring, pins, and earrings are. 
dramatic in response to current fashion, and an item to 
keep in mind for both Valentine’s Day and Easter are 
the very lovely garnet crosses, some of them in a double- 


tiered encrustation of jewels. 


yALENTINES FOR MEN 

Please remember it was two by two that all creatures 
entered the Ark and for every girl Valentine there’s a 
boy who also likes to get presents. There are rumors that 
this season will see the heaviest Valentine promoting ever 
launched for selling men’s clothing and accessories. Cer- 
tainly the Mr. “T”’ fashions (tapered—tall—trim) offer 
‘ewelers a first rate opportunity to convince women they 
should choose their Valentine gifts with an eye both to 
style and romance—and from the most romantic of all 
possible merchandise—jewelry! 

Narrow ties need newly styled tie-bars, popular French 
cufls need more cuff links to break the monotony of 
wearing the same old pair day after day, and round-point, 
no-spread collars need collar pins to keep them neat. A 
Jewelry Industry Council report has a timely reminder 
that rings are important to men in wartime and notes an 
increase in ring sales since the start of the Korean war. 
Rings make an ideal present for men in uniform when 
wearing apparel and most personal belongings are not 
practical. They also provide a way to brighten regulation 





military garb for the man who has been accustomed to 
the cheering note of a bright tie and argyle socks. 


ACCESSORIES FORWARD PRETTY LOOK 


The pretty look of fashion is given a fine boost by 
jewelry accessories newly on the market. Elgin-American 
is showing dainty pillboxes, lipsticks and cigarette light- 
ers and has a special Valentine promotion of ten lovely 
compacts. QOutstandingly beautiful are mother-of-pearl 
compacts shimmering in pastel tints of aqua, rose, green, 
and blue. Nothing could be more in keeping with the 
fragile colors and fabrics reviewed in resort fashions! A 
very new design alternates mother-of-pearl with tortoise 
in an effect of ultra smartness. (Illustrated in notebook.) 


Wadsworth has compacts of simple elegance in satiny 
two-tone metal, and others with jewel clusters in brilliant 
multi-colors atop wafery thin compacts. They are showing 
luxurious and be-jeweled cigarette caddies which also 
contain compacts, and especially appropriate for a Feb- 
ruary Valentine are graceful gold-tone hearts sparkled 
with rhinestones and linked on a gleaming silver-plated 
compact. 

Evans has a superb collection of compacts, cigarette 
cases, lighters and carryalls in petit-point decorations, 
and golden basket-weave cases with flexible mesh handles. 
Newest of all is a series in French cloisonné, and these 
are completely beautiful. 


There is an old saying — “Pretty is as pretty does!” 
And this new and pretty look of fashion in clothes, jew- 
elry and accessories can do a lot for jewelers who use it 
as a basis for developing new sales. 
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Thinking of Remodeling? ning, designing, constructing and operating of retail 
units. 


In planning the air conditioning for your store, it is 
advisable, whenever possible to include the heatino as 
P Ne 

part of the system. The ducts and grilles which djs. 


Sixth of a series of short ar- tribute the conditioned air in the warm season will also 
ticles by Murray M. Pearlstein, distribute heat through the same medium. This 

store design consultant for the Can 
JEWELERS’ CIRCULAR. readily be accomplished regardless of the type of heating 
KEYSTONE. Mr. Pearlstein will system now in use. If the heating system is steam, it can 
give here each month helpful be combined with the air conditioning unit by means of 
hints and suggestions of the , age a © 
things which should be consid- prescribed valves, coils and controls. This will eliminate 
ered before starting plans for the use of radiators, thus providing additional space and 
store remodeling. Mr. Pearistein obviating the unsightliness of these appurtenances. A gas 
will gladly answer reader's ques- 5” ; : Bas 
tions pertaining to store modern- fired heating apparatus is readily connected and coy. 

ization and equipment. bined with the air conditioning unit. 


The operation of such systems are regulated by thermo- 
static controls. Where heating has been combined with 
cooling, there generally are two controls, one for heat and 
the other for the cooling. These controls are usualh 





In this article we will discuss a phase of store planning located in the store proper. The equipment for these 
that has become, in a relatively few years, one of the systems is customarily placed in the basement, extreme 
major adjuncts of a modern retail jewelry store—air rear of the store or on an upper floor, depending upon 
conditioning. No other item of the physical scheme of the availability of such space. 

a retail store has given greater impetus to the realization A very important item to remember and to insist on. 
by retailers, to that portion of good retailing knowledge. is that the air conditioning system be equipped for and 
as “Customer Comfort” and “Employee Efficiency.” provisions made to receive and utilize a minimum of 

Today, air conditioning is a modern essential for retail 75 per cent fresh air. This statement will no doubt cause 
business. The importance of temperature and humidity some controversy by some of the contractors doing this 
control of air, air cleanliness and circulation to provide type of work. However. the writer has found that such a 
human comfort and to aid health and efficiency, is provision is essential to a successful system. During those 
acknowledged by all who are concerned with the plan- periods of the year, wherein neither heating nor cooling 
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Diamond Platinum Wedding Rings 
Diamond Platinum Dinner Rings 
Single Stone Engagement Rings 








Vlew Designs are constant ly being oibtad fo our already vast array of sly bes. 


Calibre Guard Rings 
in all birthstones and in eight different styles. 3 


TULLE 


il} 


i\I LULLLETELAT 











: Large selection of genuine emerald guard rings in stock. ; 
Our fine quality craftsmanship speaks for itself. 
Memorandum Selections gladly submitted. 
Fr 

: MEYER KouLIsH Co., INC. 
: Manufacturers serving the Jewelry Trade since 1920 
= 228 East 45th Street New York 17, N.Y. = 

CHICAGO—Louis N. Rose, 29 East Madison St. PACIFIC COAST—Moe Diamond, 220 West Fifth St., Los Angeles 
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, required, a flow of clean, fresh air, throughout the 
premises is basic and certainly adds to the “Customer 
Comfort and Employee Efficiency.” 

In the layout of the ducts and grilles, thought should 
be given to the location of these items in order that they 
do not conflict with the overall design of the store and 
till operate efficiently. Where suspended ceilings are 
planned. ceiling air diffusers should be used and located 
zo as to conform with the lighting arrangement. 

Determining the size or capacity of the air condition- 
ing equipment for your store, is the task of air condition- 
ing and heating engineers. The big DON’T in this phase 
of your store remodeling is—Don’t ascertain the capacity 
of the equipment by comparing the size of your store with 
that of your neighbor or a fellow jeweler. Many factors 
‘nfluence the tonnage of the unit required and the capac- 
‘ty of the heating unit. Wall exposure, what is below and 
above your store, the number of people in your store at 
normal and peak times, the amount of lights and the 
heat that these lights generate. are among the many 
details that must be considered in the calculations that 
determine the proper and adequate size of the equip- 
ment required. 

Here again, the services of an expert is your guarantee 
against costly errors. There are no individuals that are 
experts in everything. Being and continuing to be a 
successful retail jeweler should be your prime objective. 
Don’t try to be the store designer and builder as well. 


Romance Display Peps Impulse Sales 


The sale of plated and sterling silver candlesticks has 
been accelerated at A. & A. Ash, jewelers, Birmingham, 
\la.. by devoting special window displays to these items. 
built around the slogan “Dining by candlelight is more 
pleasant.” 

Instead of “submerging” candlesticks among shelves 
loaded with sterling and plated hollowware, the Ash con- 
cern frequently brings them out for individualized dis- 
plays, primarily near the start of social seasons, in 
spring and fall, during mid-summer, and around the 
holiday season. Invariably, from four to twelve pairs of 
candlesticks, including inexpensive types at $4 per pair 
up to $250 per pair solid sterling, are incorporated, dis- 
played against a black velvet backdrop, with tiny cards 
identifying manufacturer, price, etc. 

The most effective display, it has been found. is to 
group a pair of candlesticks in the center, with a minia- 
ture tablecloth, and a few well-chosen pieces of sterling 
flatware. open-stock dinnerware, crystalware, etc., to 
indicate a formal dinner or “that special affair” in the 
home. The slogan “Dining by Candlelight is More 
Pleasant” is repeated throughout the window, in a cen- 
tral placard. and in small cards in the window. 

“Almost everyone looks back pleasantly upon a few 
candlelight dinners enjoyed in his life,” it was indicated. 
“And we have found, a window display of this type will 
often stimulate the male customer passing by to pick up 
a pair of candlesticks as a surprise gift for his wife, or, 
if he is contemplating social entertaining, etc., to do the 
same. We have sold many more sets of candlesticks, as 
a result, via the impulse route, than we formerly turned 
over for the customer who came in specifically and asked 
for them.” 
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Miss Edith O’Farrell, Mgr. of the Tokyo 
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Finer Qualities 
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IPEKDJIAN, INC. 
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Silver Show 


(From page 75) 


To determine the winning table setting, two men from 
Syracuse, accredited by the New York Federation of 
Garden Clubs, came to Binghamton in exchange for mile- 
age. As an additional courtesy, a small piece of jewelry 
was presented to them. Since a clerk was also required, 
a man familiar with table-setting contests was brought in 
from neighboring Montrose, Pa. 

With all the groundwork accomplished, Van Cott 
mailed out 3000 invitations to members of women’s clubs 
taking part in the contest. The mailing was not made any 
broader because of the expenses involved. “Between 
postage and the invitation itself, it amounted to nearly 
$180,” Van Cott said, “and it was our thinking that 
money spent in newspaper advertising would gain much 
more attention.” 

Newspaper advertising began the Sunday before the 
show and here is the amount of space used and the 
schedule: 


Morning Paper Afternoon Paper 
Sunday, Oct. 22 32 in. 
Monday, Oct. 23 20 in. 32 in. 
Tuesday, Oct. 24 60 in. 
Wednesday, Oct. 25. 16 in., page 3 60 in. 

60 in., page 5 


Radio publicity started on Monday and ran until the 
end of the show. Spot announcements were used on four 


local stations. A half-hour Sunday broadcast, Van Coty, 
regular weekly program, was dedicated entirely to the 
show and the Sunday following was used to review and 
describe the contest. 

The silver companies, having already been informed 
sent displays that would effectively emphasize sterling. 
Seven companies sent exhibits with representatives, |p 
addition, a china company sent a display on the many. 
facture of their wares, which was both educational and 
instructive. 

Wednesday, Oct. 25, from 7 a. m. to 11 a. m., was given 
over to setting up the tables and displays. From 11 to 1, 
the grand ballroom of the Arlington Hotel was cleared 
of the public, so the judges could complete their work 
When the public and the participants returned they found 
little cards on each table indicating which club had won, 
So that there would be no influence on the judging, tables 
were coded with numbers until the judging was finished, 
Besides the cards stating who had won, another card re. 
vealed who prepared the tables, the name of the sterling 
used, the kind of china and crystal, and, when applicable, 
credit for borrowed furniture or linens. 

Awards to winners of the table-setting contest con- 
sisted of $50 cash for first place in each classification— 
dinner, buffet, luncheon, and tea settings. $25 cash was 
given to second place winners, in addition to ribbon 
awards. Five tables competed in each group. 

The show remained open until nine each evening of 
the show. During the times that it was open to the public, 
a woman from each club sat by their respective table to 
act as a guard and to enable the women to see club men- 
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The Sign of a 


f Distinctive Store 





The outstanding store is always known by the 
outstanding character of its offerings. There is 
nothing more unusual, more perfectly in keeping with 
discriminating modes of living than the ageless 
beauty, superb distinction, and captivating chimes 
of a Herschede Floor Clock. Create and maintain 
trade winning store prestige by featuring these 


masterpieces of American craftsmanship. 


J, 





Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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bers who had been inactive and talk to them about taking 
q more lively interest in their club. 

During the interim between the tea and show, partici- 
pants were invited to come to the store and pick whatever 
they needed in the way of hollowware, candlesticks, fig- 
urines, etc. This necessitated an inventory control, so that 
94 cartons were set up in the basement in which the vari- 
ous items were accumulated. The goods were checked in 
and out at the beginning and end of the show. Remark- 
able, too, was the small amount of breakage—only one 
sherbert glass. 

Three thousand people were attracted to the show, ac- 
cording to the number of people who registered for the 
door prizes, which were in the form of a $50 credit at the 
store. Van Cott estimates that about 400 came without 
registering. “We were surprised by the number of men 
who came to see the show, particularly in the evening,” 
he says, “and the comments received ever since indicate 
that the effort was very definitely worthwhile, although 
the actual monetary benefits will not appear for some 
time.” 

The one disappointment in the show was the failure of 
the afternoon paper to make any recognition of it either 
from a news or a society point of view. “Many of the 
members of the women’s clubs have expressed themselves 
forcefully to the paper about its failure to recognize the 
event,” Van Cott says. 

Closing the show was quickly accomplished. Partici- 
pants were requested to pack the items they used back 
in the boxes. Of course, a goodly amount of refurbishing 
was necessary on the silverware where flower holders had 


been used and where tea sets had been placed on tea trays. 

Van Cott is convinced that the effort is well worth the 
expenditure. “It would not have been the success it was 
without the cooperation of the silver companies who par- 
ticipated,” he says. “They really went all out in putting 
on a show that will long be remembered in this area.” 





Self-Winding Watch Manual 


Bulova Self-Winding Watches. Published by the Bulova 
Watch Co., Inc., Woodside, L. I., N. Y. Spiral bound pocket- 
size booklet, hard-paper covered. 31 pages, profusely illustrated. 
Available through Bulova Watch Company, Inc., $1 per copy. 

This pocket-size technical booklet was compiled by the 
Bulova Watch Company as is said in the introduction, 
“to explain in detail the principles of operation and 
methods for disassembling and reassembling the various 
types of Bulova self-winding watches.” 

Seven different models of self-winding watches made 
by Bulova are explained simply and completely. Begin- 
ning with an explanation of how each type functions, 
the treatise takes up step by step the disassembling and 
reassembling of each type. 

The explanations are profusely illustrated by line 
sketches of the various parts as well as steps in the take- 
down and put-together of the various models. 

The concluding seven pages in the booklet are given 
over to parts index which lists each of the self-winding 
parts by name and number as well as illustration. This 
greatly facilitates the job of ordering parts from the 
materials jobber. 











Rubies - Star Rubies - Sapphires - Emeralds 
Star Sapphires - Catseyes 


THIRTY YEARS OF SERVICE TO LEADING JEWELERS 
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ROBINSON & SVERDLIA IVC. 


610 FIFTH AVE., Rockefeller Center, New York 
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National Ad Tie-In 


(From page 77) 


further. A Life promotion in Michaels at New Britain, 
Conn., proved so successful that four other Michaels 
stores wanted to adapt it to their requirements. Accord- 
ingly, the Michaels stores in Hartford, Bridgeport. Bristol 
and Torrington held store-wide promotions featuring Life- 
advertised merchandise. 

The store in Torrington was decorated throughout. 
from the front windows to the rear office with life-sized 
and blown-up pictures of cover pages and ads from Lije 
Magazine, plus small red and white signs showing that 
merchandise was “advertised in Life.” 

The Life cover featuring a woman wearing a pearl 
headdress and a nine-tier pearl necklace was a natural 
background for the window show pearl jewelry. Also in- 
cluded were other nationally advertised items such as 
costume jewelry. desk sets, and lighters. Just as the win- 
dow was balanced with a variety of jewelry so it was 
also balanced with a variety of Life pages. One was an 
open copy of the magazine showing a feature article 
and a full-page Parker Pen ad. The small “advertised in 
Life” signs made the connection between the magazine 
and the merchandise more obvious. 

The Life cover girl drawing attention to the sterling 
window was attired in a formal dress, uniquely appropri- 
ate to the formal table setting beneath her picture. The 
place setting of flatware on a base suggestive of a brocade 
tablecloth was made more complete with complimentary 










UNUSUAL ASSORTMENT 7620 
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EARRING MOUNTINGS 
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chinaware. Stepped-up display units covered with velvet 
exhibited the hollowware behind the place setting. A sign 
on the partition at the observer's right read: “The best 
things in Life.” Another Life cover and a tearsheet of g 
silver ad also graced the window. 

A similar sign labeling merchandise, “THE pegsy 
THINGS IN LIFE” was placed in the window showing time. 
pieces. Ten leading manufacturers in this field were listed 
on the sign, and samples of the products of each were 
shown in the window. A couple of cover pages and a few 
watch ads supplies the background. 

The background for the attention-gathering diamond 
window was also an enlarged Life cover, this time mascu- 
line. with a tiny bridal doll beside and beneath it. The 
blow-up diamond ad from the magazine was dramatized 
by a showing of colored diamonds, including black, 
brown and canary-colored stones. When these were re- 
moved at night, interest was drawn with a display of the 
tools used to cut and polish diamonds. The story of the 
mining and processing of the stones was also told with 
photos and printed cards in the night window. 

As far as Cusati has been able to find out, this is the 
first time such a display has been held in Torrington, 
a city of 30.000 people. Naturally. it aroused keen inter- 
est. Many people expressed amazement at the amount of 
work involved and a considerable number indicated they 
felt, for the first time. a real appreciation for the precious- 
ness of these stones. Such statements as, “Less than one 
per cent of the diamonds mined are fine enough for our 
stock,” proved dynamically convincing when emphasized 


MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 





126 WEST 46th STREET, NEW YORK, N. Y. 


157906 
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...for desk and boudoir 








No. 7852 8-day — 7 jewel TWIN DIAL desk clock. 
Lustrous satin-gilt-finish case. Silver-finish dial with 
raised gilt numerals. Height 534”; Width 5°; Depth 2” 


Retail price $42.50 


plus tax 
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No. 771 8-day — 7 jewel boudoir alarm clock. Gilt 
metal fluted case. Silver-finish dial with gilt numerals, 
luminous dots and hands. One key winds time and alarm. 










No. 777 8-day — 7 jewel DESK or BOUDOIR 
alarm clock. Gilt metal fluted case with decorative 
metal base. Silver-finish dial with raised gilt numerals. 
Luminous dots and hands. One key winds time and alarm. 

Retail price $15.9 Height 43/,”; Width 5°; Depth 2” — 2 


Height 2-7/16"; Width 242"; Depth 1” 
Retail price $22.95 
Pius Tax Prices on West Coast slightly higher scedlioas 


HT nationally known fully guaranteed TAH 


Consult Your Wholesaler 













PRINTED IN U. S.A, 


SEMCA CLOCK COMPANY INC., 30 Irving Place, New York 3, N. Y. 
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No. 112 40-hour — one jewel traveling alarm clock. 
Attractive simulated leather case. Gilt-finish dial with 
full luminous figures and hands. Available in Maroon, 
Tan-Pig, Blue and Tan. Size: 3% x 3% x 1%" 


Retail price $12.45 


plus tax 


No. 77 8-day — 7 jewel traveling alarm 
clock. Genuine leather case. Silver-finish dial 
with luminous dots and hands. One key winds 
time and alarm. Available in Blue, Pigskin, 
Brown and Red. Size: 334 x 3% x 1%” 


Retail price $18.50 plus ta: 


No. 773 8-day — 7 jewel traveling alarm clock. 
Folding gilt etched metal case. Silver-finish dial with 
luminous dots and hands. One key winds time and 
alarm. Size: 3-11/16 x 2%, x 1%" 
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Retail price $21.50 


plus tax 








No. 7850 8-day — 7 jewel traveling alarm clock with automatic No. 7854 8-day — 7 jewel ROLL TOP traveling alarm clock. A mos! 
calendar. Fine quality genuine leather case. Silver-finish dial with day unique creation. Finest quality genuine leather. Clock automatically 
and date indicators. Luminous dots and hands. Available: Red, Pigskin, raises to vertical position when roll top is opened. Luminous figures and 
Brown and Blue. Size: 3-5/16 x 3 x 1%” hands. Available in Pigskin, Red, Brown and Blue. Size: 35% x 2-7/16 


, x 1-5/16" 
Retail price $32.50 plus tax Retail price $27.50 plus tox 
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Prices on West Coast slightly higher 
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Consult Your Wholesaler opinren ee 


SEMCA CLOCK COMPANY INC., 30 Irving Place, New York 3, N. Y. 
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No. 718 40-hour — 7 jewel boudoir alarm clock. Round gilt- 
finish metal frame set with simulated stones. Colors available: 
Rose, Aqua, Crystal, Amethyst, Peridot and Topaz. Silver-finish 
dial with gilt numerals, luminous dots and hands. Height 2% ; 


Width 3”; Depth 14” ree 
Retail price $19.95 plus tax 


No. 741 40-hour — 7 jewel musical alarm clock. Enamel : = 
metal case trimmed with bright gilt frame and enriched << ~~ i eel 
with gilt floral designs. A most unusual creation. Silver- a o . — 

finish dial with gilt numerals designed to typify the musical 





scale and clef, luminous dots and hands. Available in 2 ig tie “Ne: - oa | eee ten 
Blue, Maroon, Brown, Green and Beige. Height 51% ; —_ 7 agg ee a ae - 
Widih 4”; Depth 2” Ps ~ > ~ 


Retail price $19.95  pius tax 
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No, 710 40-hour — 7 jewel traveling or boudoir Brocaded alarm No. 173 40-hour — 7 jewel boudoir alarm clock in gilt frame with 

clock, Silver-finish dial with gilt numerals, luminous dots and hands. easel. Set with simulated stones alternating Crystal Baguettes and col- 

Available White, Black, Aqua, Coral and Blue Brocade all enhanced ored round rhinestones. Colors available: Peridot, Aqua, Rose, Topaz 

with Gold. Size: 3% x 3% x 1%” and Amethyst, also available in All-Crystal. Height 5°; Width 5”; 
; 1 Ad 

Retail price $15.95 plus tax Depth I" Retail price $33.50 plus tax 





Prices on West Coast slightly higher 





AT nationally known mechanically perfect fully guaranteed TT 
Consult Your Wholesaler PRINTED IN U. S.A. 


SEMCA CLOCK COMPANY INC., 30 Irving Place, New York 3, N. Y. 
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Distinctive Desk and Traveling Clocks 
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No. PW26 30-hour traveling alarm. 
Simulated leather case in Blue, Tan-Pig, 
Marcon and Tan. Silver-finish dial, full 
luminous figures and hands. Size: 4-3/16 
x 3-9/16 x 13%" 


Retail price $8.95 plus tax 
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No. PW32 30-hour time clock with 22-year perpetual calendar. 
A most unusual American creation. Bright gilt-metal case with easel. 


Silver-finish dial. Height 4°; Width 4"; Depth 14,” 


Retail price $9.95 plus tax 





Consult Your Wholesaler 


PHINNEY-WALKER CO. 


Prices on West Coast slightly 





nationally known - mechanically perfect - fully guaranteed 


Clock Makers Since 1915 
DIVISION OF SEMCA CLOCK CO., INC. 
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No. PW27 30-hour traveling alarm, 
Smallest and thinnest American-made clock. 
Simulated leather case in Tan, Maroon, Blue 
and Tan-Pig. Silver-finish dial, full luminoys 
figures and hands. Size: 3% x 3% x 1%" 


Retail price $8.95 plus tax 





No. PW20 30-hour time clock. Combination cigarette or card-box, 
Gilt-etched dial. Available in Tan-Pig or Maroon simulated leather case 
with gilt-finish metal ornamentation. Height 134 ; Width 6 ; Depth 4', 


Retail price $9.95 plus tay 
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No. PW15 30-hour time traveling clock. Attractive simulated leather 
case. Silver-finish dial with full luminous figures and hands. Available 
in Maroon, Tan-Pig, Blue and Tan. Size: 4-9/16 x 4-1/16 x 1% 


Retail price $6.45 plus '0 
No. PW16 Same as above in smaller size: 3% x 3% x 14%,” 


Retail price $6.45 plus fo 
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30 Irving Place, New York 3, N. Y. 





higher 








beside photos, tools and a display of stones in various 
es 


tion. 
. ages of prepara ? 
, Throughout the store tea rsheets of ads plus advertised 
2 


1 Life” signs were fastened on easel display boards to 
stand on counters. while enlarged cover pages and tear- 
cheets of ads lay on center aisle table displays and other 
prominent places. Merchandise everywhere was shown 
with corresponding ads and “advertised in Life” signs. 
Even the glass blocks concealing the balcony office 
formed a background for a blow-up cover page. 

An ad in each of the two issues of the weekly Torring- 
ton newspaper which were distributed during this event, 
‘avited the public to “inspect the world’s finest diamonds, 
watches, china, silverware and jewelry as nationally ad- 
vertised in Life. Now on display in our store windows.” 
The ads. a half column high and two columns wide, 
showed photos of nationally advertised merchandise and 
one of the then current Life covers. No other advertising 
was used. 

When it was all over Cusati wrote to a representative 
of Life Magazine, “Incidentally, our overall sales were 
up for this period. The window and interior displays cre- 
ated a more than usual excitement in our store and 
merchandise. ” 





Basement Music Shop Boosts Sales 


A basement radio, phonograph and record shop in- 
creases trafic past jewelry counters and boosts sales. 

That’s the opinion of George Blackmond of Black- 
mond’s Jewelry Store, Michigan City, Ind., who’s been 
trying it for eight years and has a ringing cash register 
to prove his point. 

“When we first planned this store, the basement seemed 
to be so much wasted space,” Blackmond said. “Then 
happily we noted the increasing popularity of radio- 
phonograph combinations and records. A sideline stock 
along these lines seemed to be the answer. 

It was. 

From the day the store opened, traffic was heavy and 
steady to the basement record shop. Every record-shop 
customer was exposed to attractive jewelry cases. Record 
fans in need of gifts and/or jewelry remembered Black- 
mond’s, 

“Scarcely a day has passed in those eight years.” Black- 
mond explained, “but what we made at least one and 
usually more sales simply because of the record-shop 
arrangement. We wouldn’t have it otherwise.” 

Blackmond believes the store “geography” had helped 
him, too, The stairway to the basement is at the rear of 
the store. Anyone going to the record shop must pass 
every show-case in the store. Nudged by excellent dis- 
plays. sales resistance falters. (The watch-repair depart- 
ment is at the rear for the same reason. ) 

But Blackmond hasn’t been content to sit back, letting 
the record-traffic-location set-up work for him. He’s 
capitalized on it. 

For several months, he’s been pushing the record de- 
partment with a series of picture advertisements. Most 
of these photographs are taken in the record department. 
They draw new customers and make them susceptible to 
jewelry displays. 

“Extra dollars in the cash drawer prove the campaign 
is worth while,” George said. “And who wants to argue 
with a dollar?” 
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the paper... 


that gives 
more protection 


than any safe! 





A paper that gives more protection than a 


‘“*burglar-proof” safe? Absurd? Absolutely not. 


The most inclusive protection available 
to you is the St. Paul Jewe'er’s Block 
Policy. The St. Paul Companies have 
pioneered this broader coverage which 
gives greater security and peace of mind 


at no increase in cost. 


Take steps now to eliminate the necessity 
of several policies, for limited amounts. 
Let one St. Paul Jeweler’s Block Policy 
take care of everything. See your 


St. Paul agent or broker. 


St. Paul Fire and Marine 
Insurance Company 





Mercury 
Insurance Company 
EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Millis Building 
New York 7, N. Y. St. Paul 2, Minn. San Francisco 4 
a IS RO RI Sy 
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LEADERS 


in the World of Sport, 
Science and Industry 
Rely on RACINE for 
the Best in TIMERS 





Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 





* GUINAND and GALLET TIMERS 
*® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Accounting Problems 


(From page 78) 


can usually be done by the present office staff, with pos- 
sibly some additional help during the Christmas seago, 

At the same time, an up-to-date detailed inventory aii 
be maintained, in units, with the same records. By re. 
viewing the composition of inventories carefully and 
watching the turnover of each item, the manager of q 
store or chain can reduce the quantity of slow-movin 
items, thus freeing additional working capital and at the 
same time reducing the potential loss from style changes. 


RETAIL METHOD FOR INVENTORIES 


The average jeweler could reduce the cost of operating 
his office and at the same time get more up-to-date jn. 
formation from his records by changing over to the 
retail method of computing inventories. This method js 
gaining popularity with each passing year. Costing out 
sales on the basis of an average markup reduces tremep- 
dously the clerical work involved in costing out each sale. 

An individual markup should be computed for each 
merchandise classification. Using an average markup 
for the store as a whole would result in distortion in the 
monthly operating statement. 

The retail method for computing inventories will also 
save considerable time when inventories are taken and 
figured at the end of the year. Mark-downs are also more 
easily effected since it is not necessary to revise indi- 
vidual costs accordingly. 


MONTHLY OPERATING STATEMENT 


When more than one store is operated it is naturally 
essential for management to know the monthly results of 
operations for each unit. However, the final figure at the 
bottom of the statement does not tell the whole story. It 
is necessary to know the profit or loss of each store after 


. deducting direct expenses such as employees’ salaries and 


rent, but before deducting indirect overhead expenses 
such as officers’ salaries, general advertising, etc. Even 
if a store is losing money it may be inadvisable to close 
it because it is absorbing a portion of the overhead 
charge which otherwise would have to be borne by the 
other stores. 

The monthly operating statement should be designed to 
show for each store the operating profit or loss after 
deducting direct expenses, as well as the net profit or 
loss after allocating to each store its share of the indirect 
overhead. 





Contest Letters Provide Ammo for Ads 


Kay’s, Jewelers, of Denver, Colorado, offer five $1 cash 
awards (nylon money) to housewives who write the best 
letter on the salient subject, “Why I Purchase From 
Kay’s.” Reasons must be on the sincere side and they 
must ring true, to win one of the five monthly awards. 
Housewives may try again and again because a new con- 
test is on the “merchandising” agenda each and every 
30-day period. Statements from housewives are “capsuled 
and used as basis for a series of informative and highly 
readable “Our Housewife Customers Say” newspaper 
advertisements. 
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Display Ideas 


(From page §1) 


ployee who takes an interest in doing this kind of work 
for you, you are fortunate and it would be wise to en- 
courage him or her by giving ample time to work on it 
and a sense of responsibility for the results. 

If you have the facilities for covering and recovering 
some of your backgrounds, elevations and display pads 
and panels, you will be able to save considerably on dis- 
play expense. With a good sharp pair of scissors and a 
staple gun or tacker, cube and cylinder shaped elevations 
and all sizes and shapes of flat panels can be covered. 
There are a number of makes of tackers on the market— 
Speedmatic, Hansen, Klingtite and Arrow being some of 
the better known names. Each manufacturer usually 
makes several models, but the most useful type for this 
kind of work is a trigger action machine which will take 
3/16 in., 14 in. and 5/16 in. staples. The latter sizes are 
best for stapling material to a wall or into a thick base. 
For stapling into thin board, the 3/16 in. size staple is 
better as the staple points are not so apt to come through 
on the reverse side. Tackers cost from about $7.50 to 
$10.00; staples about $2.00 for a box of 5000. Tackers 
and staples can be purchased from most display supply 
houses and from some stationery stores. Write to Speed 
Products Company, 37-18 Northern Blvd., Long Island 
City, N. Y., or A. L. Hansen Manufacturing Co., 5041 
Ravenswood Ave., Chicago 40, Ill., for names of local 
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No iewel-covered Sultan 
nor gem-bedecked Mahara- 
iah would want a more 
exquisite adornment, no 
bargain hunter ever founda 
better buy than this lovely 
bracelet. In gleaming white 
gold set with 3 fine full-cut 
diamonds weighing .30 
carat, its a best seller at 


$295. keystone. 


2 Garden Street 
Newark 5, N. J. 





Trade Mark Registered in 
United States and Canada 


CHURCH & COMPANY 
MANUFACTURING JEWELERS 


Member American Gem Society 


distributors if you have trouble in locating a staple gun. 

Diagrams to illustrate methods of covering basic shapes 
are shown. To cover a cylinder shaped elevation, cut a 
circle of the covering material two inches wider in 
diameter than the top of the cylinder. Place this on the 
top of the cylinder, leaving a one-inch overhang all 
around. Notch the overhang as shown so that it will lie 
flat when stapled down. Staple notches down all around 
the top. Cut piece of covering material at least two inches 
longer than the circumferance of the cylinder and one 
inch wider than the height of the cylinder. Place edge at 
top and staple down back seam. Bring material tightly 
around cylinder, keeping edge even at top and stapling 
it. Overlap material over back seam, turning under the 
raw edge. Notch bottom overhang and staple to bottom 
of cylinder. Use decorative tape or ribbon to conceal 
staples around top. Staple tape at back seam, draw 
tightly around the top and staple again at back seam. 
If tape won't stay in place, one or two additional staples 
will keep it from slipping, but use as few as possible. 
To cover a cube-shaped elevation, follow the same pro- 
cedure as for cylinder, folding corners neatly and cutting 
out excess material in corners if material is heavy. 

In covering round or rectangular pads and panels, it 
is only necessary to remember to pull fabric tight and 
smooth before stapling, keep corners turned neatly and 
notch turn-under on curved edges. Covering of flat 
circle pad is illustrated. Note notches spread out on 
inner edge and overlap on outer edge. Thin layers of 
cotton batting can be used under fabric when padding 
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RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. . Plaza 9-6346 
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Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
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Pacific Coast Office: HUBERT A. WOOD 
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is desired. It is best to staple cotton to panel in g few 
places to keep it in place. 

. Decorative shapes such as hearts, leaves, stars and 
Christmas trees, cut from board and covered with fabric 
can serve as display pads for showing merchandise. add- 
ing more color and interest to the display than the c 
ventional square black velvet pad. 

[f you are planning on a full-scale program of makino 
your own display props, you will find it advisable . 
invest in a “Cutawl” machine. This is an electrically 
powered cutting machine that is comparatively simple to 
operate and will cut most types of boards—beaver board. 
masonile. celotex. plywood, cardboard—in any desired 
shape or pattern. Without a Cutawl or some other type 


On- 


of power saw. only materials which can be cut with scis- 
sors or a knife can be used for your panels and decora. 
tive shapes. Write to the International Register (Co.. 
2622 W. Washington Blvd., Chicago 12, IIl., for a catalog 
of Cutawl models and prices and helpful suggestions as 
to their use. 

In addition to being used for panels to be fabric 
covered, the Cutawl can be utilized in cutting out sil- 
houette patterns which can be painted and decorated, for 
cutting out mounted and enlarged photographic prints 
and for cut-out letters to be applied to a window back- 
eround for copy messages. Cut-out shapes general 
make more interesting window units than the usual 
rectangular poster shape. 

Patterns for mounting and cutting can come from many 
sources—-magazine and newspaper clippings, books on 





Port of Missing Earrings 





Marcelle Dorsay, originator of the Earring Exchange, matches up 
single earrings registered with the organization. The Exchange 's 
a pool for survivor earrings where the duplications of earrings sent 
in are matched up in pairs. The person submitting the first of a 
kind receives the pair. No charge is made for this service, the only 
proviso being that the owner of the odd earrings must submit them 
in the special envelope provided by the Exchange free. A postcard 
to their address at 1919 Broadway, New York City, does the trick. 
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design, advertising material, and so forth. They may be 
enlarged either by having photostats made to the 7 
quired size or by using a system of een draw vires 
the design. Photostats are good for small designs, but 
run into money in large areas. To enlarge by squares, 
draw a pattern of squares of equal size over the design as 
chown with the heart design. Transfer the pattern of 
squares to the size of the enlargement you want. lf your 
original design is six inches in height by three inches in 
width. and you want it to be 24 inches high (width will 
always be in the same proportion—in this case 12 inches) 
draw half-inch squares over your design and then draw 
another pattern of the same number of square four times 
as large—or two inches by two inches. Place dots on 
corresponding lines of larger pattern where lines of pat- 
tern intersect lines of squares. Connect dots, and your 
pattern is drawn. This is an accurate enough enlarging 
device for fairly simple designs. 

The display workshop should include the usual simple 
carpentry tools—hammer and an assortment of nails, 
screwdriver and an assortment of screws, small hand saw. 
sandpaper for finishing rough edges of cut-outs and some 
painting equipment. Unless you plan an extensive job, 
you probably won't want to invest in spraying equipment, 
but there should be an assortment of brushes, oil paints 
for touching up and repainting display fixtures, water- 
mix paints for backgrounds and quick-drying jobs, water 
colors for posters and cut-out designs. 

If the person in charge of displays has some carpentry 
ability, and is given the necessary equipment. there is 
little limit to the elaborateness of the fixtures and props 
which can be constructed in your own store, but even with 
the equipment described in this article. many simple units 
can be made and the life of more elaborate units. pur- 
chased outside. can be prolonged by recovering and 
repainting. 


Service Means More Customers 


“Surprisingly, there are literally thousands of people 
in any community who do not know of the large num- 
ber of accommodation services which the jewelry store 
has to offer,” says P. Sheppard, head of Sheppard 
Jewelers, Dothan, Alabama. “We refer to such things as 
free repairs and adjustments on wristwatch straps, broken 
jewelry, cleaning of diamond rings, adjustments or re- 
setting of small jewelry items of various types.” 

Sheppard jewelry store window has always incor- 
porated a small sign in every window display, no matter 
what the topic, which encourages local townspeople to 
take advantage of one service or another. During early 
1950, the card which appeared most frequently stated. 
“We will polish and check your rings without charge.” 

“Invariably, the window shopper, after reading the 
message on the sign, will glance at her ring. If the ring 
is filmy, or its brilliance hidden by oil, dust, or any stain, 
her first reaction is to take advantage of the offer. When 
the visitor comes in, we use every effort possible to 
restore the ring to like-new brilliance, with brushing, 
buffing, chemical solutions and detergents, all aiding in 
the process. The people are always volubly appreciative 
of the service. This, naturally, gives us an opportunity to 
introduce our store. It has attracted many of our present 
regular customers. 
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For the BASKETBALL ARMY 


Y Bisher 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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Clock Repair Business 


(From page 82) 


or that Uncle Tim should give his opinion first, or that 
she would rather give the clock to the Salvation Army, 
her charge for the service up to this point is zero, 

“A willingness to give free appraisals and examina. 
tions is important in building a home clock repair bysi- 
ness. The customers will call upon you more often if 
they know that they can make a decision after findino 
out what it costs and discovering what needs to be done 
In actual practice, remarkably few persons ever say no 
after I’ve appraised the repair needs of their clocks, 

“If the customer says, ‘O.K., go ahead and fix the 
clock,’ I give her an approximation of how long the 
service will take, reminding her that some time for reg- 
ulation in my shop is necessary. This is important, too. 
The kinds of clocks that people want picked up and 
delivered are usually expensive ones, often heirlooms 
with great sentimental as well as actual dollar value. 

“Then I put the clock into the car, drive back to the 
shop, and go to work on it. When the clock is ready 
for delivery, I take it back and render the bill for the 
service after all work has been performed. 

“It is just as important, at this point, to remind the 
customer that the service carries a guarantee as it is in 
regular in-store watch and clock repairing.” 

It was a combination of three kinds of advertising that 
built such a successful business for Joseph Malus’s Ac- 
curate Clock Service. Mr. Malus, a graduate of Tulane 
University’s College of Commerce, designed and wrote 
all of the ads himself. They have drawn favorable 
attention from professional advertising men, “because,” 
Mr. Malus explains, “I have taken courses in advertising 
and in business letter writing, and I heeded the things | 
learned about mass-selling.” 

“We use, first, the classified section of the New Or- 
leans telephone directory,” he points out. “This is in- 
valuable space. We are the only firm advertising home 
pick-up-and-delivery clock service in New Orleans, and 
the one-inch ad we have in the city’s phone directory 
pulls a lot of inquiries—and sales.” 

The second medium used by Mr. Malus is direct mail. 
“This medium, probably, produces most of the inquiries 
and the sales,” he says. “It costs a fair sum to reach a 
prospect this way. It probably costs more than reaching 
people by newspaper—but the key to the reason why 
we rely upon direct mail is contained in that word, 
‘prospects.’ With direct mail advertising and a good 
list of persons, we reach only prospects. That isn’t true 
of newspapers, at least in this sort of mass-selling. 

“It has been our experience that the calls for 
this service come almost exclusively from well-to-do 
homes, not necessarily wealthy ones, but those with a 
fair amount of the world’s goods. If the clock is a two 
dollar model, people don’t care who fixes it, and they do 
not worry whether it will become damaged in trans- 
porting it to the jeweler. But they worry about ex- 
pensive clocks. They want these handled in their homes. 

“So in sending out direct mail advertisements, we pick 
the neighborhoods and streets with well-to-do homes. 
How? By searching the street address telephone direc- 
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tory. These are put out by almost every Bell Telephone 
company, and can be secured for a small additional 
monthly charge that is billed to the telephone.” 

Malus types and addresses each letter by hand. “An 
‘ndividually typed letter pulls better than a form letter,” 
he explains, “although we did get excellent results with 
q lithographed letter that was in simulated longhand. 
For the most part, we use individual jobs, though. I've 
broken down the cost. Counting paper, postage, en- 
velopes, and an hourly rate for my own time as typist, 
they come to a bit over thirteen cents each. That may 
sound high, but if one of those letters brings in a $25.00 
sale, you can see how the dollars mount up.” 

The letters, Mr. Malus says, have pulled an average 
response of fifteen per cent. That means fifteen per 
cent of the names to whom the letters were sent re- 
sponded. Big national advertisers are usually content 
with a two to three per cent response, and regard eight 
or ten per cent as extraordinarily good. 

One of the most successful letters was sent out on col- 
ored stationery bearing the continuing Accurate Clock 
Service company signature, with the trade mark and the 
letterhead design that distinguishes all the forms that 
Joseph Malus uses, from letter and invoice heads to 
calling cards. 

It read as follows: 

“Dear Mr. 

“It wasn't too long ago that you heard, ‘Sorry, sir, 
that clock can’t be fixed—no material.’—or—‘Due to a 
shortage of workmen, we are unable to handle your clock 


repairs.” 





“Perhaps that clock you wished to have repaired is 
still idle, sleeping quietly in some corner of the attic. 

“Now we are prepared to give the utmost in service 
and satisfaction. 

“For your convenience— 

“PICK UP AND DELIVERY SERVICE. 

“To save you time and expense. 

TO ASSURE YOU THAT the job is completed to the 
final detail, including set-up adjustments. 

“Phone WAlnut 9020. 

“FOR ‘ON THE SPOT’ REPAIR APPRAISAL.” 

Supplementing these direct mail and classified tele- 
phone directory advertisements are small newspaper ads. 
“We run them weekly in an afternoon New Orleans news- 
paper,” Mr. Malus says. “At first, I tinkered with larger 
ads, but finally settled upon a smaller ad that appears 
more frequently. It runs once a week now.” 





Valentine Window 
(From page 80) 


ring sets in costume jewelry—a good item for Valentine 
gift promotion—are displayed quite dramatically with this 
arrangement. 

Small boxes wrapped in white and red are used to sup- 
port merchandise behind the open wire hearts and in the 
window foreground. The blue background is not essential 
in this window, but will serve as the best foil for the other 
colors. Try to have either a blue curtain behind the set- 
ting or a blue floor pad—both if possible. 
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nrAsH Know-How 
helps you do a BETTER solder job! 


Niash Refining Company is equipped at all 

times to assist you with your solder problems. 
NIASH Precious metal solders have been 
the byword thruout the Jewelry 
Industry for years. 
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A newly designed emblematic 
ring that will be treasured by all 
members of the Loyal Order of 
Moose. 10 Kt. yellow gold ring has 
raised moose-head with ruby eve and 
raised letters in the side panels. 
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Sports a Business Asset 


(From page 88) 


squad members. His gifts range from rings and Watches 
to complete sets of silverware. Although he has sper 
more than $25,000 since he initiated the presenta 
I'red believes his return in friendships and busine 
been worth double that amount. 

Records kept by office manager D. D. Davidson reyeg) 
a $300,000 annual increase since 1940. Davidson, who 


spent 
tions, 
Ss have 


has been with the firm for 12 years, is confident that at 
least one-third of the growth “is directly a result of My 
Fred’s relations with sporting events.” 

The 58-year-old firm occupies the same location as 
when it was founded by Louis Fred, father of the present 
owner. Louis died in 1940 and his son has assumed ful] 
responsibility of management and ownership. 





One of the awards given by this jeweler to local teams was this gold 
football set with a '/44 carat diamond. 


A genuine enthusiasm for competitive sports gave Isa- 
dore Fred the idea of making these awards which he is 
certain have kept him at the top in the jewelry business 
in this section. He has received a constant flow of bene- 
fits from mention in newspaper sports writer's columns. 
Recently, the Associated Press released a 400-word fea- 
ture story on Fred’s contacts with Waco athletes. 

While there are married veterans performing in col- 
lege athletics, most of the players marry after graduation 
and the first name they think of in connection with wed- 
ding and engagement rings is Fred. Of course, friends of 
the players have come to think of L. Fred and Sons al- 
most instinctively. 

When Fred began the custom of giving awards in 1940, 
Waco High School’s football team of that year was fight- 
ing for the championship of Texas and Fred offered every 
member of the team a personal trophy if they won. Now 
this well established tradition has made Fred the public 
relations link between his store and all sports fans of the 
Southwest. 

During the recent 105th birthday festivities at Baylor, 
Fred was awarded with a “D.R.T.G.” degree. Southwest- 
ern sports writers unanimously agreed that no one could 
be more eligible than Fred for the title of “Doctor of 
Rings and Trophy Giving.” 

But Fred’s generosity and understanding of human 
nature doen’t end with his regard for athletes, for his em- 
ployees regard him as more of a friend than a boss. Indi- 
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cative of the way he treats his employees is the less than 
ten per cent turnover the last ten years. 

And Fred himself will spend as many hours showing 
a piece of costume jewelry to a customer as he will with a 
diamond ring costing thousands—that is, if one of his 
favorite sporting events is not scheduled. 


A Watch Speaks to Its Owner 


A recent issue of the Swiss Watchmakers Journal re- 
ports a new wrinkle in watch care hints, originated by 
Edouard C. Raoul, a jeweler of Wales (Great Britain). 

Every time Mr. Raoul sells a watch, he hands the cus- 
tomer a small leaflet carrying the following personalized 
message—supposedly the watch talking to its new owner: 

“Good morning, my dear sir.... 

“It’s me, your watch, talking to you. 

“Now that you are my owner and we are going to 
spend years together, it would be nice to get to know 
one another. I am good and I’m handsome, too—at least 
that’s what the watchmaker says—and with your permis- 
sion, | would like to offer you some tips for taking care 
of me so that I can live to a ripe old age. 

“First of all, sir, do you know how fast your pulse 
heats? Seventy times a minute, they tell me. How slow! 
Mine beats 300 to the minute, that’s 18,000 times an 
hour. What do you say to that? Another thing, when 
you are tired you rest up. But for me, there’s no rest. 
Hours, days, weeks, months, years—I have to run non- 
stop and run well. Delighted to do so, with your kind 
cooperation, my* dear sir, if only you will follow these 
hints: 
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wrapped up in one tidy booklet 


\“\; Here’s your year-round selling punch 


Way N < 

\ . Ie “es . . . 
bs AC sparkling illustrations of your customers’ 
a: = favorite 1/20 12-karat gold-filled DeCurtis 


“1. Don't lay me down on a cold surface when you 
take me off your wrist or out of your pocket. You your- 
self, if you experience a sudden change of temperature, 
catch rheumatism, don’t you? A cold can break my 
mainspring. 

“2. Always wind me up at the same time every evening 
or every morning. I have very regular habits. You your- 
self wouldn’t like it if you got your breakfast at 6 o'clock 
one day and 11 the next. 

“3. Don’t tinker with my delicate parts. I, too, have 
a ‘doctor. Both for your sake and for mine, dear sir, 
if | am the least indisposed, take me to my doctor, the 
one who is known as a good watchmaker. 

“4. Don't treat me roughly and try never to drop me. 
I get contusions very easily and they are nearly always 
internal. 

“5. I need a good bath at regular intervals. At least 
every two years. For this job, put me in the hands of 
the artist who really knows me through and through. He 
will clean my tiniest parts and oil me so that I can go 
on serving you faithfully. 

“Well, that’s all I have to say to you, my dear sir. 
Grant me but these few little attentions and we will grow 
old together in perfect harmony, happy with one another.” 

Swiss horologists, informed of Mr. Raoul’s stunt, 
differ with him slightly on one or two points. They 
recommend cleaning or oiling at more frequent intervals 
than biennially, believing a year to be quite long enough 
for a watch to go unattended. Generally, however, they 
feel his idea of customer-education is a good one for the 
retailer, manufacturer and, of course. for the customer 
himself. 
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Talk Customers’ Language 


(From page 96) 


But “speaking their language” means more than just 
talking in their native tongue. Newman tries to live up 
to the full connotation of this popular phrase and talk 
in terms that his customers will understand. For instance. 
many people are confused by terms such as “gold-filled.” 
oe “silver-plated,” or “sterling.” Some people are quite sep. 
ra RC CROW, sitive about their lack of understanding and become 

TAGS) offended by any explanation offered. Newman answers 
hes. U. 6. Pat. OF this problem by casually following a slightly technical 
description with a synonymous meaning. 


“That’s sterling silver—solid silver all the way through, 
will wear a long, long time,” is an example of how he 
does it. The customer is certain to understand, yet no 
question of his comprehension has been implied and the 
emphasis is good for the sales talk. When Newman’s 
son started off in business, the elder Newman impressed 
this technique on him because he feels that it is par. 
ticularly important in larger, centrally-located stores. 
PERFORMANCE Credit is another sensitive spot for everyone involved, 
WITHOUT EQUAL Those who have cash to pay want people to know it. They 
frequently avoid the store who specializes in credit busi- 
ness or even offers credit conspicuously in advertising. 


Nationally acclaimed ARCH CROWN 
LP NGS WEES (olilo MolU] Mol colilelilacel | \Amigeli mel SINCE 1907 


iil We 33a co) ae -S col UIT TI L-Mmolalellile] Meala-tol ileal ye 


skilled craftsmanship and sales clinch- Those who want or need credit don’t like to feel you 
ing ideas. Send for catalog. know it by looking at them. The Newman stores avoid 

offering credit in ads or window displays. They never 
mfd.by ARCH CROWN TAGS, INC. mention it first. However, with their friendly, informal 
peprK-9 277 Halsey St, Newark 2. NJ. chats customers feel at home and will ask for credit when 


they need it. Even then they avoid mentioning investiga- 
tions or references or forms. Instead of asking direct 
questions they draw out the necessary information dur- 
ing the course of friendly conversation. It takes longer 
this way—but it pays in the end they claim. 


It takes longer, anyhow, to sell people whose buying 
habits were formed in other countries than it does to sell 
the average, in a hurry, American. But it’s better to take 


One of the larg est imp orters of longer and make a sale than hurry and not make one. 
JADE of every type “Take it easy—tell jokes—let them think money is the 


' last thing on your mind” is the Newman way. “Wait on 
Complete Stocks of Tigereye Cameos, Hematite Intaglios, several customers at once so none feel neglected, but keep 


Scarabs, and all other semi-precious CHINESE STONES talking to all of them. And don’t hurry any of them in 
Write for full particulars making a decision.” The rest of the world has not yet 














arrived at our hurry habit, and those prospects who are 
eee ee a SS ee Y. SS Oe Customers of this type, particularly, will go far out of 
their way to buy from someone they know, even slightly, 

DIAMONDS ror EXPORT 
a 3 ea The Newmans try to get to know as many prospects as 
possible in an informal, personal manner. They also 
ST. ANDREW'S HOUSE nology does not mean they are not familiar with the ways 
32/34 HOLBORN VIADUCT of the world in making money. They will quickly detect 


CHINESE JADE CORP. rushed most often resent it. 
or someone who has pleased them with little services. 
be A R 7 ‘a R S | U S bring in prospects through the Repair Dept. But, just 
AND © © re ; 
because these groups are not familiar with our termt- 
and withdraw from attempts to sell them anything they 


nO) idle Meee CC. do not need in place of repairing a usable item. Often 

they are even suspicious of attempts to sell new merchan- 

CABLES: SLUBAR - LONDON dise when they come in only for a repair job. Therefore, 
a eS the Newmans make no attempt to sell anything or even 

ALL QUALITIES AND SIZES POLISHED AND ROUGH to distribute literature to those coming into the repair 
FROM: department. Leaving with the glow that comes only from 








EO) 1010) NANA Ae DUP eedeeretn, =| friendly non-selling conversation, the customers who keep 
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four watchmakers busy all the time, are more likely to 
return when looking for jewelry. | 

The demand for this jewelry is created, of course, 
through advertising. Those who were born in another 
country, react about the same to displays as anyone else. 
Some appreciate artistic displays. Others don't. But all 
are attracted by them. Dr. Sidney Newman is artistically 
‘nclined. Near the door of his office in the rear of his 
store, a wall safe is covered with velvet on which jewels 
are hung in ever-changing artistic arrangements. A 
recent window display featured an artist’s pallet with 
colored stones in place of the paint in the circle around 
the edge of the pallet. Louis Newman claims he lacks 
his son’s artistic ability. But his goods are always ar- 
ranged very neatly and attractively. 

Weekly spot announcements on the local radio station 
and weekly ads in the largest newspaper in the city are 
the backbone of Newman promotions. Special care is 
taken to have very simple English used in these ads, with 
a play on repetition of sounds or rhymes to make the mes- 
sages “stick in the minds” of the public. “Take Your 
Watch To A Watchmaker—Not To A Watchtaker’’ is 
one frequently used on the radio. A very brief explana- 
tion, showing the retailer’s qualifications as a “Watch- 
maker” follows. Slogans like “Trenton Runs On New- 
man’s Time” have been effectively pulling in business 
for years (while taking little space) in the regular news- 
paper ads. 

Contrary to what we might expect, these jewelers found 
that broadcasting in foreign languages does not pay. 
Potential customers in each language group are too few 
to warrant this special appeal exclusively to them, even 


though the total number of prospects in all the language 
groups is sizeable. 

“Like the fellow in the story who predicted the 
weather by promising just the opposite to what the weath- 
erman said—I often do just the opposite to what seems to 
be the most popular methods for selling jewelry,” says 
Louis Newman. “But my way works so I’m satisfied.” 





Test Your Business Efficiency 


(From page 84) 


The Business Analyzer showing totals taken from the 
books each month is the trouble-shooter for this job. 

Jewelers who analyze their business figures monthly, 
usually compare each account with the same account on a 
prior statement or they go back to the same month in a 
prior year to make the comparison. Those who do not 
compare profit and loss statements monthly either check 
the current month’s results against the prior statement, 
which may have been prepared months before, or they 
pass up the monthly check-over and compare: one state- 
ment with the next regardless of the period intervening. 
Often it is one year. The jeweler who follows this method 
cannot test his business efficiency with absolute accuracy 
any more than he can test repair work properly without 
chart records and watch-rate recorders. 

The jeweler who checks one month’s figures with his 
figures of a prior month or the same month in prior years 
gets a piecemeal picture that prevents him from taking a 
long-term objective of his operation. By using the cumu- 
lative figures on a Business Analyzer he considers the 
totals on cost of goods sold, margin, overhead expense 




















WHOLESALE JEWELRY SALESMAN! 
kxceptional Opportunity—for the Right Man 


We have an established 2 State territory avail- 


able—Wisconsin and Minnesota. 


Must be a first-rate salesman—prefer man who 


has traveled these States. 


Apply at once — in confidence, giving detailed 


information as to your past experience. 


PAKULA AND CO., 5 NO. WABASH AVE., CHICAGO, ILL. 
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RE IT 1S! and net profit in ratio to sales for the prior 12 months 
HE e and gets a more reliable picture because the figures ar. 
built up the same way. they are up-to-date, and yearly 
THE averages, which eliminate extreme fluctuations in any one 
month. Then too, the jeweler who compares a curren 
month’s statement with the figures on a prior statement jg 
usually out of focus with reality because his experience 
figures are too old. 

The only bookkeeping work needed with this busines 
tester is the posting of the books at the end of the month 
and the tabulation of a trial balance, so that the jewele; 
is sure the debit and credit accounts balance. This work 
that promises plenty of should be done anyhow, so the Business Analyzer dog 
not increase bookwork. From the books at the end of 
each month, the jeweler can enter the accounts in the 
columns shown on this form. 
novelty to prevent The Business Analyzer does not take the place of the 
Milady’s shoulder bag monthly profit and loss statement because it doesn’t sup 
ply the breakdown on the overhead accounts, but it does 
provide a long-term objective on trends, which is not 
available by means of profit and loss statements. Con. 
sequently, even if the jeweler does receive a statement 
regularly, he should also use a Business Analyzer. Those 
mat service, everything jewelers who do not prepare statements monthly or quar 
terly will find the Business Analyzer a good substitute. 
















A brand new idea 


sales and profits. An 


eye-catching shoulder 


from slipping. 


Priced for popular 


selling. Counter cards, 


you need. See our rep 
Inflation, deflation, the shifting of supply and demand 


one way or the other, keener competition, pressure for 
lower prices or better quality, basic economic factors 
such as these, throw prior costs out of line with current 


191 Barton St., Pawtucket, R. | costs, and this fast change of pace must be recorded by 
es e Te } 


or wire now to 





Pat. Pond. 


an adequate control that is flexible, accurate and easy to 
compile. 
This form saves time in the analysis of business figures, 
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_ watch-rate recorder in the repair department. should be a 
_ satisfactory instrument for analyzing operating results 
speedily and accurately. 


Chelseo 2-4880 § = This Business Analyzer will flash the red light immedi- 

—— ately if the ratios get out pf line. Successful business 
operation is largely a matter of ratios. Dollar results 
are important, of course, but ratios are the yardsticks that 
measure results. 


EATS ALL it keeps the jeweler informed anent his managerial efh- 
| ciency, it tells him when his overhead expense is getting 
t OMPETITION out of line, without requiring him to pore over many 
I in production & delivery of different statements and accounts covering different 

CUSTOM ian periods in order to determine what his business is doing 
TAILORED B fe G 5 & R 0 L L S | and how the current results compare with prior periods. 
‘ e To Protect Your Merchandise mead Only when a Business Analyzer shows that operating 
‘ e To Merchandise Your Product A ratios are going too far off the beam need the jeweler 
: PACIFIC SILVER CLOTH © ANTI-TARNISH FLANNELS eet. K make a detailed analysis of his book figures to find out 
; ACCUPAC COTTON-LINER PAPER ¢ KIMPAK _ the reasons. Otherwise, this trouble-shooter, like the 
i 
= 
























NOW ANYONE 
CAN ENGRAVE RINGS 











‘Small Fry Bar’ Gets Customers Early 


| Denver Jewelry Company, of Denver, Colorado, makes 

it a point to concentrate upon the children, especially the 

smaller children. The store has a special “small-fry bar’ 
ae fi with inexpensive timepieces, pen and pencil sets. costume 
Send for pe. 7, mm jewelry, wallets and billfolds—everything that children 
Folder R Vis auiiieas a2 so dearly love. With every Saturday afternoon’s arrival, 
— the jeweler hands out a Walt Disney comic to the first 
25 children to come to the “small-fry bar”; the others 
may look about and browse round the bar and its met- 
chandise. 














NEW HERMES — pay out of profits 


13-19 University Pl.. New York 3 
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‘No Sales’ Policy 


(From page 90) 


my prices with suspicion, and I’ve probably lost a cus- 
tomer. On the other hand if he knows I don’t have sales, 
he feels confident that today's price won't change tomor- 
ow or the next day. He likes Roath’s, and he'll feel like 
coming back! 

“| feel we've also gained our customers’ confidence by 
gelling good, standard quality merchandise, featuring 
‘brand names, keeping to a ‘no high pressure selling’ 
policy in advertising and over-the-counter contacts and 
by giving special attention to our repair department.” 

That the latter has proved profitable for Roath’s is 
evident in the fact that there are three men employed 
full time in the firm’s repair department. 

In the new building this department is located at the 
rear of the store in an area twenty feet long and seven 
and a half feet wide. A northern-exposure wall of plate 
glass and glass bricks provides a maximum of natural 
light. 

Main problem in the new store building was how to 
make the most efficient use of a limited sales room space, 
fifteen feet wide and 30 feet long. 

‘It took lots of planning to determine how to best 
utilize the space,” Roath asserts. Walnut wall and floor 
cases were specially made, much narrower than standard 
but well-planned in proportion to the entire store. 

Shelves on the wall cases are only ten inches wide, 
except for two cases at the extreme back of the store 
which are 17 inches in order to accommodate larger 
pieces of merchandise. Floor cases are twenty inches 
wide. 

Cases are set parallel to the walls along the length of 
the sales room with adequate working space between 
wall and floor case for sales personnel. Space saved by 
the narrower cases provides plenty of room for customer 


trailic. 


SILVER DISPLAY FOCAL POINT OF STORE 


Focal point of the sales room is a silver display table 
at the rear with two chairs where customers may be 
seated while looking at flatware patterns. 

Built in the wall above this table is a shadow box of 
modernistic design for crystal and hollowware displays. 
Ceiling of the room is coved, and the color scheme 
leatures grey with aqua trim and walnut fixtures. Floor 
is marbelized grey asphalt tile. 

“Lighting is always a problem in a jewelry store,” 
Roath believes. His solution is a series of eight foot 
luorescent slim-line fixtures extending the full length of 
the store. Heating and cooling are contained in the same 
fixtures as the lighting. 

Success for any jeweler, Roath feels, is a matter of 
giving attention to details, developing a talent for getting 
good people as employes and keeping them (one Roath 


employe has been there 15 of the 20 years the store has 


been in business) and finally “lots of hard work.” 

Roy Roath also believes in advertising. He is currently 
using a consistent newspaper schedule and direct mail 
pieces. In the past he has also used radio. 
| He is quick to point out that he doesn’t think advertising 
8 a miracle-worker, but he believes keeping the Roath 
name before the public pays dividends. 
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WE SPECIALIZE IN GOLD & PLATINUM CHAINS 

















SALESMEN WANTED 


2 Experienced Salesmen, to sell retail and 
credit jewelers, for top-line popular priced 
watch for a long established reliable watch 
importer. 


For the Following Territories: 


1. New York, Pennsylvania, Ohio, West Vir- 
ginia, Michigan, Indiana, Kentucky. 


2. Illinois, Wisconsin, Iowa, Missouri, Ne- 
braska, Kansas, Minnesota. 


Covering large and small cities. 


Liberal drawing against commission-——man 





carrying other non-conflicting line preferred— 
must travel by car. 


Experienced only—with large following. 





Give full details—references and former con- 
nections. 


Address BOX "A., 1033" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 
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The elegant Brides Room reflects 
good taste, and intelligently gp. 
ranged merchandise creates an 
atmosphere of ease and comfort 
A grey embossed carpet cover 
the floor and the walls shown here 
are dark green to match the wall. 
paper's background on the right 
wall. This room occupies aboy} 
one eighth the total store areg, 





“A Store Within a Store’ 


Three generations of jewelry service to the community went into the design 
and operation of the Brides Room in Leonard’s new store in Statesville, N. C. 


The year it’s been functioning proves that old ideas can work out very well. 


We Leonard’s opened a new store in 
Statesville recently, it carried the prestige of three genera- 
tions of jewelry service in North Carolina communities. 
As in the six other stores, Leonard’s purpose was to create 
a store that would serve this town’s particular type of 
shopping interest and become an integral part of it. 

While Leonard’s had established themselves in States- 
ville two years prior to the opening of their new store, 
when they succeeded the Shaffer store which acted as a 
temporary headquarters, they preferred something that 
would be custom styled to their own merchandising meth- 
ods. So, as soon as space became available in the mod- 
ernized Cooper Building, they moved in. 

Opening day at Leonard’s was a gala affair of flowers, 
radio broadcasts, prizes, souvenirs for the large crowds 
that attended. More than $1,000 in prizes including 
diamond rings, silverware, and desk sets were given to 
those holding lucky attendance cards. No merchandise 0b sew ee toed to en ter 


was sold. flowers lining the counters. The store is located in 
In their newspaper advertising, Leonard’s emphasized the recently modernized Cooper building. Leonard's 
believe well designed stores are a compliment to 

(Please turn to page 134) customers’ tastes, as this picture strikingly discloses. 
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—Htouse beauliful 


BETTER your home...better your LIVING 





_> 


A DIGEST OF SALES-BUILDING IDEAS FOR YOUR STORE FROM THE PAGES OF FEBRUARY 
HOUSE BEAUTIFUL WHICH REACHES YOUR BEST CUSTOMERS ON OR ABOUT JANUARY 20th 





= _ 


A PARTY MENU Is no better than the setting in which it is 
served, says February House Beautiful. To support this 
contention, which is an excellent display theme for your 
store, the photograph reproduced here appears in full 
color with the “What is a Good Party Menu?” editorial, 
starting on page 100. The plates and centerpiece echo the 
color of the food itself. The linen tablecloth and napkins 
are from John Matouk & Co., New York, N.Y.; the “Spring 
Glory” sterling flatware from International Silver Co., 
Meriden, Conn.; the handmade glassware by Tiffin Glass- 


masters, Tiffin, Ohio. 








PUBLIC TASTE IS BETTER THAN WE THINK 





FREE DISPLAYS 


MOUNTED DISPLAY 
CARDS FEATURING 
PRODUCTS ADVERTISED 
IN FEBRUARY HOUSE 
BEAUTIFUL ARE YOURS 
FOR THE ASKING...TO 
HELP BRING YOU THAT 
EXTRA BUSINESS. TURN 
THE PAGE FOR EASY 
INSTRUCTIONS ON 
ORDERING. 
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Says February House Beautiful 


February House Beautiful comes 
up with the third in a series of three 
articles on the findings of a survey 
made among 46 home furnishings 
manufacturers (both volume and 
high-priced) to ascertain what their 
best selling designs were during 
1950. And these findings are signi- 
ficant to all retailers who sell deco- 
rative products for the home... 
whether they be china, glassware or 
wallpapers. 

The “winners” were uniformly 
well designed. The colors, patterns, 
and textures that enjoyed the greatest 


sales success were definitely in good 
taste and beautiful. Seen together 
as a cumulative exhibit. these best- 
sellers were overwhelmingly evi- 
dence that the public’s taste is a 
great deal better than is commonly 
recognized. The high correlation in 
color means American consumers 
are assembling the right things 
together. 

It’s factual information that will 
be invaluable to you in planning 
your 195] promotions... in build- 


>... 
———— 


(continued on following page) 
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RIGHT FROM HOUSE BEAUTIFUL 








ADVER-TIES 


FOR EASIER, MORE PROFITABLE SALES TIE-IN YOUR FORTHCOMING PROMOTIONS WITH THESE 
FAMOUS NAMES FEATURED IN THE ADVERTISING PAGES OF FEBRUARY HOUSE BEAUTIFUL 





SILVERWARE 


1. ALVIN STERLING 
ALVIN SILVERSMITHS 


2. FISHER MASTERPIECES IN STERLING 
THE FISHER SILVERSMITHS, INC. 
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3. TOWLE STERLING FLATWARE 


FRENCH PROVINCIAL PATTERN 
TOWLE SILVERSMITHS 


Towle’s French Provincial, a simple and charm- 
ing pattern with great appeal for those who 
prefer moderately decorated Sterling. This 
solid silver pattern by Towle fits perfectly 
into Colonial and contemporary homes, as 
well as in those with French Provincial decor. 
Six-piece place setting $29.75, single pieces 
from $2.25, tax included. 


Send for your 


FREE DISPLAY 





Send for your FREE House 
Beautiful Window and Counter 
Display Card this easy way. ... 


Avenue. New York 22, N. Y. 





MORE ABOUT PUBLIC TASTE 


ing displays of your best-seller mer- 
chandise. So watch for this enlight- 
ening continuation of the color and 
pattern story which began in our 
November issue. Put it to work for 
your business...so you can take 
advantage of today’s long-term 
American trend! 





NAMES THAT SELL 


In silverware, china, glass- 
ware. all the kinds of mer- 
chandise you carry in your 
store. feature nationally- 
advertised. nationally-known 
brand names prominently... 
names that regularly parade 
across the pages of House 
Beautiful. Those are the names 
your best prospective  cus- 
tomers have faith in... the 
names which sell themselves! 











House Beautitil 





Circle the numbers below which appear beside the advertisements you 
wish mounted. fill in your name and mailing address and mail coupon to: 
Merchandising Division. House Beautiful AMlagazine. 572 Madison 








J.C. — FEB. 
1 2 4 5 6 
NAME 
ADDRESS 
CITY ZONE STATE 
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CHINA & GLASS 


4. CEMAR SEAFOOD SERVICE 
CEMAR CLAY PRODUCTS CO. 


The many cuftomers who are thrilled by 
unique and lovely new serving dishes will be 
delighted with Cemar’s distinctive Seafood 
Service — large covered casseroies and indi- 
vidual-size casseroles in the shapes of fish, 
lobsters and crabs. Colors are rich moss 
green and lime. The unusual designs will be 
advertised in February HOUSE BEAUTIFUL. 
Complete Cemar Catalog on request. 


5. RUSSEL WRIGHT CASUAL CHINA 
IROQUOIS OF SYRACUSE 
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CANDLES 


6. TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO. 


Taperlites in space saving, spoilage reducing, 
and protective ‘“Two-Pack’” boxes by Will & 
Baumer Candle Co., Syracuse, N. Y., come in 
consumer-tested ‘‘most-wanted” colors, saving 
dealers loss from slow-moving stock. Special 
colors available in small quantities. News- 
paper mats, folders, counter cards, window 
streamers, two display stands are free to 
dealers. 
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Active Patterns in SELVERP 


Alvin Gorham Holmes & Edwards 


The Alvin Corp. The Gorham Co. The International Silver Co. 
Providence, R. |. Providence, R. |. Meriden, Conn. 


Fashion Lane Cavalier Invitation Lady Caroline New Elegance Danish Princess Lovely Lady Spring Garden Adoratio 


Guildcraft National King Edward Commun 
@ National Silver Co. National Silver Co. National Silver Co. Oneida Lt 
New York, N. Y. New York, N. Y. New York, N. Y. Oneida, N. 


Astrid Concerto Devotion Narcissus Roseberry Cavalcade Holiday King Edward Moss Rose Coronation Evening Star Lady Hamilton Morai 





MILVERPLATED FLATWARE—1991 


Holmes & Edwards 
The International Silver Co. 
Meriden, Conn. 
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Spring Garden Youth Adoration 


Community 
Oneida Ltd. 
Oneida, N. Y. 


Evening Star § Lady Hamilton Morning Star 


Daffodil 


Brookwood 


F 
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1847 Rogers Bros. 


The International Silver Co. 
Meriden, Conn. 


Bly 


Eternally Yours 


First Love 
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Remembrance 


1881 (R) Rogers (R) 


Oneida Lid. 
Oneida, N. Y. 


Plantation 


Bridal Wreath 


ex Se ii: oe 
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Inspiration 


Fantasy 


% Rogers & Bro. 
The International Silver Co. ® 
Meriden, Conn. 


Wm. Rogers & Son 
The International Silver Co. 
Meriden, Conn. 
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Rapture Starlight April Exquisite Gardenia 


Reed & Barton 
@ Reed & Barton Silversmiths @ 


Taunton, Mass. 


Tudor Plate Wm. A. Rogers Sectional 
Oneida Ltd. a Oneida Ltd. 
Oneida, N. Y. Oneida, N. Y. 


Ky 


Sweet Briar Festivity Old London 





Another Jewelers’ Circular-Keystone Merchandising Tool. . . 


The JC-K Silverplated 
Flatware Index 


‘ee annual index of quality silverplated flatware patterns sold 
through jewelry stores is much more than just a display of attractive patterns. 
This index can be utilized by the jeweler both at the point of sale as a catalog 
of available flatware stock, and as a promotion piece for window and in-store 
displays to put across to customers the wide selection of flatware patterns cur- 
rently available. 

So that jewelers may refer to them quickly, these quality plated patterns 
are grouped according to manufacturer and brand name. The 44 patterns on 
these pages represent an additional 15 patterns since the last J C-K index was 
published in January 1949. Promotional, premium, private, and hotel and 


restaurant patterns are not included. 





For jewelers desiring this valuable selling tool, 

Unfolded additional copies are available, mailed unfolded 

Copies at ten cents each. Send your requests to THE 

hualiaha JEWELERS’ CIRCULAR-KEYSTONE, 100 East 42nd St., 
valiabie New York 17, N. Y. 
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To sum up: The “Ability” of the People to Buy: 

We find it “certain.” 

People will have plenty of money, even after taxes and 
allowing for increased prices, to buy more goods from 


earnings. 


Comparison of Individual Savings to Long and Short Term Debt 





Individual Savings ., 


Short Term Debt 


Private Long Term Debt 


1930 "31 32 33 “34 "35 "36 “37 “38 "39 “40 “41°42 ‘43 “44 ‘45 "46 ‘47 “48 “49°50 
(From The Economic Almanac for 1950) 


Savings alone could give them the confidence to spend 
their current surplus incomes. 

Also on the basis of their earnings, additional credit 
obligations could safely be assumed by them. 

In the two preceding sentences we have italicized the 
word “could.” That word would have been “will,” if 
we were at this time in a natural market. Instead we are 
facing an increasingly unnatural market, because much 
of our present activity is due to the anticipation of war- 
time production. By mid-year our extremely high rate 
of production will be due to the unnatural demands for 
military, defense and associated products. This unnatural 
situation requires unnatural government controls. 

Controls are first put on consumer credit to check ruin- 
ous inflation which would otherwise result from public 
buying in abnormally large quantities for its futwre needs. 
We have already seen how effectively controls have 
worked in limiting the sales of automobiles and new 
homes. These particular controls prove to have been a 
timely savior for the “lesser” industries; preserving for 
them during the coming year, their share of the “dis- 
cretionary’ income of the workers which would otherwise 
have been spent in advance, in the form of credit obliga- 
tions. 

An interesting phase of credit restrictions which has 
considerable significance for the retailer, is that credit 
restrictions are actually a form of rationing. Yet this 
rationing, unlike coupon rationing, bears more heavily 
on those consumers who can’t meet the price tag or its 
substantial down payment. Those stores offering merchan- 
dise on which there are credit restrictions, and whose 
customers are confined largely to the marginal income 
group will, during any adjustment period, feel the pinch 
of credit regulations most acutely. 
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What’s Ahead for ’ 


Continued from page 73 








Inasmuch as there are at this writing no credit , re- 
striction affecting jewelry, the average jeweler stands to 
benefit by the credit limitations now on heavy durable 
goods. For these credit restraints limit the wage earners’ 
selection of big-ticket merchandise. 

However, retailers in favored fields who abuse this 
favorable condition by over-promoting the credit angle 
(“Nothing Down,” etc.) will certainly bring government 
regulation down on their industries. 


(b}) “PROBABLE” TRENDS AFFECTING BUYING ABILITY 

It is probable that some areas, particularly those de- 
pendent upon local heavy industries, will find those in- 
dustries temporarily laying off help during periods of 
conversion to war work. This could put a corresponding 
brake on retail activities in the area. On the other hand, 
industry is currently planning plant-expansion outlays 
during the first quarter of 1951 30% greater than for 
the same quarter of 1949. This will require great numbers 
of workers. 

It is probable that after credit controls are firmly 
established and the government agencies are organized 
sufficiently to handle the work. that commodity controls 
(rationing) will be set up. (Material controls are being 
established just as rapidly as the government can deter- 
mine the anticipated needs of the military, and as fast 
as the authorities can establish the administrative ma- 
chinery to issue those orders). Then price controls will 
of necessity follow; to make them effective, wage controls 
will have to go hand-in-hand with them. (Just at press 
time, the government ordered the auto manufacturers to 
roll back their prices to Dec. 1, 1950.) 

Then, in order to provide necessary precedence for 
war work and war workers and adjust inequitable hard- 
ship cases, there will be woven through all the above 
(credit, commodity, price and wage controls) a system 
of priorities. It’s probable that we will, as quickly as the 
agencies can be built up, be working under a blanket of 
government regulations which will approximate a war 
economy. (The President’s message delivered as we go to 
press, converts this “probability” into a “certainty.”) 

As mentioned, one of the prime purposes of consumer 
credit controls, is to turn surplus earnings into savings. 


{c}) "POSSIBLE" TRENDS AFFECTING BUYING ABILITY 

Because of the probability of the above mentioned con- 
trols, there is a possibility that a habit of saving might 
replace the existing habit of spending—and divert a 
large portion of the “discretionary surplus” away from 
the merchandise market and into savings. 

Such a trend would also eliminate as a commercial in- 
fluence the $217 billion the public now has in liquid 
savings. 

One of the purposes of commodity controls (rationing) 
is to divert consumers’ surplus away from buying things 
made of scarce materials, by factory skilled labor, on 
mass production machines. 

It is, therefore, highly possible that the public, unable 
to buy its fill of heavy durable goods because of credit 

(Please turn to page 135) 
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A Practical Course in Artistic Enéravin¢ 


Section E—Roman Letters—Parts 2 through 5 





Section E—Roman 


* Drawing on paper — Modern Roman Al- 
phabet and numerals; principles of con- 
struction. 


2. Cutting stems and serifs. 

3. Cutting alphabet. 

4. Cutting numerals. 

5. Cutting names, dates and inscriptions. 


(*Subjects completed in previous installments 
of series.) 





2. CUTTING STEMS AND SERIFS 


To cut the thick stem as used for the 
letter “I,” lay out on a practice plate 
two lines about one-fourth of an inch 
apart. Erect several perpendicular 
lines across the plate. Mark off the 
width of the letter “I’’ and begin cut- 
ting. See Figure 44—Steps 1, 2, 3, 
and 4. Three shade cuts are made from 
the bottom up, placed closely like rib- 
bon cuts. Then, one shade cut is made 
from the top down, placed closely so 
that no gap appears between cuts. 
Next, the serifs are put on to square 
off the ragged ends. To make a serif 
three cuts are used. One straight cut 
across the bottom of the figure to 
smooth out the ragged ends and give 
a perfectly straight base. Then, from 
the right make a short pick, triangular 
in shape, shading into the stem. 
From the left, make a triangular 
pick shading into the stem. Turn 
the block and cut the top serif in the 
same manner as the lower serif. To cut 
the thin or narrow stem as found in 
the two parallel lines in the letter “N,” 
use one cut up and one cut down. 
Square off with serifs. See Figure 44, 
Steps 5, 6, 7, and 8. 


3. CUTTING ALPHABET 


Cut all straight letters in the alpha- 
bet first, or those without curves using 
a height of 5/32 of an inch. The tops 
of the “E—T—-F—L” may prove puz- 
zling. Refer to Figure 44. The tip of 
the top bar of the letter “E” (Figure 
44-D) is cut by using two cuts up into 
the bar and one cut down to square the 
edge. The bottom tip (Figure 44-C) 
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should be a trifle larger and all three 
cuts are made down into the bar. The 
serifs are made as usual. The “F” and 
“L” have the same treatment. 

The left tip of the top bar of the 
“T” (Figure 44-E) is made with three 
cuts upward into the bar. The right tip 
is made with two cuts upward and one 
downward to square the edge (Figure 
44-D). One rule to remember is to 
lean shade cuts in the direction of the 
center of the letter. This preserves a 
sharp edge throughout the letter. 

The curved letters which are more 
difficult can be cut now. A definite 
principle is followed here. As in the 
letter “D” (Figure 44) the straight 
stem is cut first. Next, one cut should 
be made from right to left on the bot- 
tom bar (Figure 44, Step 9). Turn the 
block and make the same cut for the 
top bar. The next cut starts at the 
bottom of thick stem just above the 
first cut on the lower bar. This cut 
forms the side curve of the “D” and 
ends underneath the top bar at the 
thick stem (Figure 44, Step 10). Two 
ribbon fill-in cuts are added and the 
fourth cut starts at the beginning of the 
lower bar cut, ending at the raw edge 
of the top bar cut (Figure 44, Step 11). 


Figure 44. 
Designing key 
and cutting 
procedure for 
Roman alphabet. 


This last cut should be made very care. 
fully as it must blend smoothly with 
the two bar cuts. The “B,” “R,” and 
“P” fall into this group. The “QO” and 
“Q” are regular ribbon cuts and pre. 
sent nothing new. 

The “C.” “G” and “S” have peculiar 
tip treatments and should be studied 
separately. (Figure 44-A and B). The 
top tip of the “C” and “G” have three 
cuts up and one cut down. Then one 
straight cut is used to square off the 
bottom of the four lines. Last, a tiny 
triangular pick is used to close up the 
gap at the beginning of the fourth cut 
down. The bottom of the “G” has three 
up cuts with one down cut. A half 
serif is used on the top of the four cuts. 
Close up the gap at the bottom of the 
down cut with the little triangular pick. 
The tips of the “S” are treated the 
same way as the tips of the “C” and 
“G.” Note the top tip is smaller than 
the lower tip and the lower tip is 
squared off parallel with the thick stem 
of the letter. 

The only way to design a symmetr- 
cal letter “S” is to construct first a 
perfect figure eight. The contours of 
the “S” conform perfectly with this 
figure. After considerable practice and 
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MANAGER: Palladium wasn’t new in jewelry 
even when | started as a clerk. And that was 
20 years ago. 


NEW CLERK: How was it used? 


MANAGER: As the setting for diamonds in 
gold rings. 


NEW CLERK: | see, it doesn’t make sense to 
set a perfect white diamond in anything but 
a white metal. 


MANAGER: Right, so instead of setting dia- 
monds in gold, ring manufacturers chose palla- 
dium. A very logical choice, too. For palladium 
is one of the six members of the platinum fam- 
ily of precious metals — platinum, palladium, 
rhodium, ruthenium, iridium and osmium. It is 
naturally white and it stays white. Moreover, 





it is strong, and holds diamonds very securely. 


NEW CLERK: Do gold rings still have palla- 
dium settings for their diamonds? 


MANAGER: Yes, that particular use of palla- 
dium has been going on for over 25 years now. 


NEW CLERK: Lately, though, I’ve become 
more conscious of all-palladium jewelry. 


MANAGER: That’s because more and more 
manufacturers are recognizing palladium as a 
jewelry metal in its own right. Today, we're 
handling a full line of all-palladium pieces in- 
cluding rings, brooches, ear-clips and pins. 


NEW CLERK: Well that’s as it should be. 


After all, it is a sister metal to platinum. 


JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


LP A | | A [) M:? PRECIOUS METAL 
FOR FINE JEWELRY 


FOR JANUARY, 1951 





PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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study, cut the entire Roman alphabet. 


4. CUTTING NUMERALS 


After cutting the alphabet the num- 
bers present no further problem in cut- 
ting. Care must be taken to get bal- 
ance in design. Be sure numbers are 
of equal widths. After becoming com- 
pletely familiar with the numbers, add 
them to the Roman alphabet plate. 


5. CUTTING NAMES, DATES AND 
INSCRIPTIONS 

Single names should be cut first, 
then full names, then two line inscrip- 
tions including name and date. The 
spacing of Roman letters is more 
mechanical than script. There are cer- 
tain letter groups that must be carefully 
watched because of their open con- 
struction on one or two sides. The 
“A-T-V-W-Y” are letters that are open 
on two sides and should be _ placed 
closer to the preceding and following 
letters to avoid any unsightly gaps 
from showing up. The “F-J-L and P” 
are open on one side and the preceding 
or following letter, as the case may be, 
should be moved in closer to close the 
natural gap and balance with the rest 
of the spacing. Here as in script, it 
must be remembered that good spac- 
ing is done by eye and not measure- 
ment; it is optical, not mechanical. One 
caution: parallel stems that may fall 
next to each other should be given a 
little more space to offset the optical 
illusion created by parallel lines. Par- 
allel lines always appear to be closer 
than they really are. 

In concluding instruction for the Ro- 
man alphabet, refer to Figure 465. 
Shown here is a slanted style widely 


AR 
S 
» SIO 





Figure 45. Slanted Roman Style. 


used and with much to be said in its 
favor. Designing and cutting it involves 
no new technique and it offers a pleas- 
ing variation of the vertical style. The 
vertical style is chosen for basic in- 
struction because of its exactness; a 





slight error is easily detected. The 
slanted style does not show up an error 
so readily. For instance, upright lines 
that are slightly off parallel may not be 
noticed at all, due to the slant. 


(To be continued) 





National Publicity Gives Idea for 
Display Tie-In 


A window display centering around two home-grown 
diamonds tying in with a feature article in the Saturday 
Evening Post, built up wide interest in the windows of the 
Bunde-Upmeyer Jewelry store at 633 North Plankinton 
Avenue, in downtown Milwaukee, Wisconsin. 

A newspaper story in the city’s two leading newspapers 
told the readers that two Wisconsin diamonds were on 
display in this window; and then went on to give a little 
of their background. The writeups told how back near 
the turn of the century, a farmer named Conrad Schaefer 
found the stones near Saukville, Wisconsin, and he kept 
them for fifteen years before his curiosity got the best 
of him and he took them down to the state chemist’s 
office in Milwaukee to be assayed. To his astonishment, 
the chemist told him that chemical tests proved both 
stones to be real diamonds, the larger weighing six and a 
half carats, and the smaller weighing three carats. He 
sold the two stones to the Bunde-Upmeyer firm. 

In an issue of the Saturday Evening Post this year, 
there appeared a feature article by Neil M. Clark, en- 
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titled, ““Wisconsin’s Mysterious Diamond Hoard.” In this 
three-page story, he told how reputable scientists believe | 
that the world’s richest undiscovered treasure lies buried 
somewhere in the North American continent. Then he — 
added the details on how these two uncut diamonds were 
found in Wisconsin; and he gave a plug to the Bunde. 
Upmeyer firm by telling how the farmer had sold the 
stones to this store. 

Here was a chance to profit from this nation-wide pub- 
licity, Mr. Bunde figured, so he worked out his display 
idea. He took a copy of the magazine and underlined his — 
store’s plug with red pencil. Then he borrowed a mag: © 
nifying glass from a nearby optometrist. He propped up 
the magazine on his window’s interior base and then 
fixed the magnifying glass in an upright position so that 
it focused on the section in the magazine bearing the 
underscored lines. Thus, when a passerby stopped and 
looked through the magnifying glass, he could read easily 
that part of the story about the Bunde-Upmeyer firm. 

Lying near this magazine setup, were the two diamonds, 
each in a black box. Two small white signs tell the public 
the weight of the stones. The rest of the window was 
left bare to dramatize the little stone display. 
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NCE 1949 —THE ONLY DIAMOND-SELLING PROGRAM 
WITH A PROVEN RECORD OF SALES! 
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We opened 722 NEW diamond accounts the 
“We 





Over 10,000,000 Responses to 100,000 Broadcasts! ... of the ORIGINAL TAG-A-TUNE — the 
one minute radio program that has been in operation for two years. It’s incredible — the fabulous 
results Tag-a-Tune subscribers are getting from this sensational promotion for your diamond 
business! Tag-a-Tune radio spots give you the kind of store traffic that brings MORE CUSTOMERS 


INTO YOUR STORE .. . increases YOUR SALES . . . makes MORE MONEY FOR YOU! ands; Tag-a- 
Tune offers you proof positive that, through this original, copyrighted radio promotion, fantastic 
results have been brought to the nation's leading jewelers! 

Leading Jewelers Are Overwhelmingly Enthusiastic about Tag-a-Tune — the Result-Getting 
DIAMOND promotion. | 
***Revolutionized the jewelry business! I'm in my 20th month of Tag-A-Tune and it's still going strong!" 
*"*Have had to DOUBLE my sales force. In our first Tag-A-Tune year Diamond grosses went UP 45% although 
my advertising budget was cut 65%.''* 

*"'Most fantastic results in our store’s 30 year history. We opened 722 NEW diamond accounts during the first 
month of Tag-A-Tune.”’ 

*''Tag-A-Tune is pure genius. Imagine ... JULY a PEAK month in the jewelry business, and growing ever since."’ 
*First month's gross from Tag-A-Tune alone was over $20,000 in our one 
store." 3 3 

*""'We had Christmas business in Janvary because of Tag-A-Tune. More 
traffic at the diamond counter than we could handle.” 
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Store Within a Store 


SHERIDAN SILVER 


FINE SILVER PLATE 


(From page 126) 


their “store within a store”’—the Brides Room. | Was 
here that the importance of a completely modern store 
was stressed in the design and furnishings which are jp 
unpretentious harmony with the quality merchandise on 
display in the large room. Leonard’s believe that tha 
thoughtfully planned store is a compliment to customer’ 
tastes. 

The Brides Room, which takes 12 x 27 feet of the 195 
x 25 foot total floor space of the store, is located in the 
right rear. It has open type wall cases. Along the side 
of the left wall, there is a 12-foot counter with two lass 
shelves above it. A silver flatware case forms part of the 
displays in addition to a drop-leaf dining room table op 
which different patterns are tastefully exhibited. The 
right wall is papered with a magnolia design on a dark 
green background. The other walls are painted a dark 
green to match the green background on the wallpaper. 


To light the room and bring out the best in the dis. 
plays, a nine-light crystal chandelier is used both for dec. 
orative value and effectiveness. Other means of lighting 
include fluorescent strips and floodlights in the wall cases, 

The floor is covered with an embossed gray carpet and 
all the fixtures throughout the store are walnut. Interiors 
of cases have a lacquered pastel finish. 

This is the first Bride’s Room that Leonards have put 

ee into any of their stores and they feel that the undertaking 
en) caies gutters: Mond canted will definitely increase volume of silver, china, and glass- 
in heavy, Sheridan silver plote . . ) copper ware sales. W. H. Leonard, Jr., said recently, “We feel 
that our china, silver, and crystal volume has greatly in- 
creased over what it possibly would have been had we 
omitted the Bride’s Room from our plans.” After a year’s 
operation, he has found it highly successful. 


One of the reasons for its success has been their bridal 
consultant, Mrs. Arveta Gwalteny, who has been asked on 
several occasions to appear before clubs and lecture on 
the products carried in her department. The reputation 
of the new room at Leonard’s has become so firmly estab- 
lished that high schools in the area have asked permission 
to bring their students in the senior class to the store for 
inspection. While Mrs. Gwalteny is in complete charge of 
the department and is responsible for it in every respect, 
other salespeople are familiar with the merchandise and 
the policies in effect. 


The original idea for the Bride’s Room came from the 
store belonging to the father of W. H. Leonard, Jr., who 
had a store in Salisbury in which he had a “China Room.’ 
It had mirrored walls and ceiling as was customary in 

ed Estro borders enhance this magnifi | a number of stores at the turn of the century. As the 
1 and Coffee Service: Complete 6 pc. set, / name implies, only china was sold in this room and the 

eee ee ORR er. old records show that the operation was very successful. 
The Leonards decided to improve on this idea and feature 
nationally advertised silverware and glassware, besides 
fine china. 


Sh id Si] Co 4 W. H. Leonard, Jr. is the sole owner of four stores in 
eri all ver o* nc. North Carolina known as W. H. Leonard, Jr., Jewelers. 
SHOWROOM: FACTORY: In addition, there are three stores known as Leonard's 

339 FIFTH AVENUE 90 INGELL STREET Inc. W. H. Leonard III, vice-president of the corpora 


NEW YORK 1,N.Y. TAUNTON, MASS. tion and former manager of the Statesville store recently 
was recalled to active duty in the Armed Forces. 
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What’s Ahead for *5l 


(From page 129) 


controls and being limited in the purchase of other prod. 
nets, such as autos, building supplies (ranges, refrigera- 
tors, aluminum screens, etc.) because of limitations on ma- 
erials, may turn to jewelry. With their selection of avail- 
able items limited and their discretionary surplus beg- 
ging to be spent every pay day, they could well be at- 
tracted to the morale-building beauty of jewelry store 
tems. It is also highly possible that the government will 
recognize the value of consumer purchases of such mer- 
chandise, manufactured largely from metals in ample 
supply, by craftsmen not easily adaptable to war industry, 
with tools and machines of limited usefulness in produc- 
ing war material. Particularly as a good percentage of the 
price of many jewelry items (made of materials of high 
intrinsic value) are actually savings; for gold, platinum 
and precious stone jewelry has a substantial convertible 
value. Thus such purchases might well be considered by 
the government as a desirable means of creating savings 
and of draining off the consumers’ surplus which other- 
wise might be tempted into competition for the limited 
amount of heavy industry durable goods which will be on 
the market. Unrestrained competition for this limited sup- 
ply could result in inflation and a black market. Certainly 
the 20% tax on jewelry will put the Treasury Department 
on the jeweler’s side. Unfortunately, it is also possible 
that the Treasury in looking about for additional revenue 
may ask Congress for higher excise rates. Therefore, the 
constant vigilance of the industry is suggested to pre- 
clude such a development. 

It is, of course, possible that long-term, fixed obliga- 
tions assumed by that part of the public which has 
recently bought homes—and those who have bought auto- 
mobiles, television sets, refrigerators and washing ma- 
chines, etc., on credit, may find the fixed payments cut- 
ting through their weekly surplus and perhaps into their 
savings as soon as the new high 1951 taxes go into effect. 
However, inasmuch as the present total of long-term con- 
sumer debts does not indicate this to be a _ national 
condition, this factor is likely to be confined to a relatively 
limited number of people. However, they may be con- 
centrated in groups and the retailer in a territory made 
up largely of such a group, or a retailer catering to such 
type of customer throughout a city will do well to recog- 
nize the condition. 

Now let us consider: 


Ill. The Supply of Merchandise 
Available for the People to Buy 


In the preceding sections, we have touched on the 
availability of several classifications of .consumer mer- 
chandise and how their limited production will affect the 
people’s “desire” for jewelry and their “ability to buy” 
jewelry. Let us now look at prospects for the supply of 
jewelry store items as we stand on the threshold of 1951. 

Any analysis of this question seeking a specific answer 
at this time must be qualified by the effects of the rapidly 
issued Federal orders, which will result from the govern- 
ment’s clarification of its war effort. 


It can be generally stated that all big manufacturers 
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flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
flame for pipes 















UPRIGHT... for 
cigarettes and cigars 





















® Consistently advertised in national magazines with 
increased schedules planned for 1951! 

@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 
Retailing at: 

Heavy Silver Plate $10.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.95 

Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 Leather Covered $15.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet | 
Lighters to: | 





Name : ‘ . 





Firm Name 





Address ; 
| 
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of jewelry store items, particularly those who did war 
work in the past, are seeking war work now. They have 
carefully laid plans for their organizations and factory 
equipment, ready to go into production of government 
orders immediately on their receipt. 

One big question mark on many phases of the present 
production picture, is the amount of manufacturing ca- 
pacity needed for military orders. Practically no such 
orders had been actually received by producers as this 
review went to press. They are in the making but pre- 
cisely when they will be handed out is not known. The 
length of the interim period will have a direct effect on 
the amount of civilian goods preduced. 

Another blanket consideration is that the government’s 
limitations on the use of metal (copper, nickel, steel, etc. ) 
does not necessarily mean that if copper use is cut to 85 
per cent of that used in the base period (first 6 months 
of 1950) that the manufacturer can produce 85 per cent 
of what he produced in 1950. 

As one manufacturer put it, this order is only “a hunt- 
ing license”; the manufacturer must yet find the metal 
supplier who will give him the 85 per cent. Priority or- 
ders are eating up more than 15 per cent of available 
supplies. That they will consume tremendously increas- 
ing percentages is a certainty. 

It can also be generally assumed that workers available 
to (government specified) “non-essential” industries will 
be reduced as war plant needs increase. 

The following material is presented on the assumption 
that our country will be on an “emergency” basis during 
1951 and not a “war” footing. Any deterioration of the 


present “peaceful” situation, will bring an inverse worsep. 
ing in the consumer merchandise picture. 


WATCHES (Domestic Jeweled) 


Every one is familiar with the position of the Americay 
watch manufacturers during the past war when produ. 
tion was devoted to war needs. At the moment a similay 
situation is not an immediate threat. American watch 
companies are at this time working (as they have sincg¢ 
the war) on experimental, research and engineering ¢op. 
tracts but quantity orders for war work have not been 
received from the government. 

There is apparently sufficient material for manufacty,. 
ing purposes, but shortage of watch cases and attach. 
ments could prove a bottleneck. Manufacturers stay 
the New Year with a backlog of orders but the jeweler, 
just before Christmas, was well supplied. The immediate 
picture on supply is that there will be no great shortage, 


{Unjeweled) 


The present tight curtailment of metals, required in the 
manufacture of non-jeweled watches will not in the case 
of many domestic manufacturers, have the limiting effect 
on their watch production which might at first glance 
seem obvious. This, because many of these manufac. 
turers have been making other items (clocks, for exam. 
ple) which have consumed proportionately large quan- 
tities of metal. It is logical to assume that manufacturers 
with a restricted supply of metal will use what they have 
on these items where they can get the most in the way 
of production and profits. This suggests that non-jeweled 
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watch manufacturers will concentrate their materials and 
efforts on watches where they get the most mileage from 
their metals. The materials picture, not bright for the 
frst three months of 1951, will probably get worse during 
the balance of the year. It will, of course, be further ag- 
gravated if or when the government puts controls on the 
products which can be made. At the moment the govern- 
ment only controls the quantity of metal used, not the 
type of product in which it is used. 

(imported Jeweled] 

Jeweled lever watches imported into America are not 
likely to be brought in in a quantity exceeding 1950. 
The Swiss are said to be understandably “hedging” the 
American market because of their fear that our tariffs 
will be raised and the size of their U.S. market cut down. 
With the present prosperity in many South American 
countries, the Swiss are sending increasing numbers of 
watches there. Scandanavian markets are also being 
catered to. Other markets throughout the world formerly 
closed to Swiss watches by restricted import quotas are 
again opened to the Swiss because of the threats of war 
and those countries’ needs for imported movements. It is 
safe to assume also that many precision pieces necessary 
to military operations will be made in increasing quan- 
tities in Swiss watch factories and consume considerable 
watch productive capacity. 

The immediate prospect is that there may be a reduc- 
tion in the quantity of quality jeweled watches, particu- 
larly in some special models. However, supplies of these 
(water-resistant models, for example) should be arriving 
during the coming months in good quantities, though 
importers say delivery dates are lengthening on each new 
order placed. 


CLOCKS (Electric) 

Electric clock production will not be as seriously af- 
fected as might first be assumed. Electric clock move- 
ments do not use great tonnages of scarce metals. There is 
a flexibility in the business which also brightens the 
picture; dials, cases, backs, etc., now being made of metal 
can be made of paper, wood, leather, ceramics, etc., to 
conserve available metals. 

It seems likely that production will be off about 25 per 
cent during 1951, but that quantity will represent about 
10 per cent more electric clocks than produced in 1949. 

Even if all-out war and more stringent restrictions 
come, the clock business should be in a reasonably good 
position, because it proved its right to an “essentiality” 
rating in the past war. 


(Spring Wound) 

Metal restrictions are bound to have a limiting effect on 
the supply of spring wound clocks, employing as they do 
so much scarce brass and copper. Certainly the cheaper 
clocks in metal cases are going to be increasingly hard 
to come by. 


[Imported Movements—Clocks) 


Already there is a slowing up on deliveries from 
abroad, because the Swiss are also confronted with metal 
shortages. As there is more brass used in watch-clock 
movements than in wrist watches, production of the 
latter will, of course, be favored at the expense of small 
clocks. Labor shortage is also a problem in Switzerland. 
A good inventory of good watches in jewelry stores will 
during the coming year be particularly desirable. + 
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WATCH REPAIRING 


Since 1940 


One week's service on average overhaul jobs 


Ge 4 0.0050 cb cenndenhenendedonceceuseees $3.00 
iself-winding - $1.00 extra) 
Cleaning and Stef 2.0... cccccc ccc cccccccccs 4.50 
Cleaning and Mainspring .............---+ee0: 3.50 
Cleaning and Stem and Crown ............... 3.60 
EY 4 n.06 605 06-64 66.66000606006400008600% 2.50 
Stem end Crowe G@hy ...cccccccccccccccccces 1.75 
UNE. no nacewcceececceaseees etenen 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


a, EE er er ee 1.00 
is 606k 06066006006 eeeeeeenneens 1.00 
RS 4. « pacsnedennanseseneenens 1.00 


Chronographs overhauled (plus parts). ...$8.50- 10.50 
Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 








FF 120 ASSORTMENT AS 970 ASSORTMENT 
| only roller table, complete |} , only roller table, complete 
"yoke bridges 9" ke brid 

| "™ minute wheel P ip reine cas 

|! "setting wheel (inter- |] ! minute wheel 
mediate } | “ clutch wheel 

2 “ clutch wheels 1 “ hour wheel 

- hour wheel 2 "“ 4th wheels, sec. hand 

3 click springs vot 

3 “ clutch lever springs . er - 

2 " winding pinions winding pinion 

YOUR COST $3.00 |] YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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Exelusive limes of... 


© fine silver plated holloware 
® silverplated tableware 
© stainless steel tableware 
© unusual metal giftware 


Direct from our Swedish plants 


Swedish Metal Crait, Ine. 


1177 BROADWAY (Nr. 28th St.) NEW YORK 1, N. Y. 
Phone MUrray Hill 5-9244 














YOU CAN STAKE YOUR REPUTATION ON 


orth, amalon/ 


——_— 














Famous makers of the 


finest sterling and reput- 
able repair shops have 
learned to depend on 


Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 
and illustrations 
gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: ® ESTABLISHED 1871 
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SILVERWARE (Sterling) 


Unless the political situation deteriorates into a war 
there should be plenty of sterling, both flatware ang 
hollowware during 1951. It will be recalled that even jy 
the last war, manufacturers were allowed to produce 
sterling flatware, limiting patterns and reducing lines to 
essential (not fancy) pieces. 


(Plated) 


With steel (used in knife blades)—with copper and 
nickel (18 per cent) used in base stock of silver plated 
flatware, it is obvious that plated silver production durin 
1951 will be cut. One estimate places the cut at 75 per 
cent of 1950 production, but this does not necessarily 
mean a 25 per cent cut in quality plated flatware, because 
it is obvious that the manufacturer will not reduce al/ 
his lines in equal percentage. He will naturally use what. 
ever material is available in producing as much of his 
quality (long-profit) lines as he can. On the other hand, 
the government may place large orders for flatware for 
the armed services and thus reduce the amount of produe- 
tive capacity available for consumer merchandise. 

Most certainly promotional grades of plated silver (flat 
and hollowware) will disappear. The base metals are the 
key to the situation; silver is not scarce. 


JEWELRY (Karat Gold—Platinum) 


There are no government controls which at the moment 
threaten karat gold jewelry. This because copper, which 
is used in alloying gold is permissible for that purpose 
under present regulations. The amount of copper used for 
that purpose is relatively small and therefore an unim- 
portant consideration in the war effort. This phase of the 
industry is also fortunate in that the average age of its 
craftsmen is high enough to place most of them beyond 
draft age, even if it were increased. Though some of the 
manufacturers will find a limited amount of defense work 
suited to their machines and equipment, it is generally 
true that the karat gold and platinum manufacturers are 
not set up to take care of war work and will be able to 
produce for the jewelry trade in sufficient quantities. De- 
livery dates will no doubt be extended but there should be 
no shortages. Rumors of government controls on platinum 
have thus far not materialized. 


(Gold Filled—Rolled Gold—Gold Plated) 


The supply picture on gold filled, rolled gold and gold 
plated jewelry is being painted with government regula- 
tions on metals. The prospects of further restraints on the 
use of base metals (40% or more of copper), even to the 
elimination of its use in jewelry, has manufacturers of 
“plated” jewelry just sitting and waiting for confirmation 
of their fears. Many manufacturers are of course planning 
on the substitution of silver as a base stock but this will 
naturally create changes in their manufacturing processes, 
price structures and methods of merchandising. 

There is little doubt but that considerable of their 
productive capacity will be diverted to government work, 
direct and through subcontracting. Thus, there will defi- 
nitely be a 1951 shortage of rolled gold, gold filled and 
gold plated jewelry as we have known it in the past. 

As for synthetic stones the prices of these have stiffened 
from 10 to 25 per cent because of increased labor costs 
throughout the world, but there is no real scarcity of them. 
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p/AMONDS—OTHER GEMS 

Industrial diamonds are a vital, a critical, war ma- 
terial. The demand for them during the coming year 
can be judged by the fact that American industry alone 
is planning to increase its production capacity by invest- 
ing 30 per cent more in plant equipment during the first 

yarter of °51 than it did in 50. This means more need 
for industrial diamonds. 

As you cannot mine for industrial diamonds without 
also producing gvem-quality stones, the production of 
jewelry store gems will continue. It is natural that the 
diamond producing companies will concentrate their 
available manpower in those areas, such as the Congo and 
on those grounds where the percentage of industrial- 
diamond yield is the higher. However, there is no mine 
or area where the industrial diamond yield does not 
exceed the gem quality production. 

If the retailer is drawing a comparison of the diamond 
supply now with that of 1941, he must consider that at 
that time there was a good supply of gem stones available. 
Six months ago, a reliable source in England stated that 
supplies of gem diamonds then on hand represented less 
than 6 months’ production. 


(Colored Stones) 

Even in “average” times, precious goods are scarce, 
there is never an overabundance of fine stones. With the 
prospective consumer demand anticipated for next year, 
a scarcity is anticipated. A responsible source expects 
even the cheaper grades to become scarce and cause in- 
creasing prices. 


(Cultured Pearls) 


At the moment there is an ample supply of cultured 
pearls available. Of course, if Japan should become part 
of the Arsenal of Democracy, labor regulations by the 
military may disrupt the pearl farms. The fisheries have 
just gathered in good crops, but there continues a scarcity 
of large sizes. Inasmuch as the fisheries have really just 
begun to produce good cultured pearls since their revival 
after the past war, there is still a tight supply market on 
quality specimens. There is no oversupply. 


CHINA (American and Imported) 


American china, whose development during the past 
ld years has been so phenomenal, is not facing an un- 
troubled future, but the manufacturers are confident that 


they will weather this storm at least as well as they did’ 


the last war. Labor is the crux of the situation. Almost 
all of the leading china factories are located in centers 
of war production activity, and while they have lost few 
workers so far, the threat to future manpower is very 
great. This problem is much more serious than any 
shortage of materials, since, as with glass, the funda- 
mental ingredients are not necessary to war industries. 
However, many of the chemicals used in the decorations 
and glazes—cobalt, for instance—are vital, and restric- 
tions are certain to have their effects. Largely because of 
these potential developments, the word “allocations” is 
coming into use again, 

Shipments of china and glass from abroad have not so 
far been affected by the world situation. The merchan- 
dise continues to come in, and most of the importers look 
for as much or more next year. In fact, some of them 
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FUREHA... 


the Name to remember for 
Silverware Protection 





The 
HOSTESS 
CHEST 


Made of finest select- 
ed hardwood, with 
polished brass cover 
lift and side handles, 
The Hostess Chest 
holds a complete 
service for 12, anda 
variety of other 
pieces. Available in mahogany, walnut, or light wheat finish, 
or genuine solid mahogany. Lined throughout with Pacific 
Silver Cloth — “the cloth that prevents tarnish,” or anti-tarnish 
EUREKA Doeskin Cloth. Approximately 19% x 13% x 434", 
Send for free illustrated leaflet. 


EUREKA 
ROLLS and BAGS 


Made of anti-tarnish suede- 
finish EUKEKA Duvetyn Cloth 
—in your exclusive color or 
color combination — assure 
customers extra-good pro- 
tection for fine silverware. 
Your imprint on every roll 
and bag is a lasting reminder 
of your store. Send for free 
samples, illustrated catalog 
and price list. 


Guaranteed tarnishproof for the life of the chest, 
EUREKA’s fine chests for silverware are made with true 
cabinet craftsmanship and are available in a wide range 
of styles and prices. The same high quality is reflected 
in EUREhA’s complete line of anti-tarnish rolls and bags 
in soft lovely colors. Whatever the product, you can 


buy it with confidence if it is made by EUREAA. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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_ CLASP-ON 
s WATCH BAND 





/ and guarantee 
in each package 








matty $4.50 


With beautiful $7. 
1/20 12 Kt. gold KEYSTONE KEYSTONE 
Stainless steel 








filled clips to 
match gold watches 2.50 Adjustable Clips 4.95 
RETAIL-tax incl. RETAIL 


Also obtainable in 10 Kt. All Gold 
$80.00 «csione $75.00 pn ences ton eernes 
Scientifically designed by jewelry craftsmen for the jewelry trade | 


NO OTHER METAL WATCH BAND HAS THESE FEATURES: 

@ Resilient, stainless steel, non-corrosive, non-magnetic 

and perspiration proof. 
@ Adjustable clips with sliding device to fit any watch, 

relieving strain on watch case lugs. 
@ Watch can be attached in 30 seconds. @ Ideal for hot weather. 
@ Nothing to get out of order. @ Shock absorbing. 

@ Instant sales appeol. 


immediate delivery Order now @ Small 6'"—Medium 6 %"—Large 7” 
5/8" Lug width or 11/16” Lug width 


Dou Yuan WATCH BHIDS 

















29 E. MADISON STREET 


CHICAGO 2, ILLINOIS 








Sold exclusively through the wholesale trade « If your wholesaler cannot supply you. write direct. 








NEW, QUICK, EASY WAY TO SHORTEN WATCH 
BRACELET ENDS. No Sawing, Filing or Grinding 
if you use 


THE BANDCRAFT BANDSNIP 


ot 








Price 
$6.75 


PATENT 
PEND. 


JOS. B. BECHTEL & CO., INC. 


729 SANSOM ST., PHILADELPHIA 6, PA. 








| 
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———— 


expect that England will offset the cessation of Marshall 
Plan funds by making every possible effort to get add). 
tional merchandise into the American market. Fuel] may 
present a problem there, however, since for the first time 
in English history there is a shortage of coal. 

This is true, too, of the other European countries now 
sending their wares to the United States. Unless matters 
take a severe turn for the worse, involving Europe 
directly, the flow of merchandise is expected to go on 
unabated. What may happen to the Japanese china indus. 
try is anyone’s guess. Our government gives it every 
encouragement, but its geographical location is not too 
favorable for “business as usual.” 


GLASSWARE 


At this precise moment, the domestic glass tableware 
industry is just getting over the effects of a strike which 
delayed the production of holiday merchandise. The fac. 
tories have been trying frantically to make up for that 
delay and, at the same time, to prepare new designs for 
introduction at the Pittsburgh China and Glass Show 
this month. Business at the spring shows will be good, 
it is believed, and manufacturers are just quietly hoping 
that production can keep pace. The basic materials of 
glass are not vital to the war effort. But that is not true 
of many of the other ingredients which refine the glass 
and give it clarity, resonance and color. Lead tops the 
list of these materials and it is so widely used in war 
industries that it will probably be the first casualty suf- 
fered by the glass industry. 

Factories making glass tableware of jewelry store 
quality during the recent war were not involved in direct 
war work to any great extent and it is unlikely that they 
will be now. But the indirect effects were many, of 
course, chief among them being manpower, fuel, and 
cartons. Of these, as well as of lead, an official of the 
glassware association says: “It is going to be tougher 
than it was during the last war.” 


GIFTWARES 


The term “giftwares” embraces too much territory, 
many varieties of merchandise, many types of produc- 
tion problems, and thus makes difficult a blanket inter- 
pretation of the market future. However, it is certain 
there will be fewer accessories made of metal, not only 
because of material shortages but because of the possi- 
bility, dependent on conditions, that the factories will be 
involved in war work, as they were during World War II. 
Difficulty in finding metal for parts is already hamper- 
ing the lamp business, and that situation will probably 
get worse. 


Such other materials as china, glass and wood pose 
widely separate problems, but it does not seem likely 
that any of them will be hit too hard—at least, not at 
once. Increasing mobilization and the lure of high-paid 
work in airplane and munitions factories will affect pro- 
duction eventually, but at the moment the factories are 
operating as usual. They are more likely to run into pro- 
duction difficulties later on, when the metal shortage 
makes itself more fully felt, and the retailer is forced to 
look for substitute items. Plastics, so widely used during 
the last war, will not be available in quantities this time— 
the materials from which they are made are too vital to 
the war industries. THE END. 
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2. Cut Stemware 


3. Brass and Glass Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. In Haviland china from France, the “Floreal' pattern on 
the Louis XIV shape has center spray done entirely in gold 
highlighted with rich red tones; 5-pc. place setting, retail 
$22.10. From Haviland & Co., Inc., 26 West 23rd St., N. Y. 


[] 2. "Melody" is the name of this new design of leaves and 
berries hand-cut on the "Duncan Phyfe" shape. It appears in 
complete stemware to retail for approximately $21 a dozen. 


Made by the Duncan and Miller Glass Co., Washington, Pa. 


C] 3. By Saxton Originals, part of its "Golden Line" is this 
jeweler's bronze hand-spun salad bowl with glass liner, fork 
and spoon with handles of ebony; about $21 retail. From the 
Saxton Co., Inc., 11727 Mississippi Ave., West Los Angeles. 


[] 4. Richly textured Bruick Glass in the "Seafoam" pattern 
is done in 10 different colors; 10" oblong bowl may be 
retailed for $8.50; the 6!/." round bowl has $2 suggested re- 
tail. From Helen Morrow, 8755 Lookout Mt. Ave., Hollywood. 





[] 5. Hurricane lamps in modern design created by Tommi Par- 
zinger—fashioned of glass with brass bases and distinctive 
pierced brass tops. They may be retailed for $18 a pair and 

5. Hurricane Lamps are sold through the Vincent Lippe Co., 225 5th Ave., N. Y. 
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AT YOUR STORE 


Fostoria national advertising has always had a local 
















flavor . . . reminding the many magazine readers in 
vour trading area to shop at your store. The current 
Spring series does this effectively by means of the 
beginning statement ... Look for Fostoria... and 
the conclusion, at the better stores everywhere. With 
adequate local tie-in advertising you can emphasize 


Your store is that better store, and headquarters 





for Fostoria. 


Past dealer tie-ins have been so successful that 





this Spring, Fostoria has increased its schedule. ‘The 


1951 Spring Program will reach almost 37 million 










i Pe ee 
Saeed: Reaper Leone KAS 
Rcd pooeeel kee 





readers ... 4 million more than ever before . . . who 





will Look for Fostoria. So check the schedule and plan 






now to tie in for faster turnover and greater profits. 
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FOSTORIA GLASS COMPANY « MOUNDSVILLE, WEST VIRGINIA 
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1. Brown Silhouette 





2. Swedish China 





3. Enameled Trays 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J] 1. Deep brown against a rich cream background—this is the 
new color combination for the "Malay Silhouette" pattern by 
Weil of California; 16-piece starter set may be retailed at 
$12.95. Sold through A. H. Dorman, 225 Fifth Ave., New York. 





4. Halian Glass Vase [] 2. After-dinner cups and saucers in Swedish china, done in 


plain white accented with 18K gold—designed by Louise Adel- 
borg; retail, $39 a dozen. Made in complete tea and coffee 
services and sold by Rorstrand, Inc., 225 5th Ave., N. Y. C. 


[] 3. Cloisenamel—enamel on copper—decorated with Ameri- 
cana series of historical figures. Trays shown have Paul Revere 
design—three sizes, 334", retail $1.25; 434", $1.95; 6!’ 
retail $3.95. From O'Brien-Sexton, 225 Fifth Ave., N. Y. C. 


[] 4. Glass vase from Italy—fashioned in emerald green and 
encircled with bands of the glass. It is 13" in height and 
in styling is suited to either a modern or a traditional back- 
ground. From Mottahedeh & Sons, 225 Fifth Ave., N. Y. ©. 


[] 5. Relish dish doubles as Lazy Susan—in three pieces in- 
cluding 15", 6-part relish, ladle and mayonnaise bowl; bow 
may serve as base on which relish dish revolves. Retail, 

5. Glass Lazy Susan $5.50. From Duncan & Miller Glass Co., Washington, Pa. 
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Los Angeles, Calif. — Jan: 21 to 26 — 302 Brack Shops 
Atlanta, Georgia — Jan. 21 to 25 — Hotel Piedmont 
Chicago, Ill. — Feb. 5 to 16 — 1550 Merchandise Mart 
Atlanta, Georgia — Feb. 11 to 14 — Atlanta Biltmore Hotel 
Dallas, Texas — Feb. 18 to 23 — Adolphus Hotel 

New York, N. Y. — Feb. 26 to March 1 — 26 W. 23rd Street 
Boston, Mass. — Mar. 4 to Mar. 8 — The Parker House 
Minneapolis, Minn. — April 8 to April 15 — Rodisson Hotel 


Haviland & C 


'.Nn¢ORPORATE O 


26 WEST 23rd STREET, NEW YORK 10, N. Y. 
CHICAGO LOS ANGELES 
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1. Bone China Bird 
2. English Lead Glass 





4. Gold-Covered Jars 





3. New China Pattern CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Meticulously modeled—the "Audubon Warbler" in Spode 
bone china is hand-painted in natural colors of blue and 
yellow; 5!/2" high, it retails for $16. One from series of 50 
stocked by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 2. Lead crystal glassware from Richardson's in England is 
richly cut by hand. It is available in ten stemware pat- 
terns, decanters, water jugs, tumblers and many other items 
and is imported by John Holt & Co., Inc., 362 5th Ave., N. Y. 


[] 3. Fashion-wise chartreuse is presented in rose form with 
harmonizing green leaves and gold band in “Richmond,” new 
pattern in Adderley bone china from England; place setting 
$15.25 retail. From Ridgway & Adderley, 17 E. 54th St., N. Y. 


[] 4. Utility jars with covers, 3!/4," x 3!" in size, in vitrified 
china with overall decoration in 22K “Satin Gold." May 
be sold individually or in sets; priced at $7.20 a dozen. 
Made by the Atlas China Co., Inc., 27 West 20th St., N. Y. C. 


5. Ceramic Accessories P [] 5. Wall picture-frame and cornucopias from Floraline ap- 
pear in such colors as gray-green, maple pink, and ivory- 
white, and are priced from $30 to $36 a doz. wholesale. By 
Florence Ceramics, Inc., 74 S$. San Gabriel Blvd., Pasadena. 
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NEW BAVARIAN DINNERWARE FOR 1991 


We illustrate three of the new patterns we will introduce at the Keystone China & Glass 


Show, Fort Pitt Hotel, Pittsburgh, January 4th to 12th. 


On the left: Golden Harvest; center: Montrose; right: Violet, all by Heinrich & Co. Plates 
are coup shape, featuring the oversize 1014” diameter. Footed cups, with inside decora- 


tion. See these patterns and our many new items at the show. 


Our display will occupy the entire 
Empire Room, just off the lobby. In 
attendance, our Representatives Messrs. 
Ealey, Warren, Minch. Cassel, Massey. 
Henry and Robert Ebeling. 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 





NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 
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2. New Tumblers 





4. Synthetic Corsage | 3. Ceramic Accessories 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


TI. “Lyana"—china dinnerware pattern by Philip Costigan of 
the Castleton Studios shows a curving spray in gold, with 
highlights of black, on Museum shape; 5 pc. setting, $24.75 
retail. From Castleton China, Inc., 212 5th Ave., N. Y. ©. 


[] 2. Three new blown glass tumbler designs in new colors are 
Tiara, in crystal, cinnamon brown, spruce green; Catalina, in 
cinnamon, spruce, chartreuse; and Horizon, in cinnamon and 
spruce. From the Fostoria Glass Co., of Moundsville, W. Yo. 


[] 3. Humorous and decorative French poodle in black or forest 
green ceramic, 6" x 7", $6 retail; 7" x 9", $10. The man-size 
ash tray, 10!/." in diameter, in red or green, may be retailed 
for $3.50. From Walter Wilson, 712 S. Olive St., Los Angeles. 


[1] 4. Non-withering corsage—cymbidium orchid in realistic, 
handpainted fuchsia shades enhanced by softness of “grame 
lote,"" an Amazon River plant. Gift boxed with ribbon and pin 
$10.80 a doz. From H. L. Jesson Co., 124 W. Sixth St. L.A 


[] 5. New electric clock in high-fired porcelain, lavishly hand- 
painted and accented with gold. It is 10!/" in height 
and 7!/,"" wide, and it may be retailed for $15. Ready for 
immediate shipment from Rees & Orr, 225 Fifth Ave., N. ¥. 








5. Porcelain Clock 
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Gill Fels 
they rang the bell ; 


at Christmas 


they'll warm your heart 
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on Valentine's Day 
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No. 911 “MIDAS MESH” 


Fabulous golden mesh case 
with fine gold-plated 

cuticle scissors, triple-cut 
nail file, tweezers, cuticle 
pusher, cuticle knife, 
Luxite-handled buffer, 
Ivoree Stick and Smoothie. 
Case lined in beige moire, 
golden bronze frame. 


No. 902 “CARRY-ALL” 


An exclusive and complete kit 
including gold-plated cuticle scissors, 
triple-cut nail file, cuticle knife, 
fingernail boards, plastic cuticle stick, 
comb, nail brush, and two cut glass 


ee ee en 


bottles that fit into the unique 

enamel frame. In Valentine red, green or § 

brown bengaline, lined in beige. 3 

i" 

\ : 

5 

iB ota Ulates = 
made by ‘ ; 

C. J. BATES & SON, CHESTER, CONN. % ; 
Showroom: 3 

¥ 


366 FIFTH AVENUE, NEW YORK 1, N.Y. 
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You'll love Bates Manicure Kits 

this Valentine’s Day when they repeat 

their big Christmas profit-making 

performance. Here’s why: 

THEY TEMPT THE EYE — Handsomely designed 
Cases in luxurious leathers, velvets and 
precious materials entice the gift hunter. 
THEY’RE USEFUL AND ENDURING — Produced 
by skilled craftsmen, each set contains the 

. very finest manicuring essentials. 
THEY’RE EXCELLENT VALUE — Bates Gift Kits 


Sy, are priced right — just look over the sets 





illustrated here. And a generous 


f 







markup allows you an 
excellent profit margin. 

Let Cupid and Bates together 
wrap up a profitable Valentine 
gift promotion for your store. 






SES SN 


ws \ No. 939 “TAILOR MAID” 


ee 


Contains fine gold-plated 
cuticle scissors, tweezers, 
triple-cut nail file, 

cuticle pusher, cuticle knife, 
Luxite-handled buffer, 
Smoothie and Ivoree Stick. 
In genuine leather with 
golden bronze frame. 


Bees , 





P No. 925 “HAND MAIDEN” 
i Fitted with gold-plated cuticle scissors, 
f cuticle pusher, cuticle knife, tweezers, 
, triple-cut nail file, Smoothie, gold-trimmed 
} Luxite comb and Ivoree Stick. 


whe 


Handsome bengaline case available in 
copen blue, green and Valentine red, lined 
in beige, golden bronze frame. 
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showrooms in New York, where one section Called th 
Princess Room has been set aside for the display of the 
various lines. Sir Francis Evans, British consy] general 
and Hensleigh C. Wedgwood spoke briefly at the Openin | 
Plans call for similar coordinated displays in the in 
rooms of the other firms in the group——Lee fabrics 
Templeton carpets, and Irish Linens—and later jp the 
by MADELINE LOVE year a tour of fine stores throughout the Country is op 


. schedule. 
[An analysis of present market conditions in the ae 


jewelry, china, glass and gift fields appears in this 7 
y 8 6 RS. HELEN DOUGLASS, who is the Fisher, Bruce § 


issue in the article “What's Ahead for 751.” | 
Co. representative for Orrefors glass, and Gy, 


URING the New York Gift Show, set for February 26 —_—_—- Robert, of the factory, are seen here at Cleveland during 

to March 1 in the New Yorker and Statler Hotels, | 

the New York China, Glass and Pottery Association will 

hold its third annual dinner dance on Wednesday night 
of that week in the Hotel Astor. 

The Gift Show, which is being held a week later than 
usual this year, runs only four days because the hotels 
could not give the space for the extra time. To make up 
for the lost hours, the show will remain open from 


9 A.M. to 9 P.M. on the first two days of the week. 


% % % 


teresa firms well known to jewelers—Wedgwood 

china and Queensware, Whitefriars glass (distributed 
here by Wedgwood), and [. Freeman silver—are included 
among the “Great Names from Great Britain” coordinated 
promotion of high-quality British homefurnishings which 
has just been launched. The project made its debut No- a tour through several mid-west states this fall. Mr. 
vember 30 at the opening of the new Tibbenham furniture Robert, who has gone back to the factory in Sweden, will 























Beautifully 
modeled 
animal figures 
from the 


art works 


of 


LORENZ 
HUTSCHENREUTHER 


In Stock for 


Immediate Shipment 


PAUL A. STRAUB & C@O., Nc. 


19 EAST 26th STREET (Near 5th Avenue) New York 10, N. Y. 
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... INCLUDING CHINA AND GLASSWARE 


See these lines in one place — at one time at the Western market 
which will build your business with new merchandise... new ideas... 
the latest sales-aids designed to help you! Make reservations now! 


FEBRUARY 11-14 


— SUNDAY THRU WEDNESDAY 


BILTMORE HOTEL ~ LOS ANGELES 
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return to the United States in time to be present in 
Orrefors’ showroom at the Hotel LaSalle during the Chi- 
cago Gift Show in February. 


% * % 
HREE’S a Crowd” setting, arranged by Mrs. Helen 


Sprackling for a special display of Franciscan 
china in her New York headquarters in November, in- 


we 





cludes the “Olympic” pattern in china, Tiffin glass stem- 
ware, and Towle flatware. Violets and moss in a wicker 
basket and antique silver shells decorate the table. 


¥ % * 


~ S. SARNA, president, Lou Fischer, vice president, 
® Eric Bauer, treasurer, and Norman C. President, 





secretary, were all re-elected to office at the annual meet. 
ing of the 225 Fifth Avenue Association, Inc., held De. 
cember 6 in the Prince George Hotel, New York. New 
board members are Harry Burkhart, David Fisk, Edward 
Lynch, and Jack Orenstein; and two past presidents wil] 
according to a new amendment, also join the board— 


Edward Greeman and H. S. Bailey. 


% * % 


—— A glassware from Sweden is now being distrib. 

uted in this country by Hambro House of Design, 
New York. The firm has also taken on the representation 
of two other lines of Swedish glassware—Afors and Boda 
—and Harvey Burton, director of Hambro House, has apn- 
nounced that all three lines are being presented in volume, 
with new designs to be ready for the Pittsburgh China 
and Glass exhibit this month. 


2 * e 


HE Hudson Commercial Co., Inc., New York im- 

porters of Royal Vienna Augarten china, Knight 
Ceramics, Knight crystal stemware, has changed its name 
to Hudson Art Importing Co., Inc. There is no change 
in management. 





* % % 


W. JOHNSON has been elected president of Allied 

e Exhibitors, Inc., of Los Angeles, which stages 
jewelry and gift shows in Los Angeles, Dallas, and Den- 
ver. Joseph O’Sullivan, of Haviland & Co., Inc., was 
elected vice president and Miss Mildred Dalton, secretary- 
treasurer. The organization has recently moved to new 


quarters at 3832 Wilshire Boulevard. 











Presenting New Patterns from Two of the 


MOST OUTSTANDING LINES at the SHOWS! 








"Cattails''—5-pc. place setting, $14.75 





WwW 


See These Lines at the Pittsburgh China and Glass Show 
Hotel William Penn Grand Ballroom ... Booths 37-38-39 


A.H. DORMAN, 225 Fifth Avenue, New York 10,N. Y. 





WEIL of CALIFORNIA 


"Malay Mango"—16-pc. starter set, $19.95 
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OOL once: 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
RAZ 


Fine English Earthenware Teen on 


ENGLAND 


=) 
al 





e e SPOUE 
COPELANCS CHINA 
English Bone China ‘LANDS CHI 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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oD Ci 4 & sora 


HOTEL ADOLPHUS - DALLAS, TEXAS 
FEBRUARY 18 thru 23 fe 


The most popular buyers market in America’ a 


[DENVER CIVY & SEWELRY 
ALBANY HOTEL - DENVER, COLORADO 


A MARCH 4 thru 7 é 
NA He nation's fastest grawing merchandising center fam 
















ALLIED EXHIBITORS, INC. (7, 
3832 WILSHIRE BOULEVARD : 










LOS ANGELES 5, CALIFORNIA ag Gea q . 
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a starthng, new cutting 
of lead blown crystal by 


otus 


Once again Lotus master craftsmen have 
created a striking, new pattern designed to 
appeal to the most discriminating tastes .. . 
MEADOW TREE, hand-made and hand-cut 
in exquisite lead crystal to meet your cus- 
tomer’s most exacting demands for elegance 
in glassware. 

Order MEADOW TREE now! It’s 
available in the new, low shaped stemware 
and complete crystal service items. Folder 
on request. 








You're Invited... 


to attend a showing of Lotus crystal in Room 
#430, William Penn Hotel, during the Pittsburgh 
Glass Show, January 4 thru 12th, 1951. 





ollie Glass t 


Barnesville, Ohio 
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YOU GET THE SAME INSTRUMENT AS WE FURNISH TO THE GOVERNMENT 


le eS 


PROVE IT YOURSELF 






























WITH A NO-RISK TRIAL 
NOTE RECORDING. Only a continuous tape can 
The first 30 seconds shows the give an UNINTERRUPTED rec- 


atch to h d rating. 
watch to have a good rating ord of the mainspring. 


230° 


BUT DON'T BE 
DECEIVED. 


Had the tape stopped at the 
end of 30 seconds, the change 





which occurred in rating would Less 2% 
have been unknown. or 
IT PAYS TO KNOW THE — 
FACTS. PLAN 


FS? "2 Pave an 


THE CONTINUOUS TAPE IS A DISTINCT 
ADVANTAGE, WRITES O. W. SORNBERGER 


O. W. Sornberger, Enfield, N. H.... 1 am very 
pleased with the new Paulson Printer. | find it picks 


up the very small watches far better than any other Rey / LA oe ante aay - eae be B bts ieee 
make of machine. The continuous printed record is a Pe oe OO gs a cur 

distinct advantage. The Printer certainly is all you Pet Ott oy I hg a oS 
say of it, and more. f_*-: : ra © es lug { A lec as oe aa 





PP iOade, 











HENRY PAULSON & CO. 
131 South Wabash Ave., Chicago 3, Illinois 


[] Send Paulson Time-O-Graf on no-risk trial. 


[] Send Paulson Time-O-Graf at $550.00 less 2% for USE THIS HANDY COUPON 


h. 
0 Send contract, $100.00 down and balance $28.00 per ” r N m y DA U LS 0 ty & C0 
month for 18 months. e 











~~ hl RARE ST 131 S. WABASH AVE. 
NS 5. cubstawnkbeneneneuee Oite on nxccnedatie CHICAGO 3, ILLINOIS 





PREPARE NOW FOR FUTURE SERVICE 
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Tighter Metal Restrictions Expected 


Little Hope of Avoiding Further Cuts in Use of Copper, 
Tin and Other Metals, Industry Representatives Told 


A drastic tightening of restrictions, pos- 
sibly with deep cuts in non-defense end 
uses, is in store for copper, tin and other 
critical metals essential to the jewelry in- 
dustry. This was made all the more clear 
in late December following government 
conferences with more than a score of 
industry and trade groups. 

Seriousness of the situation was empha- 
sized by the White House request that 
Congress appropriate an additional $1.8 
billion for stockpiling procurements. Ad- 
ded to money already appropriated for the 
purpose, the total available for the current 
fiscal year would then amount to about 
$2.7 billion. 

The copper supply was a prime source 
of worry at the mid-December meetings 
between government officials and _ trade 
groups. Production officials asked industry 
representatives to advise and make recom- 
mendations concerning conservation mea- 
sures and methods of substituting other 
materials. This was sought not only from 
representatives of the jewelry trade but 
from groups acting for automotive parts 
makers, hardware, plumbing and other in- 
dustries which use copper and its alloys. 

Industry representatives were told 
bluntly that there was little hope of 
avoiding further curtailments in civilian 
type products made of copper, or its alloys 
containing 40 per cent or more copper by 
weight. They were advised that quick ac- 
tion is contemplated on a new copper order 
now being written that will drastically re- 
duce or eliminate the use of copper base 
alloys in the making of jewelry products. 

Under Order M-12, non-defense produc- 
tion and use of copper and its alloys had 
already been restricted for first quarter 
1951 to 85 per cent during January and 
February and to 80 per cent during March. 
The base period was selected as the first 
half of 1950. 

Exempted from the order were users of 
less than 1000 lbs. per quarter. Commerce 
Department sources told THE JEWELERS’ 
Circucar-Keystone that the best available 
figures indicated that jewelry manufactur- 
ers had been requiring about 75,000 lbs. of 
copper and its alloys per quarter. About a 
fourth or 20,000 lbs went into the alloying 
of gold. It is probable that figures for 1950 
might be higher. 
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At the same time, the copper order 
closed a source of indirect supply by for- 
bidding conversion deals by which users 
might buy up scrap or other source ma- 
terial and have it refined for them by con- 
tract. 

Late December saw issuance of an 
amended NPA M-8 order which makes the 
first cut in non-defense uses of tin. Follow- 
ing the recommendations of industry, 
across-the-board limitations were imposed 
rather than any attempted ban on specific 
uses. In order to ease the impact, January 
use is permitted at 100 per cent of base 
period rate. The base period is the first 
half of 1950. 

The order restricts the rate of tin use 
during February and March to 80 per cent 
of the base period rate. At the same time, 
all users of pig tin and tin alloys (except 
makers of tinplate) were limited to 60-day 
inventories or a_ practical working level, 
whichever is less. Tinplate manufacturers 
are allowed up to a 120-day supply. 

However, the order also provided that 
as much tin could be used during first 
quarter of 1951 for maintenance, repair and 
operating supplies as was used on the aver- 
age during the first half of 1950. Use of 
pig tin is specifically forbidden where 
secondary tin can be used. 

The percentage allowed for the second 
quarter may be somewhat less than at 
present. Production officials told industry 
representatives at a conference prior to 
the order that tin supplies row in sight 
are less than 1950 consumption. 

(Please turn to page 157) 





NACJ Fixes 1951 Show Date 


William Wagner, executive secretary of 
the National Association of Credit Jewel- 
ers, has announced that the 1951 National 
Jewelry Fair will be held in Chicago at 
The Stevens on July 29, 30 and 31 and 
August 1 and 2. Show manager George E. 
Gayou will begin on or about January 15th 
to offer space to firms that exhibited at the 
1950 National Jewelry Fair. 

The American National Retail Jewelers 
Association will hold its annual convention 
at the Waldorf-Astoria Hotel in New York 
on August 12 through 16 the dates previ- 
ously set for their show. 





Government Suggests Price 
Freeze at Dec. 1 Levels 


The first overall pricing edict of the 
government’s war on inflation was issued 
on December 19th when, through its newly- 
created Economic Stabilization Agency, it 
asked American business to freeze prices 
at the December Ist level on a voluntary 
basis. While this request for a voluntary 
price freeze does not apparently put busi- 
ness under any legal compulsion, the ESA 
warned that mandatory rollbacks would be 
ordered in cases where it was not com- 
plied with. 

This voluntary price freeze, it was 
pointed out by ESA officials, applies to 
every conceivable type of commodity and 
service, including the price of food. 

The ESA directive warned the wholesale 
and retail trades that gross margins may 
not be increased above the June, 1950 
level if net dellar profits before taxes of 
the individual distributor are equal to or 
in excess of average net dollar profits be- 
fore taxes in the period from 1946 to 1949, 

Of specific importance in this directive 
was the warning that the distributive 
trades may not increase their prices on the 
basis of an inctease in replacement costs. 
In other words, a retailer, for example, may 
not increase the price of goods he already 
has in stock on the announcement from his 
supplier that the price of the same goods 
will cost him more in the future. Increases 
may be added only to goods bought from 
his supplier at increased cost. 

[In its appeal for a voluntary price ceiling 
the ESA served notice on business and 
industry generally that it would scrutinize 
any price increases made since December 
ist to see if they were permissible as 
follows: 

“1. Prices may not be increased by any 
manufacturer or industrial producer whose 
net dollar profits before taxes are equal 
to or in excess of its average net dollar 
profits before taxes in the period 1946-1949, 
except as provided in the following stan- 
dard. 

2. As to an individual material or ser- 
vice sold by a company whose net overall 
profits are running above the general earn- 
ing standard as set out above, the price of 
such particular product or service may not 
be increased if it is being sold at a profit. 
In case of a particular material or service 
which is not profitable, the price may be 
increased but in no case by more than (a) 
the amount necessary to make it profitable 

(Please turn to page 167) 
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House Committee Probes Special Discounts 
Between Supply Houses and Trade Schools 


Testimony that some watchmaking 
schools “abused” veterans’ training bene- 
fits has sparked congressional demand for 
re-examination of the entire GI educa- 
tional program. 

Representative Oliver E. Teague (Demo- 
crat of Texas), chairman of a House Com- 
mittee investigating practices in GI schools, 
said late last month he had evidence that 
purchases of tools and supplies by some 
watchmaking schools, while legitimate, 
were “somewhat akin to collusive practices 
resulting in the government having to pay 


| 


greater prices for trainee tools and sup- 
plies.” 

While there still was some question late 
in December as to whether or not the 
Teague committee would pursue its in- 
vestigation in the new Congress, there is 
little doubt but that members of both 
political parties are sufficiently aroused by 
Mr. Teague’s evidence to press for an over- 
hauling of the whole GI training program. 

Among the school training practices Mr. 
Teague denounced as questionable are the 
formation of dummy corporations, control 











THE 1951 BA& CO. CATALOGUE 





The year ahead will surely find the merchandise 


that Jewelers sell, in steady demand. Government 


restriction will cause people to fear shortages. Use 


the B A & Co. book to satisfy your requirements. 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. - 10 S. WABASH AVE. - CHICAGO 3, ILL. 
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of schools and supply houses by manufac. 
turers, circumvention of the requirements 
for competitive bidding in the purchase of 
tools, use of subsidiaries by manufact 
and other situations surrounding th 
chase of tools. 

Witnesses before the Teague committee 
told how they operated training schools for 
veterans and at the same time managed 
supply houses to sell them tools and sup- 
plies. The commission on the tools usually 
ran about 331/3 per cent, the testimony 
showed. 

In one case heard by the Teague com. 
mittee, a Southern trade school operator 
testified he received discounts of 25 per 
cent and up on tools used by students and 
billed to the Veterans Administrations at 
full list price. He said the supply firm he 
set up after he started his school played 
no part in the purchase or delivery of the 
tools. 

As a result of this testimony Representa. 
tive Alvin F. Weichel (Republican of 
Ohio) called the supply house a “phony” 
and demanded a further investigation yp. 
der criminal conspiracy laws. 

Another witness, operator of a Western 
watchmaking school and part owner of a 
supply house which supplied tools to the 
school, said his company’s commission on 
tools runs “from 25 per cent up.” 


OPERATED DUAL SET-UP 


Another trade school operator testified 
that he is also principal owner of a firm 
which sold the school its supplies for three 
years, At that time VA ordered him to stop 
buying school supplies from his own firm, 
he said. But VA knew “all about” the 
arrangement, and had not previously ob- 
jected to it, he said. 

A number of witnesses before the com- 
mittee told of other arrangements whereby 
the trade schools received a 15 to 40 per 
cent discount from supply houses then 
billed VA for the list price of the tools. 

Trade school representatives from virtu- 
ally every section of the country testified. 

Later, after further testimony from two 
officials of a Mid-West watch material and 
tool supply house, Mr. Teague said he 
would ask the Justice Department to in- 
vestigate the possibility of fraudulent bid- 
ding by three equipment firms to a vete- 
rans’ training school. He said the three 
firms had submitted carbon-copy bids to a 
Southern watchmaking school. 

Mr. Teague said the testimony indicated 
“there may be collusive practices and 
fraud” in the case and that it would be 
referred to the Attorney General. 


urers, 
€ pur. 


Harry Bromley Vice President 
Of 24 Karat Club of New York 


Following tradition, Herman L. Baskin, 
last year’s vice president of The Twenty- 
Four Karat Club of the City of New 
York, was elected to the presidency of the 
club for the coming year at the annual 
election held by the club at its rooms, 608 
Fifth Ave., N. Y., on December 28th. 

At the same meeting, Harry J. Bromley, 
vice president of National Jeweler, was 
chosen as vice president of the club for 


1951. 
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Metal Restrictions 
(From page 155) 


Representatives of the jewelry trade are 
also urging that functional parts be ex- 
empted from any limitations affecting the 
trade and that free use of fabricated parts 
on hand be permitted. Exemptions from 
the copper order are being sought for 
jewelry parts and findings that are exempt 
‘1 some of the existing commercial stand- 
ards on precious metals, and on copper 
interliners for rolled gold plate products. 
These exemptions are being sought be- 
cause past experience has already deter- 
mined the inadvisability of using precious 
metals and other softer substances for these 
parts of jewelry, since they are utilitarian 
rather than ornamental in purpose. 

In the meantime, it appeared that the 
copper, lead and zinc industries would be 
among the first to feel the hand of ‘wage- 
price controls. Invitations were sent’ out 
in mid-December asking officials of these 
industries (together with steel) to meet 
with the officials of the Economic Stabili- 
zation Agency to discuss “stabilization 
problems.” This, of course, meant discus- 
sion of wage and price controls which 
observers here felt would begin soon after 
the beginning of the new year. 


Wallace Silversmiths Appoint 
New Advertising Director 


John F. Banks, formerly assistant gen- 
eral sales manager of Wallace Silversmiths, 
of Wallingford, Conn., has been appointed 
advertising director of the company, Donald 
W. Leach, vice-president and general man- 
ager, has announced. 


JOHN F. BANKS 


Advertising 
Director, 
Wallace 

Silversmiths 





A graduate of the University of Mich- 
igan, class of ’27, Mr. Banks has been 
with Wallace for 22 years, beginning as 
a salesman in the Hotel Division, in the 
Chicago office of the company, and sub- 
sequently becoming assistant Eastern sales 
manager in 1942. Following a reorganiza- 
tion of the Hotel Division during the war, 
he was made manager of that division. 
He was made assistant general sales man- 
ager in 1947, 





Seymour's Observe Anniversary 
With Circus Theme Promotion 
The Seymour Jewelry Co., 708 State St., 
Erie, Pa., tied in its anniversary celebra- 
tion promotion with a circus showing in 


Erie at the time. 
The store offered two free circus tickets 
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with each purchase of any item of $15 or 
more. Each customer was limited to two 
tickets. 

The circus theme was carried through 
by the store in interior displays and a 
double-tuck newspaper ad which featured 
clowns and the caption: “Circus Days Are 
Here Again.” 





New Safelock Device Available 


Frank Dusterwald, manager of the Safe 
Lock Protective Assn., Brooklyn, N. Y.. has 
come to the conclusion that a safelock, 
while very effective, is also very simply 
constructed. So simply, as a matter of fact. 
that anyone can read it and get the com- 


| 
| 





bination merely by removing the back 
of the lock (which is only fastened by 
plain screws). 

This annoyed Mr. Dusterwald so he set 
out to improve the situation by inventing a 
gadget which prevents the removal of the 
backs of the locks. A patented, tumbler- 
controlled locking device, this invention 
makes the combination a secret, known 
only to the owner of the safe. 

This simple but extremely effective de- 
vice should be of great value to retail 
jewelers throughout the country. Full 
particulars concerning it may be secured 
by writing Frank Dusterwald, Safe Lock 
Protective Assn., 1575 East 12th St., 
Brooklyn, N. Y. 
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Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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NEW YORK 
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Diamond Council Members 
To Attend N.Y. Meeting 


The fourth annual meeting of the Dia- 
mond Council of America will be held on 
Saturday, January 13, 1951, in the Jansen 
Suite of the Waldorf-Astoria Hotel, New 
York. Jewelers from all over the country 
and Canada will be present at the luncheon 
which will begin promptly at twelve noon. 
Leo Weisfield, president of the Council, 
who will preside, stated that all progressive 
jewelers, who are not yet members of the 
Council, are invited to attend the meeting 
which will be an open one. 














Model GM—For the average jeweler. 
engraves names, monograms, sentiments, on 
jewelry, watches, lighters, compacts, silver- 
ware, baby cups, fountain pens, and similar 
gift items up to 544” width by any length. 


reese hermes 


marae 





Among the speakers will be Professor 
Paul J. Storm, head of the Earth Sciences 
Division of the University of Pennsylvania, 
Educational Director of the Council, who 
will report on the course in Gemology, 
which is currently being given to the 
Council’s members and their employees. 
Professor Storm will then present cer- 
tificates to those who have completed the 
course and have been certified as Guild 
Gemologists of the Diamond Council of 
America. The Council will also be brought 
up to date by Professor Storm on the new 
course in Diamontology which will soon 
be oflered to members. 

Myer B. Barr will outline the advertising 
and promotion campaign for the coming 





Only Engravograph 


e Has self-centering vise 


e Engraves 15 sizes 
from ONE alphabet 





GET ONE AND PAY OUT OF PROFITS 
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year—for both the Council itself and for 
individual members. Other reports will be 
presented by B. C. Helzberg, J, y 
McEntee and the Council’s Public Rela. 
tions Counsel, Clement J. Wyle. 

One of the features of the meeting will 
be a display of the special advertising 
used by members of the Diamond Coungjl 
of America throughout the United States 
and Canada during the past year. Also 
displayed will be the publicity the Council 
and its members have received nationally 
and in local newspapers. 

The increase in membership, since the 
Council’s inception, has been rapid. Among 
new members, who have joined in the past 
few months, are: Meyers Jewelers, Inc., of 
Vallejo and Napa, Calif.; The Wilkens Co., 
Pittsburgh, Pa.; Joe Optican Jewelry Co., 
St. Joseph, Mo.; Comay’s Jewelry Co. 
Gary, Ind. and Rockford, Ill.; Mayor 
Jewelry Co., Cincinnati, Ohio; Denver 
Jewelry Co., Denver, Col.; Parkers Jewel- 
ers, Huntington, W. Va.; Willis Norden 
Jewelry Co., Bemidji, Minn.; Lords Jewel- 
ers, Inc., Marion, Ohio; Don Gaughen- 
baugh, Hastings, Nebr., and Melford 
Jewelers, Little Rock, Ark. 

It was also announced that the following 
men had been added to the Board of 
Directors: Walter Greenabaum, S. & N. 
Katz, Inc., Baltimore, Md.; Lewis L. Sil- 
berman, The Wilkens Co., Pittsburgh, Pa., 
and Max Getz, Mayor Jewelry Co., Cin- 
cinnati, Ohio. 





F. D. Martin Sells Business 
After 40 Years in Trade 


In order to devote full time to his bank- 
ing and real estate interests, Francis D. 
Martin, of Ridgefield, Conn., has sold his 
jewelry and optical business to Mrs. Helen 
K. Craig of that city. 

Mr. Martin is president of a local bank 
and owns several business blocks in Ridge- 
field as well as undeveloped property in 
outlying areas of the village. He founded 
the jewelry business in 1911, at the age of 
17, and has operated it continuously since 
then with one exception. In 1928 he sold 
the business to L. H. Crossman, but pur- 
chased it again 18 months later. 

Mrs. Craig, the new owner, has purchased 
the store with an eye to the future. Her 
son, Norman Craig, is a student at a watch- 
making school on Chebeague Island, Casco 
Bay, Me., and expects to move into business 
as soon as his studies and another tour 
of military duty are completed. 

A member of the Marine Reserve Corps, 
Mr. Craig started his watchmaking course 
more than a year ago, and interrupted it 
recently when he was ordered to active 
duty. The Marines granted an extension of 
his orders, however, and he returned to 
Maine early in November. He expects to 
complete the course in February and enter 
active military service. 


Peters Opens Milwaukee Store 


George Peters has opened a jewelry store 
at 9118 West Center St. in Milwaukee, Wis., 
under the name of “The Gift Gallery 
Jewelry Store.” Prior to opening this new 
business, Peters was on the staff at Bunde 
& Upmeyer Co. in Milwaukee. 
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Mfrs. of Precious Jewelry 
Name Advisory Committee 


Since their exploratory meeting with a 
representative of the Munitions Board, held 
on August 15th at New York’s Waldorf- 
Astoria Hotel, jewelry manufacturers who 
use precious metals have held several sub- 
sequent meetings. The purpose of the 
August meeting was to determine how the 
jewelry industry could best serve the 
country in the case of partial or complete 
mobilization of the nation’s resources. 

Representatives of various precious 
metals manufacturers associations and in- 
dividuals in various centers were invited 
to attend these meetings. 

While it is probable that Washington 
will appoint a Government Industry Ad- 
visory Committee, the manufacturers 
deemed it advisable that the industry itself 
have a committee which could, in the mean- 
time, take whatever steps might be neces- 
sary in connection with problems which 
could arise under present conditions. 

At a meeting held in New York, Novem- 
ber 2nd, it was unanimously voted to form 
a group of not more than 25, to be known 
as the Precious Metals Jewelry Manufac- 
turers Committee, and a steering committee 
composed of Leonard Shiman, William B. 
Ogush, Loren Murchison and Charles H. 
Church was formed to complete this com- 
mittee. The following manufacturing 
jewelers, listed separately by cities, have 
agreed to serve: 


NEW YORK, N. Y. 


Herman L. Baskin, Baskin Bros., Inc. 
W. Waters Schwab, J. R. Wood & Sons 
G. H. Niemeyer, Handy & Harman, Inc. 
William B. Ogush, Wm. B. Ogush, Inc. 
Raymond Mehrlust, Jacob Mehrlust 
Walter F. Beer, Walter F. Beer Co. 


NEWARK, N. J. 
Leonard Shiman, Shiman Mfg. Co. 
J. J. Abelson, Jabel Ring Mfg. Co. 
Theodore Schrafft, Wefferling, Berry & Co. 
Maurice Spain, Maurice Spain & Son 
Charles H. Church, Church & Co. 
PROVIDENCE, R. I. 


Theodore White, J. J. White Mfg. Co. 
Fred A. Ballou, Jr., B. A. Ballou & Co. 
Robert Dieges, Dieges & Clust 


SAN FRANCISCO, CALIF. 


Joseph Granat, Granat Bros., Inc. 


LOS ANGELES, CALIF. 
W. F. Sebel, W. F. Sebel Co., Inc. 


PHILADELPHIA, PA. 
Lewis W. Gibbons, Fulmer & Gibbons, Inc. 


CHICAGO, ILL. 
Frank Milhening, J. Milhening, Inc. 


ST. LOUIS, MO. 
James H. Hetzel, Eisenstadt Mfg. Co. 


CINCINNATI, OHIO 
Max Litwin, Litwin & Sons 


INDIANAPOLIS, IND. 
Harry Herff, Herff Jones Co., Inc. 


A hearing on proposed Trade Practice 
Rules relating to use of the terms “Gold,” 
“Karat,” etc., was held in Washington by 
the Federal Trade Commission on Novem- 
ber 16th. Feeling that it would be helpful 
for manufacturers using gold to be present 
at the hearing, Messrs. Shiman and Church 
attended and while in Washington called 
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on other Government agencies with regard 
to problems affecting manufacturers of 
precious metal jewelry. 





Course in Diamond Setting 
Offered by New York School 


A diamond setting course has _ been 
added to the curriculum of the New York 
Jewelry Trades School, 560 Melrose Ave., 
Bronx. The course has been approved by 
the New York State Education Department 
and the Veterans Administration. 

Abraham Young, director of the school, 
stated that the course is being offered in 
response to the numerous requests of for- 
mer students. It is of the same duration 
as the school’s other two courses, Diamond 
Jewelrymaking and Watchmaking: 1200 


hours, 50 weeks for the day coures (morn- 
ing or afternoon sessions); 70 weeks for 
the evening courses. 





Western New York 24-K. Club 
Holds First Annual Dinner-Dance 


The first annual fall frolic and dinner- 
dance of the Jewelers 24 Karat Club of 
Western New York was held November 
30th in the Park Lane Restaurant, Buffalo. 
Approximately 125 persons attended. 

Arrangements for entertainment and 
dinner were handled by Mrs. Marvin Gin- 
gold, chairman of the entertainment com- 
mittee. Prizes for the waltz and rumba 
contests were awarded to Mr. and Mrs. 
David Dattner and Mr. and Mrs. Charles 
Glickstein. 




















Model GT—A larger all purpose engraver. 
[t accepts everything from the smallest lady’s 
watch and other jewelry items up to a large 
trophy cup 6” in diameter or a 12” wide tray or 
In other words, it will engrave every- 
thing model GM can, and large objects as well. 


platter. 


Diamond cut— 
. . . Brilliant as hand engraving! 


Tracer guided— 
. . . Anyone can operate it! 


Send For Free Catalogue G, ‘"How to Make 
Money with Tracer Guided Engraving."’ 
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Newly Formed Multi-Facet Co. 
Headed by Alex J. Kopstein 


The formation of a new diamond im- 
porting and cutting firm, the Multi-Facet 
Co., was announced last month. The new 
company has been organized to market, 
by means of a patented cutting, the first 
branded line of diamonds. 

According to Alex J. Kopstein, president 
of the new firm, the patented process makes 
it possible to add 40 more facets to the 
girdle of diamonds and thereby give them 
greater beauty and brilliance. The com- 
pany will begin operations January first as 
diamond importers and cutters selling to 
the ethical jewelers of America, on a fran- 
chise plan, loose diamonds in standard 





grades at prices determined by the prevail- 
ing diamond market. 

Mr. Kopstein brings to the Multi-Facet 
Co. a broad experience in the jewelry in- 
dustry stemming from 13 years’ association 
with Farber Bros. and the Sheffield Silver 
Co. He has a wide acquaintance with the 
retail jewelry business in which he was 
actively engaged as the head of a retail 
organization for a number of years. 

“Multi-Facet cut diamonds will be fair- 
traded and marketed,” Mr. Kopstein said. 
“under an arrangement that will allow a 
satisfactory profit to jewelers.” Also, this 
new cutting insures against chipping at 
the girdle, which he said is the weakest 
point if the diamond. 

“The principal reason that the girdle of 
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Now .. 
into his store where he can turn 
people into profits. 


. if only he could bring it 








in other departments too. 
BUILDER in your store . 


Write . . . today. 


DEPT. J 


CHICAGO 80, 





HERE’S HOW YOU CAN BRING IT 
INTO YOUR STORE 


Merchandise your watch repair department. Feature services that 
build prestige and goodwill. Services that increase sales and profits 

Why not use the BEST TRAFFIC 
. . your repair department. Let us help 


you with complete information . . . free and without obligation. 


Cd E. MARSHALL CO. 


1445 JACKSON BLVD. 

ILLINOTIS 
28 DISTRIBUTORS AND BRANCHES IN 
PRINCIPAL CITIES THROUGHOUT THE JU. S. A. 
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the diamond has remained unfaceteq 
through the centuries,” Mr. Kopstein 
stated, “has been the high cost of cutting 
this particular surface of the gem. The 
Multi-Facet cutting process solves that 
problem and therefore truly represents q 
forward step in the long development of 
diamond cutting. Not only does the process 
give diamonds more brilliance and beauty, 
but greater protection as well. In addition, 
faceting a girdle also provides a firmer 
surface for diamond setting.” 


ALEX. J. 
KOPSTEIN 
President of 


newly formed 
Multi-Facet Co, 





The original Multi-Facet process was 
developed about eight years ago, and used 
by the Multi-Facet Diamond Co., Inc., to 
market a line of mounted rings. Three 
years later the company changed its name 
to Diamond Craft of America and con- 
tinued its marketing operations under this 
fdentification until two years ago. The 
interests under the leadership of Mr. 
Kopstein are an entirely new organization 
which has purchased the patents for the 
Multi-Facet cut from the original company. 
The new company, the Multi-Facet Co., has 
established spacious offices and production 
facilities at 666 Fifth Ave., New York City. 
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Sachs as Waltham President 
Gets Large Clock Order 


Progress toward peaceful adjustment of 
the differences which had existed for 
some time between the trustees of the 
Waltham Watch Co. and the Reconstruc- 
tion Finance Corporation, largest creditor 
of the company, was seen in recent nego- 
tiations between the RFC attorneys and the 
trustees. If an agreement is reached, the 
appeals of the RFC from rulings of the 
U. S. District Court, now pending before 
the Federal Court of Appeals at Boston, 
probably will be dropped. 

Meantime, a contract to supply $440,810 
worth of precision instruments to the armed 
forces of the United States has been 
awarded to the Waltham company by the 
Department of Defense. C. Keefe Hurley, 
spokesman for the court-appointed trustees, 
said it was the largest defense contract yet 
received by the company, and that it is 
expected to go a long way toward putting 
the company back on its feet financially. 

Latest step by the company was to elect 
its first president and treasurer under the 
new management. Teviah Sachs, long con- 
nected with the watch industry, and who 
has been serving as agent for the court- 
appointed trustees, was chosen president 
and treasurer. William H. McMorrow and 
William J. Hudson were named vice presi- 


dents, and Donald T. Field, clerk. 
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Swiss Observatory 
Seeks ‘Absolute Time 


Technicians in the Swiss watchmaking 
of Neuchatel will soon be consulting 
the stars electronically in their ceaseless 

rch for greater accuracy In telling time. 
a Under the direction of Professor Ed- 
mond Guyot, chief of the world-famous 
Neuchatel Observatory, an electronic clock 
wing, now nearing completion, will shortly 
w apparatus by means of which 
photographs of the stars in their courses 
can be correlated with electronic clocks. 
The method is expected to provide the ulti- 
mate in time-checks for the Observatory, 
whose high standards are the yardstick for 
Swiss watch accuracy. 

The photographic equipment is known as 
a PZT (Photographic Zenich Tube). This 
tube is to be attached to a telescope whose 
powerful lens is now being polished. The 
entirely automatic operation will make it 
possible to take pictures of the stars with- 
out any human intervention. 

The electronic wing of the Observatory 
now has two clocks in operation, with the 
ultimate battery of nine, all cross-checking 
each other and _ backstopping possible 
breakdowns, expected to be completed 
within the next few months. , 


center 


house a ne 





Professor Guyot at a machine which tests 
the accuracy of chronometers and other 
quality Swiss timepieces. When hooked up 
with the electronic clock, the machine's elec- 
tric finger traces a line on a rotating cylin- 
der to compare movement of watch under- 
going test with near-perfect quartz clock. 


Importance of the Neuchatel Observa- 
tory’s accuracy is far from academic. The 
finest in Swiss chronometers—clocks and 
watches of all types—are brought to the 
Observatory for checking their split-second 
accuracy. Any fine watch or clock can be 
tested for a fee, but the big event in the 
horological world is the “Concours de 
Reglage,” held at the Observatory, in which 
Swiss jeweled-lever watch manufacturers 
engage in friendly rivalry, each entering his 
own most perfect timekeepers. 

Due to the major importance of precise 
timing to the Swiss watchmaking industry, 
the clocks upon whose performance the 
future “Concours de Reglage” will un- 
doubtedly be based are regulated down to 
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parts in order to turn a synchronized motor 
100 times every second. This motor has a 
wheel with 10 gear teeth, and so turns 
another wheel once every second. The 
latter wheel establishes electrical contact 
once every second with the clock mecha- 
nism. In this way the clock is actuated by 
the oscillation of the quartz crystal at a 
speed of 100,000 times per second. ' 

Control of the mechanism is exceedingly 
delicate. Tension of the current generated 
from the batteries has to be regulated con- 
stantly so that voltage appropriate to the 
size and shapes of the crystal is main- 
tained—270 volts in one direction and six 
and one-half volts in the other, in the case 
of these Neuchatel clocks. The temperature 
must then be kept at an even level, since 
the quartz otherwise would not expand and 
contract at a constant rate. 


one-millionth of a second per day. Their 
present time-check comes from the Royal 
Observatory at Greenwich, England, and 
although the PZT tube installation will en- 
able Neuchatel’s Observatory to be as accu- 
rate as Greenwich itself the daily radio 
check with the English observatory will 
continue. 

Electronic clocks are now recognized by 
leading horologists as the world’s most 
accurate. They depend on the vibrations of | 
a tiny quartz crystal through which passes | 
an electric current. This causes the crystal, | 

| 
| 
| 


a thin bar about an inch long, to oscillate 
100,000 times every second. As it oscillates 
under the electrical impulses at this con- 
stant speed, the quartz contracts and ex- 
pands at the same rate. This frequency of 
100,000 per second is split up by an instru- 
ment, known as a divisor, into a thousand 



















Heart's Desire [7 ey 


“Two hearts as one” in lustrous 
Pear] Plastic. The new Dennison Ring 
Case Number 7750TX — molded in a 
unique twin heart design — provides 
the perfect setting for one or two rings. 
Another triumph of Dennison design 
and workmanship. 







Novel wire stand, shown in picture 
at left, tilts case at an easy-to-see angle, 
swings flat under case when not in use. 
If not needed, stand simply snaps out 
and may be discarded. Another 
Dennison “display appeal” feature. 








Cover opens and closes smoothly on 
a sturdy pin hinge. Available in White, 
Blue, Pink or Green Pearl Plastic with 
Rayon Satin cover cushion and lus- 
trous Velvet ring pad. Individual White 
packers, 12 to a carton. Order by 
Number 7750TX. 


Ne 


° FOR RETAILERS FOR MANUFACTURERS : 
¢ Dennison makes a complete line of boxes Dennison makes a wide range of specially ° 
- and cases in paper, metal, fabric and designed paper jewelry boxes and cases : 
* plastic; findings; supplies. Sold by lead- for manufacturing Jewelers. Consult - 
- ing wholesalers throughout the country. us about your packaging problems. - 
Denn aturing @ 
RNNNSON &, 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 
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Charles Engelhard, 83, Dies; 
President of Baker & Company 


Dr. Charles Engelhard, 83, president of 
Baker and Co., Inc., of Newark, N. J., 
metal dealers and refiners, died Decem- 
ber Ist. 

Born in Hanau-am-Main, Germany, Dr. 
Engelhard worked both in the banking and 
jewelry business before coming to this 
country in 189] as American agent for the 
well-known platinum firm W. C. Heraeus 
of Hanau. His father was a jeweler in 
Hanau and the son’s enduring interest in 
the jewelry industry undoubtedly stemmed 
from that fact. 

Dr. Engelhard acquired the Charles F. 
Croselmire Co. of Newark, N. J., and de- 
veloped this into the American Platinum 


Works which he founded in 1903. In the 


following year he incorporated Baker and 
Co., refiners of platinum, gold and silver, 
and greatly enlarged its line of products 
by initiating divisions for supplying ma- 
terials for the jewelry, dental, chemical 
and other industries. 

A mere listing of the numerous firms of 
which he was president and directing head 
at the time of his death suffices to show 
the tremendous growth of his interests both 
in this country and abroad. These firms, 
loosely associated with each other under 
the name Engelhard Industries, are: Baker 
& Co., Inc., Newark, N. J.; American Plat- 
inum Works, Newark, N. J.; Hanovia 
Chemical & Manufacturing Co., Newark, 
N. J.; Irvington Smelting & Refining Co., 
Irvington, N. J.; Charles Engelhard, Inc., 
East Newark, N. J.; D. E. Makepeace Co., 
Attleboro, Mass.; Amersil Co., Newark, 
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Take advantage of our creative 
staff. Let us design and pro- 
duce the box that you need 
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specifications. 











N. J.; Nieder Fused Quartz Co,, Babson 
Park, Mass.; National Electric Instrument 
Co, Inc., Elmhurst, L. I.; Union Plate g 
Wire Co., Attleboro, Mass.; Baker Platinum 
of Canada Ltd., Toronto, Canada; Baker 
Platinum Ltd., London, England; Hanovia 
Products Ltd., London, England; Hanoyig 
Ltd., Slough, England; Engelhard Indus- 
tries, Inc., Rio de Janeiro, Brazil; Engel- 
hard Industries, Zurich, Switzerland; fp. 
gelhard Industries, Copenhagen, Denmark, 
and Precious Metals Development Ltd., 
Johannesburg, South Africa. 

In recognition of his contributions to 
science and technology, he was given the 
honorary degree of Doctor of Engineering 
by Stevens Institute of Technology in 1938, 
and a Doctor of Science degree by the 
University of Newark. These academic 
honors were particularly appropriate, since 
Dr. Engelhard had an unshakeable belief 
in the value of scientific research and did 
not hesitate to devote large sums of money 
to the development of new, and the im- 
provement of old, products of the precious 


DR. CHARLES 
ENGELHARD 





metals. This expenditure has been amply 
justified by the continually broadening use 
of these metals in industry and the arts. 
It can well be said that his vision con- 
tributed much to this progress. For many 
years he contributed an annual report on 
the progress of the platinum metals and 
gave valuable information on the economic 
and industrial situation of these metals. 
He was the author of “The Platinum- 
Palladium Controversy,” 1924, in which he 
strenously championed the use of palladium 
as well as platinum in the jewelry field. 

A friend of Franklin D. Roosevelt, Dr. 
Engelhard served as Presidential Elector 
from New Jersey in 1936 and 1940 and 
was a trustee of the Georgia Warm Springs 
Foundation, the institution so dear to the 
heart of the late president. He served as 
vice-chairman and trustee of the Stevens 
Institute of Technology, Hoboken, N. J. 
In 1943, his interest in social welfare 
caused the then Governor of New Jersey, 
Governor Edison, to nominate him to serve 
on the State Unemployment Compensation 
Commission. 

Surviving are his widow Emy and a son, 


Charles. 


Dates for BIF Announced 


Britain’s annual industrial show, the 
British Industries Fair, will be held in 1951 
from April 30 through May 11. As a time: 
saving service to buyers each industry will 
show the displays of its manufacturers in 
a clearly marked and catalogued section. 
Exhibits of jewelry products will be cen 
tered in London at Olympia Hall. 
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Gem Article by JC-K Consultant 
Appears in National Magazine 


An interesting and comprehensive article 
n gemstones, written by one of THE 
; 'LAR-KEYSTONES gem con- 


JewELERS’ CIRCULAR | 
sultants, appeared in the December issuc 


of The Nationa! Geographic Magazine. The 
39-page feature story, titled Exploring the 
World of Gems,” was written by Dr. W. F. 
Foshag, head curator of Geology, U. S. 
National Museum, and co-author of JC-K s 
report on “The Diamond Industry in 1949. 

The article relates in detail the origin, 
history and chief characteristics of world- 
famous gemstones. In addition it outlines 
the superstitious beliefs associated with 
many gems and describes the synthetic 
stones now being produced. 

Sixteen of the article’s 32 pages are de- 
voted to four-color illustrations of precious 
and semi-precious stones which are beau- 
tifully reproduced in their natural colors. 
One of the color photos shows Dr. G. S. 
Switzer, Associate Curator of Mineralogy 
at the Smithsonian Institution, measuring 
the refractive index of a piece of kunzite 
with a refractometer. Dr. Switzer is also a 
co-author of JC-K’s annual review of the 
diamond industry. 

Captioned “Upon a Mallet Tap Hangs 
a Diamond’s Future,” another photo shows 
Lazare Kaplan, New York lapidary, strik- 
ing the critical blow to a 100-carat South 
African stone while his son Leo holds the 
blade: The two gained recognition ‘seyeral 
years ago for cleaving the 726-carat Jonker 
Diamond. 





Two New Oneida Appointments 





R. W. LANDON P. T. NOYES 
Sales Manager Assistant Gen. Mgr. 
Oneida Community Ltd. Oneida Ltd. 


R. W. Landon has been appointed sales 
manager of the Oneida Community Divi- 
sion of Oneida, Ltd., according to an an- 
nouncement by D. E. Sanderson, vice presi- 
dent and director of sales of the Division. 

The board of directors of Oneida Ltd., 
appointed Pierrepont T. Noyes to the posi- 
tion of assistant general manager on No- 
vember 27th. He will assume his new duties 
on or about February 1, 1951. 





Jewelry Division Luncheon 
Aids American Fund Campaign 


Col. Harry D. Henshel and Mrs. Jan 
Peerce were guest speakers at the annual 
luncheon of the jewelry industry held on 
behalf of the American Fund for Israel 
Institutions on December 14th at the Park 
Lane Hotel, New York. 
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Paul Wyler (Wyler Watch Agency) is 
chairman of the Jewelry Division and Her- 
man Elkon (M. Elkon Co.) and Jacques 
Torezyner (N. Torezyner & Son) are co- 
chairmen. Charles M. Wolf (Charles 
Wolf & Son) is treasurer and members of 
the committee include Charles Barnett 
(Charles Barnett Co.); Simon Gershey 
(Gruen Watch Co.); Charles Gutwirth 
(Lipschutz & Gutwirth); Mendel Haber; 
Col. Harry D. Henshel (Bulova Watch 
Co.); Max Jellinek (president, Diamond 
Dealers Club, Inc.); Oscar M. Lazrus 
(Benrus Watch Co.); Max Lipschutz 
(Nathanson-Lipschutz Co.); Milton Weill 
(Arrow Mfg. Co., Inc.), and Henri Wellner. 

Funds raised at the luncheon will go to 
the support of the institutions included in 
the American Fund’s 1950 campaign for 





$2,044,000 of which $900,000 is to be raised 
in New York. 





Elgin Employees Receive Bonus 


Santa Claus arrived three weeks early 
(December 5th) for employees of Elgin 
National Watch Co. at the firm’s plants in 
Elgin, IJl., and in Lincoln, Neb. ' 

Checks totaling $163,000, representing 
the second one-half of their wage bonus 
for 1949, were distributed to eligible em- 
ployees in time for Christmas shopping. The 
first part of the bonus was paid July Ist. 

The payment, which this year totaled 
3.117 per cent of last year’s wages, has been 
made annually since 1936 to employees 
who have completed at least six months’ 
continuous service. More than $4,350,000 
has been paid in bonuses to date. 
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JIC Plans to Hold ‘Open House’ 
Reception at Annual Meeting 


Plans for the annual meeting of the 
Jewelry Industry Council call for an “open- 
house” reception for members of the in- 
dustry at the Council’s new offices at 608 
Fifth Ave., New York City, on January 11, 
1951, and a business session on January 12 
in the West Foyer Room at the Waldorf- 
Astoria in New York. 

At the “open-house” reception, scheduled 
to take place at the Council’s offices on 
January 11 from three to six o’clock in 
the afternoon, there will be a visual display 
for the benefit of all interested members 





of the jewelry industry, whether members 
of the Council or not, of work done in 
promoting and publicizing the products 
and services of the jewelry field. 

The business session to be held, starting 
at four o'clock in the afternoon on the 
succeeding day, January 12, will hear re- 
ports on the Council’s operations and a 
report on results of a mail ballot for the 
election of directors. Officers for the en- 
suing year will be elected at this same 
meeting. 

Plans for this year’s meeting represent 
a marked change from plans followed from 
1947 to 1950 for the Council’s annual gen- 
eral membership meeting. In those years 


























Here's what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


An eye-catching tray ... 
grain-leather, velvet-lined; the 
perfect complement for the’ mer- 
chandise it displays to such strik- 
ing advantage. Yours at no extra 
cost. 


A complete line of high quality, 
fast-moving sets in all sizes. As- 


You ll be wreathed 


in smiles by those 
Bliss Ring Styles... 










sortment is polished and reviewed 
annually to insure steady turn- 
over of each design featured. 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again 
at no extra cost, just part of our 
extensive service -to-dealers pro- 
gram. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


Write for beautiful catalog of Bliss Rings 


Blos King (2 
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the Council covered an exhibition of jt, 
work and its business reports and elections 
at a single Sunday morning meeting—the 
Sunday morning that followed the annual 
banquet of the 24-Karat Club of the City 
of New York. 


‘Gems Applique’ by Ostier 
Publicized in Newsreel 


Fine jewelry was given motion picture 
promotion during December when Fox 
Movietone News featured in its newsreel 
“Gems Applique” created by Marianne 
Ostier of 724 Fifth Ave., New York. Mrs. 
Ostier has introduced a method of fasten. 
ing diamond jewelry to the bare skin using 
a suction cup of palladium and a harmless 
chemical liquid. 





In this photo taken from the newsreel, 
the model is wearing on her forehead a 
cascade containing round and _ baguette 
diamonds set in palladium. On her finger 
is a diamond ring with a black pearl which 
may be unscrewed for substitution of an- 
other gem. The fabulous necklace and 
pendant she wears contains one pear-shaped 
and 413 round diamonds. Pear-shapes and 
rounds are blended in the_ sparkling 
bracelet. 





Le Roy's Jewelers Observe 
66th Anniversary in Business 


In observance of their 66th anniversary 
in business, Le Roy’s Jewelers, Fairbury, 
Nebr., conducted a formal fall opening on 
October 14th and invited customers to visit 
their store and inspect the newly installed 
all glass front and many: other improve- 
ments made by the firm. On that day 
flowers were presented to all ladies who 
visited the store and a large number of free 
souvenirs were distributed. In addition 
several worthwhile door prizes were drawn 
for and distributed. 

A large display ad in a local newspaper 
called attention to the firm’s anniversary 
and carried a picture of their newly re- 
modeled store. 

Said ad copy: “It is not our intention to 
look backwards over the years, in pleasant 
remembrance. We prefer the stimulating 
present and the challenge of the future.” 

Copy continued: “Sufficient to recall that 
John H. Le Roy opened his watchmaker’s 
bench for business in Fairbury in the fall 
of 1884. His bid for business was a knowl- 
edge of his profession and a determination 
to serve well. We of the second generation 
are ever striving to continue that which he 
started.” 


THE JEWELERS’ CIRCULAR-KEYSTONE. 




















‘ Congratulations are in order for Mr. and 
Mrs. Ernest H. Bennett of Bogota, N. J., 
who recently celebrated their 60th wedding 
anniversary with an open house party at 
their home. They were married on Decem- 
ber 8, 1890, in Moreley, England, a suburb 
of Birmingham. Mr. Bennett, who is now 
retired, is a well-known figure in the jewelry 
industry. He served as advertising repre- 
sentative of THE JEWELERS’ CIRCULAR-KEY- 
sToNE for many years before his retirement 
in 1942. 

4 Mr. and Mrs. H. Sorin, well known dia- 
mond dealers located at 576 Fifth Ave., 
New York, are currently visiting the prin- 
cipal diamond cutting centers of Belgium, 
Holland and Israel. The Sorins are on a 
combined business and pleasure trip and 
expect to remain abroad for a few months. 
Upon their return, they plan to expand 
their business. 

4 The Royal Tag and Label Co., formerly 
of 220 West 19th St., New York, are now 
located in larger quarters at 81 Warren 
St., Newark. N J. 

q W. Schap Kevisch, manufacturing jeweler 
of 2 West 47th St., New York, is under- 
going further surgery for a _ service-con- 
nected disability at the Halloran Veterans 
Administration Hospital on Staten Island. 
Word received from Mr. Kevisch indicates 
that he expects to be hospitalized for an- 
other three months. 


4 Leonard Gurfein, brother of diamond im- 
porter David Gurfein of New York and 
Antwerp, arrived December 14th on the 
S. S. Liberte from Antwerp for a two- 
months holiday. Leonard Gurfein is the 
European business manager for David 
Gurfein, 542 Fifth Ave., New York. Mr. 
Gurfein, who is close to the diamond mar- 
kets throughout the world, predicted that 
diamonds will be ten to fifteen per cent 
higher in price within the next few months. 
This rise, he believes, will be partially due 
to the shortage of materials because of 


concentrated buying in European countries 


as a hedge against possible inflation. 


4 Otto Saril, diamond importer of 607 Fifth 
Ave., New York, flew to Europe on Novem- 
ber 25th to visit the diamond markets of 
Antwerp and Amsterdam. Mr. Saril was 
scheduled to remain abroad one month and 
expected to return to this country the latter 
part of December. 

q A testimonial dinner was given to honor 
J. Francis Thibault, in Utica, N. Y., upon 
his election as president of Evans & Sons, 
Inc., jewelers. During his 36 years’ asso- 
clation with the firm, he has held positions 
of manager, secretary and treasurer. Con- 
gratulations were extended by Mrs. Arthur 
D. Evans and Mayor Boyd E. Golder. 

q Timpane’s jewelry store, 119 Remsen St., 
Cohoes, N. Y., has opened a new gift de- 
partment, featuring a wide selection of 
items for all gift occasions. A free ash tray 
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was given to everyone visiting the new 
department on opening day. 





O. M. Resen, Ring Manufacturer, 
Observes 25th Anniversary 


The firm of O. M. Resen, creators of 
“Rings of Royalty,” observed its 25th busi- 
ness anniversary in December at the com- 
pany’s offices, 62 West 47th St., New York. 
Employees presented Mr. Resen, founder, 
with a large bronze plaque, while he in 
turn presented $100 bonuses and $200 gold 
watches to three who had served the com- 
pany ten years or longer. The three so 
honored were Joseph Rosen, accountant 
for 20 years; Jack Jacobson, head engraver 
and model maker, and Herman Falk, Mr. 
Jacobson’s assistant. 





O. M. Resen (left) receives bronze plaque 

from Jack Jacobson, head engraver, as 

company observed 25th anniversary at of- 

fices in New York. Mrs. Resen, who designs 

most of the firm's rings, is shown in back- 
ground. 


A party, started at the company’s offices, 
was continued at dinner and an evening 
spent at Billy Rose’s Diamond Horseshoe. 
Mr. Resen in a speech to employees said 
that 1950 was one of the most successful 
years in the company’s history. Both he 
and his employees had profited, he said. 

During the past year, the firm added two 
new originals to its line. One was a “Holy 
Year” wedding band in gold and palla- 
dium; the other a “Repledging Wedding 
Ring,” with palladium scrolls, designed 
especially for Carol Channing, star of 
“Gentlemen Prefer Blondes.” A catalogue 
in color issued last year lists 175 different 
and currently popular wedding ring style 
numbers. 


e— -—___ —_—_——_— 


Dimes Retires from Business 


Bertram F. Dimes, for 30 years a prin- 
cipal officer of Richard Dimes Co., South 
Boston, Mass., sterling silver manufac- 
turers, retired recently to his farm in Con- 
toocook, N. H. His duties at the company’s 
plant are ably filled by his son, Leslie R. 
Dimes, who had ample training under his 
father and his grandfather, the late Rich- 
ard Dimes, founder of the company, who 
died in 1936. 


ee ll 


"ee 
CS 4 


YY, 
tee 


CULT URED PEARLS 


JACK J. FELSENFELD.. 


9 MAAIDEN LANE NEW YOR} 











Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 




















“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


NEW YORK 


ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 
AMS 


@ ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 
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SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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HENRY 


Refractive index about 
10% higher than Diamonds 


Samples on Request 


LAPIDARY, INC. 


72 WEST ‘47**: ST, 
YORK 19, N. Y. 


NEW 
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198 Broadway 


BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in 
Sterling Rhodium finished. 
logue ready soon. 


CHARM CRAFT CORP. 
Mfr's of 14K Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 
New York 9, N. YY. 


14K. Also made 


Reserve yours now. 


SOME INTERESTING CHARMS 


From Our Large Assortment 





Illustrated cata- 








Used by hewuters eesuetere 


Scribable 


Celluloid, Plastic 


Button Fast Tags— in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 
New York 11, N. Y. 


220 W. 19th St. 














| Road, Bronxville, 





Alexander E. Arnstein, Arnstein Bros. 


Division of the Federation of Jewish 
Philanthropies of New York braved De- 
cember 7th’s rain and gale to attend the 
industry-wide annual dinner for Federa- 
tion at New York’s Hotel Plaza in honor 
of Alexander E. Arnstein, Arnstein Bros. & 
Co., vice-president of Federation’s Lebanon 
Hospital. 

Guest speaker Milton Weill, Arrow Mfg. 
Co., an honorary chairman of Federation’s 
overall jewelry campaign, appealed for all- 
out support of the Diamond Division “life- 
saving drug drive” to fulfill its part of 
Federation’s effort to wipe out waiting lists 
for medical care and social services. 

Contributions pledged and received at 
the event represented a rewarding increase 
over last year’s total maintenance figure, 





it was announced by Joseph Baumgold, 
Baumgold Bros., Inc., chairman of the 
diamond drive on behalf of Federation’s 
$20,000,000 campaign to maintain and ex- 
tend the services of 116 member hospitals 
and welfare institutions. 

Jacques Torezyner, N. Torezyner & Son, 
Inc., dinner committee chairman, who 
acted as toastmaster at the Arnstein din- 
ner, emphasized the obligation of every 
member of the community to support Fed- 
eration’s health and welfare program not 
only with their money, but with their time 
and energy as well. 

Other officers of the Diamond Division 


are Charles Wolf, Charles Wolf & Sons, 





Poole Retires Peabody 
H. I. “Duke” Peabody, who has been 


associated with the Poole Silver Co. for 
many years, has been retired by the firm 
as a resultt of a prolonged illness. 

Mr. Peabody, who spent most of his 
business career in the silver industry, has 
travelled extensively for the company, and 
as a result has made a host of friends, 


covery. 

Those friends who would like to com- 
municate with Mr. Peabody can do so by 
writing to his home at 250 Bronxville 


m ws 






More than 150 members of the Diamond | 





ARNSTEIN HONORED AT FEDERATION DINNER 


& Co., 
Philanthropies' Lehbones Hospital, was heneved by fellow diamond men at the traditional 
industry-wide dinner for Federation, December 7th at the Hotel Plaza. Left to right: Stephen 
W. Hofman, Diamond Distributors, Inc., the jewelry industry's deputy campaign chairman for 


Federation; Mr. Arnstein; Joseph Baumgold, Baumgold Bros., 

man; Jacques Torczyner, N. Torczyner & Son, Inc., toastmaster and dinner committee chair- 

man, and Milton Weill, Arrow Mfg. Co., jewelry industry honorary chairman and president 
of Federation's Business Men's Council. 
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all | 


of whom are hoping for his speedy re- | 








vice president of the Federation of Jewish 


Inc., Diamond Division chair. 


associate division chairman; Max Elkon, 
Max Elkon Co., treasurer; and Ben Eich- 
berg. Eichberg & Co., honorary chairman. 

Tribute was paid during the evening to 
the late Aaron Sverdlik, honorary chair- 
man in memoriam of the jewelry industry’s 
Federation campaign, for his devotion and 
loyalty to philanthropy which has, since 
his passing, served as an inspiration to the 
jewelry fraternity. 


REDIT FORMS 
© contracts 


enn books, etc. 
=» FREE samples 


Ss. RL. surnamer Co. 
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370 7th Ave., N.Y. 1, N.Y. 








The Best Place To Buy... 


Black Forest 


CUCKOO CLOCKS 


and Parts 


Cuckoo Clocks, best 

quality movements 
strike half and full 
hour with a gong. 


Wholesale prices. 


$13:9> 


All sizes of clocks. 
Ask for Price List 11 


F KAUFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 
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—from the diamond cutter 
to the retailer— 
INQUIRIES INVITED 


NEW YORK DIAMOND IMPORTING CORP. 


wholesale jewelers 
565 FIFTH AVENUE — NEW YORK 17, N. Y. 
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y. S. Suggests Price Freeze 


(From page 155) 


or (b) the amount of the increase since 
June 24, 1950, in the cost of direct wages 
and materials going into this product, 
whichever is lower. 

3 As applied to the distribution trade 
(wholesale and retail), gross margins may 
not be increased above the June, 1950, level 
‘t net dollar profits before taxes of the 
distributor are equal to or in excess of 
average net dollar profits before taxes of 
the distributor in the period 1946-49. 

4. Distributors may not increase their 
prices on the basis of increases in replace- 
ment costs or market costs. Margins may 
be added only to inventory cost actually 
aid.” 

The ESA said that in applying these 
four standards producers and processors 
should maintain the same _ proportionate 
production of lower-priced and _higher- 
priced items as in the days before the 
Korean war began June 25th. 





R.I. State Employment Service 
issues Booklet on Jewelry Mfg. 


A booklet descriptive of Rhode Island’s 
second ranking industry—jewelry manufac- 
turing—has been prepared by the Rhode 
Island State Employment Service and is 
heing distributed to employment service 
offices and schools throughout the country. 

The booklet is the result of an industry- 
wide study of costume jewelry manufactur- 








REPAIRS and PLATING 
in GOLD and SILVER 


3! Years of Continuous 
Service to the Trade 





(Before) 





Highest 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
11 Vest 45H Ss Mew Yok 19, 8 ¥. 


Est. since 1918 
AT THE SAME ADDRESS 
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JEWELED ELEGANCE 





This is but one of the many photographs 
distributed during the month of December 
by Martha Percilla, Fashion Director of the 
Jewelry Industry Council, to more than 600 
newspapers which have fashion and woman's 
page editors. In addition to the pictures, 
Miss Percilla also furnished newspapers with 
several releases which stressed the impor- 
tance of jewelry to the latest fashions and 
offered Christmas gift suggestions for both 
men and women. The jewelry shown is by 
Mare Koven. 





ing and was undertaken so that knowledge 
of the jobs in the jewelry plants might be 
given wide distribution. 

It contains descriptions of all the jobs in 
a jewelry factory. This information on the 
duties and skills of jewelry workers was 
compiled for use by the employment service 
staff in Providence. It will enable the 
agency to make better selections of appli- 
cants for referrals to job openings in the 
industry. 


Duty-Free Entry of Merchandise 
Samples Eases Customs Red Tape 


By allowing duty-free entry of merchan- 
dise samples, the U. S. Bureau of Customs 
has smoothed the way for traveling sales- 
men engaged in international trade. Pre- 
viously, cash or surety totaling at least one 
and one-fourth the amount of the esti- 
tated duty has been required. At the same 
time, this action will free customs officials 
of much paper work. 

Henceforth, a foreign salesman’s written 
word will suffice for temporary entry, free 
of duty, of accompanying samples of 
merchandise. Loss of the free entry privi- 
lege on future trips may be the penalty for 
failure to export the samples within the 
prescribed time, or for other willful viola- 
tions of Customs Regulations. 

According to Frank Dow, Commissioner 
of Customs, the new provision embodied 
in Treasury Decision 52612, approved by 
the Acting Secretary of Treasury, applies 
to samples accompanying a commercial 
traveler which are examined and cleared 
on a baggage declaration at the pier. The 
previous ceiling of $500 value for merchan- 
dise thus entered informally has been re- 
moved, the Commissioner stated. 
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phitlaur 
Brothers. 


Importers 


of 
Diamonds 
in all 
SIZES 
and 


SHAPES 


Memorandum Selections 
Upon Request 





























Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


‘ Diamond Importers & Cutters 
48 WEST 481TH ST..N.YC. BRYANT 90123 
































167 


icneeenentttienneennnetiensteeetneennenennmmneneemntenmeenn nee eee 
A An 
* 








PER STRAND 


Plus 15¢ For The Insured 
Parcel Post Package 
(which may contain 
one or more jobs) 
EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 
Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE wn 3 os iT 1S 





Pearl Restringers 


Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 








THE 
$Zishor SPORTS LINE 
CHARMS AND MEDALS 


FOR 
ALL EVENTS 
7O YEARS OF 
QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 







J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 





FINE STERLING 
HOLLOWWARE 


and 
4 AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 





Sold bo direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Shreve, Crump & Low and Bigelow- 
Kennard were among several other jewelry 
stores which joined with 51 stores and 
shops of Boston’s Back Bay in a lavish 
“Million Dollar Fashion Show,” presented 
in John Hancock Hall on Nov. 30, where 
afternoon and evening performances drew 
audiences totaling about 2,000. Originally 
produced at a recent luncheon meeting of 
the Back Bay Association, the show re- 
ceived such acclaim that it was held again 
for the public. Included was a dazzling 
array of diamond jewelry which appeared 

















recently in the “Diamonds, U.S.A.” exhibit | 


in New York City, along with the world- 


famous “Shah of Persia” diamond, a gi- | 
gantic jewel in a beautiful setting and | 


valued at $500,000. 


q While every retail jewelry store in Bos- | 
ton was gaily decorated for the Christmas | 
season, many wholesalers also took the | 


opportunity of dressing up their places. 
For the 20th year in succession, a huge 
Santa Claus came out from hiding to take 
his exalted position in N. I. Goodman’s 
front office on the 10th floor of the Jewel- 
ers Building. Close inspection shows pen- 
ciled intials, “N.I.G.” on Santa’s nose— 


placed there years ago by Oscar Zaff of | 
Smith & Zaff, 309 Jewelers Building. The | 


Goodmans enjoyed a family Thanksgiving | 


dinner together, and after Christmas Mrs. 
Goodman will be setting off on her annual 
trip to California. 
q Mr. and Mrs. 
Louis F. Guiness, Inc.., 
Building, were back for Christmas from 
Bermuda, where they spent the month of 
November. Both were well-tanned. 

q Emery Soule, formerly with 
Brothers Co., Brockton, Mass., 
new store of his own at Orleans, 
Cod, on December 10. 

q Many New England jewelry firms were 


Gurney 
opened a 
Cape 


planning on exhibits at the Mid-Winter | 


Market Gift Show, to be held at the Parker 
House, Boston, Jan. 21 to 26. 

q Miss Elizabeth Brown, of A. R. West, 
Devonshire St., Boston, and Wellesley 
Hills, is back from a November trip to 
Bermuda. 

q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., George Alman of Quincy 
Jewelry Co., and Mrs. Rose Marshall, 
bookkeeper of the Travis, Farber Co., 909 
Jewelers Building, were among the guests 
at the head table at a reception in the 
Hotel Commander, Cambridge, to the 
Egyptian Ambassador while the latter was 
in Boston recently for a visit. Bob John- 
son of the Parker Pen Co., presented the 
Ambassador with a gold Parker 51 pen, 
engraved with the Ambassador’s name. The 
latter extended an invitation to Bob to 
visit him at his palace in Cairo. 

q Miss Gertrude C. Doyle, director of edu- 
cational services for Towle Silversmiths, 
was guest speaker at the November dinner- 
meeting of the women of the Advertising 
Club of Boston at the Hotel Vendome. 


Louis F. Guiness of the | 
firm, 711 Jewelers | 





NEW ENGLAND 


She and Robert C. Smith, assistant sale, 

manager, discussed the history of “Silver 

Through the Ages.” Mrs. Elsie Abbott, 

advertising manager of A. Stowell Co., was 

co-chairman of the meeting. 

q¢ Cards received from O. F. Metzner, yp. 

tired jeweler of Lawrence, Mass., tell of 
the grand time which he and Mrs. Metzner 
are enjoying at St. Petersburg, Fla., this 
winter. 

q Elmer J. “Jockey” Johnston of Caribou, 

Maine, set out in November on his annual 
deer-hunting trip, and bagged a big black 
bear. He also got his deer. 

q Word received from Frank Reilly, for. 
merly with the Bella A. Glass Co., Jewel. 
ers Building, and now with the air force 
at Fort Lewis, Washington, told of his 
being ill in the army hospital there. 

q Richard Karlmark, new salesman at the 
Herbert W. Stranger Co., 306 Washington 
Bldg., became engaged on Dec. 10 to Miss 
Dorothy Giles, Saugus, Mass, 

q Miss Katherine A. Murphy of the com. 
pany of the same name, 509-1] Jewelers 
Building, spent the week-end of Nov. 10 
to 12 as guest of Mrs. W. N. Adams, 
jeweler of Brattleboro, Vt. 

q Water-resistant watches were the gifts 
at a party for Michael Mahar, Jr., and 
Vincent O’Keefe of the Mahar & Engstrom 
Co., 406-10 Jewelers Building, when the 
two young men left on Nov. 16 to join 
the Army Air Force in San Antonio, Texas, 
q Day’s, Inc., jewelers of Portland, Bangor, 
Biddeford, Lewiston, and other Maine 
cities, have taken over the store of Lurchin 
& Lurchin, St. Johnsbury, Vt., which until 
recently had been operated by Harold E. 
Winchenpaw. 

q Albert Taylor of the silver department, 
Smith-Patterson Co., left to join the Army 
on December 4. The employees held a 
Christmas Party at Hampshire House on 
December 7, with dancing and entertain- 
ment features. Joseph Manning, for many 
years the store’s head shipper, and who 
broke his hip last February, makes an 
occasional visit to see everyone, hale and 
hearty at 83. 

q I. L. Seidler, Inc., formerly located in 
Room 339 Province Building, moved re- 
cently to larger and newly decorated quar- 
ters in Rooms 607 and 609. 
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AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. P 

Plenty of protection 
for expensive ear- 


rings. 





Patent Applied Fer Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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reater Boston jewelry stores 
smented their newspaper advertising 
oh the issuance of especially attractive 
Christmas Gift catalogs, among these be- 
ing Shreve, Crump & Low, A. Stowell & 
Co. and Thomas Long Co. . ; 
4 Likewise all stores were dressed up 
for Santa Claus—Long’s hung with gay 
white snowflakes and glistening blue balls, 
and Shreve’s bright with red and silver, 
with Christmas pendant lanterns providing 
the decorative motif. | 
¢ Three large tables, one set with cutlery 
and newer novelties, another with several 
candelabras, bowls, and salts and peppers, 
and a third with small wares, cigarette 
cases, lighters, compacts, and key chains 
formed the central Christmas decorative 
theme in the Kennard & Co. store during 
the holiday season. In the show windows, 
William “Chris” Christy had included nov- 
elty Christmas trees from Finland, made 
of green-dyed chicken feathers tipped with 
gold glitter and with golden bases, which 
attracted much attention for their orig- 


. Several G 


inality. 
q At the Bigelow-Kennard store it was in 


every way a “White Christmas,” with the 
entire store glistening brightly from among 
its neighbors on either side, with bright 
white lights and snowy decorations. The 
store recently “rejuvenated” its lamp de- 
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F 10 JEWELERS 


ATTRACTIVE 
DISPLAY 
NO. 71 AS 

ILLUSTRATED 
IN OUR 





CATALOGUE 
MAILED FREE 
UPON 


REQUEST 
MANUFACTURER 
TO RETAILER 


SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Fantasy of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 
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e YOU CAN'T LOSE 

Watch Repair Sales with POLTOCK — the 
Supply House that stocks ALL Hard-to-Get 
parts—Swiss and American! 

e Write Dept. J for Catalog, 
e F R E E ! Ligne Gauge & Shethaenly 
e JOHN A. POLTOCK & CO. 


© 15 MAIDEN LANE NEW YORK 
. 7, N. Y. 
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Brown, Green ......... $11 K 
#353 — Genuine Calf Leather 


TRAVELING CLO A #11J3—Sheepskin case—Bleck, 
CK C SES Dark Brown, Dark Blue, Red, 
get or eestor: 7K 

Wie Garey ¥ #223 Genuine Morocco Leather 

Te ¢ R; ey ease—Wine, Red, Black, Blue, 


Ca ee km Waltham. Immediate Delivery. 
mo ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 











LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
Send Me Your Next Package ”’ 


_ M. J. STERN 
Repairing of Jewelry & Special Order Work 








61 Beekman Street New York 7, N. Y. 
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partment, and installed a wall case for 
vertical showing of Towle place settings in 
the silverware department. 

q Henry Nolin of 79 Lisbon St., Lewiston, 
Maine, plans to open a new jewelry store 
next door to his present quarters early in 
February. 

q William “Bill” Burgess, who was asso- 
ciated with the Thomas Long Co. from 
1925 to 1937, was married on Dec. 28, and 
has returned to the company, and will rep- 
resent its wholesale department in the 
Chicago area during the coming year. 

q Charles W. Alsterlund, who moved to 
California a couple of years ago, although 
still maintaining his business place at 816 
Washington Building, Boston, has opened 
a new office at 220 West 5th St., Los 
Angeles. 

q A. Gashin, of 501 Jewelers Building, had 
his place completely redecorated with new 
lights and fixtures being installed for 
Christmas. 

q The Boston Jewelers Bowling League 
teams were scheduled to go back to roll- 
ing at the Boylston Street alleys on Jan- 
uary 2 after a mid-season “vacation” dur- 
ing the busy holiday month of December. 
At the time they stopped, the Thomas 
Long team was leading with Mahar & 
Engstrom’s crowding in second place. 

q Ross-Taylor, Inc., 717 Washington Build- 
ing, which issued an attractive Christmas 
calendar, participated in a Christmas party 
for children under the Medford Kiwanis 
Club on December 24th. 

q Frank D. Stratton, traveling representa- 
tive of Lamson & Goodnough, Shelburne 
Falls, Mass., has been in the Melrose, 
Mass., hospital with a fractured pelvis, 
following a recent fall. 

q Alton B. Fuller of Kettell, Blake & Read, 
201 Washington Building, has just moved 
into his new home in Winchester, Mass. 


q The Church Co., which for several years 
has occupied the 8th floor at 47 Winter 
St., Boston, will move about the first of 
February to a ground-floor location at 2 
Newbury St., opposite the Ritz Carlton 
Hotel. The quarters will undergo exten- 
sive alterations and modernization in keep- 
ing with the dignity of the store which 
handles fine antique jewelry. 

q There are now three Frank A. Gen- 
dreaus in the firm of that name at 47 
Winter St.—Senior, Junior, and III. 

q Herbert W. “Sparky” Stranger, Jr., of 
306 Washington Building, has been sport- 
ing a new fireman’s tie, decorated with 
buckets and fire-chief hats, presented to 
him recently by a fellow “spark,” Hayward 
Sweet of the R. F. Simmons Co., Attle- 
boro, Mass. 

q Hyman Ponzie, who is well known in 
Province Building jewelry circles, was in- 
jured when struck by an automobile on 
Nov. 27. 

q Numerous New England jewelry stores 
were forced to close their doors by late 
afternoon when it became dark, following 
the cutting off of power during the near- 
hurricane storms which swept the area 
late in November. 

q Carmen Fuschetti, jeweler of 614 Prov- 
ince Building, returned from a_ hunting 
trip in New Hampshire with two deer. 


THESE RINGS 
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GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 
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QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST.,. NEW YORK 17, N.Y. 
Through Wholesalers Only 
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q The local newspapers recently announced the line of appliances and luggage which 
the sale of the Widener Building at Juniper are proving excellent traffic boosters ace 
; and Chestnut Sts., which has housed J. E. | cording to one spokesman for the Pi 
; Caldwell & Co. for the past generation or q The new telephone number of the Clit. 
4 more of this firm’s 100 years on Chestnut ford A. Kay shop at 3736 Midvale Aye. is 
} ; St. The newspapers also announced that Germantown 8-8008. Continuing in thei; 
; the new owners, a New York syndicate, usual policy of “adding new lines” this 
plan to reconstruct the entrance, arcade and store has recently added Gorham’s sterling 
other space for department store use. | and a selection of barometers to their well. 
Eugene T. Jump, vice president of J. E. | rounded stock. 
Caldwell & Co., informed JC-K that he has | 4 William Mawer reports that he has sub. 
received no formal notice of the transaction __ stantially enlarged his mailing list ang 
and, at this writing, he had no reason to | stepped-up his direct-mail advertising dur. 
believe the firm would seek new quarters _ ing the Christmas season. He said the 
because their lease does not expire for __ results are so satisfactory that he will make 
several years to come. | every effort to continue the work as dij. 
q Smith’s of 1046 N. Second St. are receiv- | gently during the coming year. The Mawer 
ing compliments on a recent diamond ear- | store is at 2008 E. Chelten Ave. 
ring newspaper ad. The earrings illustrated | € A spokesman for the L. S. Model Co. at 
were encircled in musical notes. The copy 9th and Arch Sts. has expressed the belief 
of the effective ad read: “Keyed for sharp that now is the time to intensify promo. 
ears, a pair of these scintillating dia- tional efforts in the mail order business jn 
mond earrings will make this a_ notable which this company specializes. 
Xmas! .. .” | @ Readers of the Philadelphia Inquirer 
q Capone’s Jewelers are planning to in- “couldn’t help noticing” the Tappin’s three. 
crease the advertising in the Broadway, column, half-page ad on Sunday, December 
Savoya, Alhambra and Plaza motion pic- 10th when it was placed next to a depart- 
ture theaters as a means of promoting the ment store clothing ad. The pictures of 
religious jewelry in which the store at 1707 diamond rings were bigger than the pic- 
S. 12th St. have been specializing lately. tures of the men wearing the suits—an 
Emphasis will be placed on the sale of accident that worked to the advantage of 
rosaries from Italy. the jeweler by impressing the type of cus- 
4 According to tentative plans at the time tomer to which the appeal was directed. 
of this writing, the Eastern Pennsylvania 
Guild of the American Gem Society will pi: 








meet Tuesday, January 9th at the Academy 


of Natural Sciences. | WRITE FOR 


q Ar-Co Jewelers are expanding again. | 
Recently the store at 5311 Market St. | Our New 


grew from Ar-Co Jewelry to Ar-Co Jewelry | COMPLETE CATALOG 


and Electrical Appliances with the addi- | Materials, Tools, Watch 
tion of the merchandise indicated. Now | Cases and Dials, Watch 
they are adding television and refrigerators | Attachments, Jewelry 


in quantity and giving them prominent | 
space on the selling floor. : TILMORE WATCHES 
q After the first of 1951 the greeting card 
department, always a strong drawing card CENTRAL WATCH MATERIALS 
at Art’s Card & Gift Shop at 4833 Wood- & SUPPLY CO., Inc. 
land Ave., will be enlarged and the stock Cid ats timntore 
greatly increased. This and the fact that | [RRV@ROSEe-y aay ae Phila. 7. Po 
a greater number of prospective customers 
received advertising postal cards during | 
the last few months, Art credits to the | . 
s | stab. 1887— 

influence of the former Miss Dorothy Glaser | eae nee BOWMAN 
whom he married last August. Ae < Technical School 
q The next regular meeting of the Horolog- Courses for Success fo 
; - Watchmakers 
ical Guild of Philadelphia will be held A Graduates pass HLA. 
Tuesday, January 9th at the Philadelphia Certified MASTER 

‘ ° Naha Watchmaker Exams. 
School of Engraving. This school moved mig FP PSOHN J. BOWMAN, Director 

‘ \... Bowman Bidg., Lancaster, Pa. 

to larger, completely modernized quarters =~ Engravers Jewelers| 
at 1624 Arch St. last June. It will prob- — 
ably be the regular meeting place for this | 





















































organization during the year 1951. - “ vax | 
BYA R Bee = B ere q Frank Davis has been gradually adding LEARN WAT¢ orate 
aka neous ee i giftware lines to the store bearing his name At Ol oe eee Approved 
sag tes “be ’ ache 1 at 35 N. 52nd St. Most recently he has for P.L. 16 Veterans & 346 





PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Philc. 
Write Dept. “K’’ It’d CO 
BAidwin 9-1376 
Arthur T. Johnson, Principal 


PHILADELPHIA 7, PA. Sm | Ty added well known brands of chinaware and 
glass ware and promoted them jointly. 

q The Harvey-Roberts store at 5611 Chester 
Ave. has been lengthened to accommodate 
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Nine Gemex Co. employees received congratulations upon completion of 20 years and 10 
years service with the firm. From left to right: F. Walter Mueller, Rice Leaders of the 
World Association; Eugene Prestinari, president, Gemex Co.; Charles Krannich, Oscar Weber, 
both 20 years service. Ten-year veterans are Christian Bischoff, Carolyn Skwirut, Elsie John- 
son, Doris K. Finck, Anna King, Stanley Luksa, Steve Lowda, and W. Lichtenfels, vice-president 


of Gemex. Mary Dvorscak and 


The Gemex Co., of Union, N. J., held 
its annual employees’ party on November 
24th, at the Essex House in Newark. 
More than 350 co-workers of this leading 
watch band manufacturer attended. Cock- 
tails and dinner were followed by enter- 
tainment and dancing until 2 A.M. 

Eugen Prestinari, president, and W. 
Lichtenfels, vice president, welcomed those 
present, and announced that 44 Gemex 
employees had completed more than 20 
years of service, and 63 others have served 
for over ten years. 
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Through 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 
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We have conducted sales for 
leading jewelers of America 


20 years of cencentrated experience 


in this field. 


Bank and Trade References Supplied 
Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 

permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Joseph Ognibene are not shown. 


“[ am proud,” said Mr. Prestinari, “that 
over 30 per cent of our Gemex family have 
been with us for more than ten years.” 

Presentations were made to the new 
20-year veterans—Charles Krannich and 
Oscar Weber. The following new ten-year 
veterans also received a presentation and 
congratulations: Christian Bischoff, Mary 
Dvorscak, Anna King, Stanley ~Luksa, 
Carolyn Skwirut, Doris K. Finck, Elsie 
Johnson, Joseph Ognibene, and Steve 
Lowda. 

An impressive honor was received by 
the Gemex Co. when the Rice Leaders of 
the World Association gave their Award 
of Merit and membership to the firm be- 
cause of its “adherence to the guiding 
principles of honor, quality, strength, and 
service.” F. Walter Mueller of the Rice 
Leaders, presented membership plaques to 
all Gemex department heads. 





Louis Stern Co. Blovetes 
Sadow to Vice Presidency 


Paul M. Stern, president of the Louis 
Stern Co., Providence jewelry manufac- 
turing concern, has announced that Saul 
Sadow will assume the duties of vice- 
president of the company. The appoint- 
ment is effective January 1, 1951. 


SAUL SADOW 


Vice President 
Louis Stern Co. 


Sadow has been with the company for 
the past 10 years. He has filled several key 
positions in the Stern organization and 
brings to his new post a wide and varied 
experience in the jewelry field. He has 
traveled extensively for the firm and has 
made a host ef friends in the industry. 














GRAN 
EMBLEM RINGS 
AND BUTTONS 





Three new Masonic items of fine 
design and workmanship that will add 
eye appeal to your emblem display for 
quick turnover. 


#1652-32nd DEGREE RING, in 10K 
or 14K gold, rhodium plated, hand 
chased, and shanks with any combina- 
tion of emblems, but without the usual 
‘special order” cost. 


#746-SHRINE BUTTON set with 
synthetic ruby scimitar, furnished in 
palladium or platinum. 


#734-SHRINE BUTTON, red enamel 
fez, furnished in 10 K or 14K yellow gold. 


Ask our representative to show you the 
complete “GRAN” line of fine emblem 
and diamond mounted jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 
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CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 
Cut for mountings in 

M/M sizes. 
Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 


Memorandum selection sent 
to responsible jewelers. 


MIRABEAU C. TOWNS & SON 


Est. 1910 


3 Maiden Lane New York 7, N. Y. 
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1897 


1951 
We Renew . . 


our 53 year old 
pledge of 


Conscientious Service 


Honest Values 


Dependable Quality 
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Auocking FOR 
A TRAVELING 


SALESMAN 


A chance to carry the quality lines 
of a fine 66 year old wholesale 
jewelry-company into West Vir- 
ginia and surrounding areas. We 
are already well established with 
the trade in this territory. Write 
full details or come to Baltimore 
for an interview. The opportunity 
is worth the trip. 


|| L 4m insTitUll® anit 
21 W. BALTIMORE ST. 
BALTIMORE 1, MARYLAND 














q The Jewel Box, a new enterprise for 
South Charleston, W. Va., recently opened 
in the Victory Theatre Building there. 
William Mullins and Hugh Comstock, Jr., 
co-owners, said the new store will feature 
a complete line of nationally advertised 
watches and other famous names in jewelry. 
q Gene Epstein and Marvin Blassner have 
formed Casa Linda Plaza Jewelers, which 
has opened for business at 289 Casa Linda 
Plaza, Dallas, Texas. Prior to going into 
business for himself, Epstein formerly rep- 
resented one of the country’s major im- 
porters and distributors of diamonds. 
Blassner operated another jewelry store in 
Dallas before forming a partnership with 
Epstein. 

q Berman’s Jewelry Store, corner of Quar- 
rier and Capitol Sts., Charleston, W. Va., 
held its formal opening November 24th. 
The new unit, 14th in the Berman organiz- 
ation in the State, features new decorations 
and the latest jewelry display equipment. 
Samuel Berman, who founded the organiza- 
tion 48 years ago, is still active in the 
management of the chain of stores. Present 
directors are Isadore and Samuel Berman. 
q The new Levit’s Credit Jewelers, Hous- 
ton, Texas, opened November 17th in its 
enlarged quarters with a five-day celebra- 
tion. Mr. Levit’s three sons, Harry, Maurice 
and Charles, form the executive group of 
the jewelry store which was founded in 
1917. A jewelry designing and manufac- 
turing plant and new lines of merchandise 
have been added as part of the firm’s move 
to new and larger quarters at 510 Main. 
The staff of the firm has been more than 
doubled. 

q Harry Stone was presented with a 40-year 
service pin, and Miss Elva Strong and Mrs. 
Roy Taylor 25-year pins at the annual 





Hardy Opens Supply Company 
R. Allen Hardy well known in the 


jewelry industry as an instructor and 
author of technical articles, recently opened 
Florida Jewelers Supply in Jacksonville. 
A distributor of C. & E. Marshall Co. 
products, Florida Jewelers Supply handles 
a complete line of quality tools, genuine 
material, crystals, etc. 
Z 
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Shown above is part of the interior of 
the company, and left to right, Frank A. 
Thomas of C. & E. Marshall Co., James 
Harbour, Bery] Davis and Mr. Hardy. 














> THE SOUTH 


recognition breakfast of the Arthur 4 
Everts Co., held on November 9th at the 
Baker Hotel, Dallas, Texas. Thirty-four 
Everts employees have received service Pins 
at previous recognition events, 

q The enlarged and remodelled Zale J ewelry 
Company store, at 400 East Houston a. 
San Antonio, Texas, was formally opened 
on November 25th. The firm’s frontage has 
been expanded from 18 to 38 feet on East 
Houston St. and the entrance has been 
moved from the corner of East Houston 
and Presa Sts. to East Houston St. New 
lighting fixtures, new walnut furniture and 
a new plastic floor have been installed in 
the completely remodelled and modernized 
store, whose floor space has been more 


than doubled. 


——_____ 


R. Wallace & Sons Appoints 
New Retail Sales Manager 


Donald R. Watt, formerly merchandise 
manager of R. Wallace & Sons Manufac- 
turing Co., of Wallingford, Conn., has been 
made retail sales manager of the company, 
Donald W. Leach, vice-president and gen- 
eral manager, has announced. 


DONALD R. WATT 


Retail Sales 
Manager, 
R. Wallace & Sons 
Manufacturing Co. 





Before joining Wallace in May, 1949, 
Watt had been general manager of Yolles 
Furniture Co. of Toronto, one of Canada’s 
largest furniture chains. 


Pyron Named V.P. of Brodnax 


Ira W. Pyron has been named a vice 
president of George T. Brodnax, Inc., 54 
year-old jewelry firm of Memphis, Tenn. 
Mr. Pyron left Memphis more than a year 
ago to become general merchandise mana- 
ger of the Elder & Johnson Co. at Dayton, 
Ohio. Prior to that he was managing direc- 
tor of another Memphis firm, John Gerber 
Co., for six years. - 

Mr. Pyron, who assumed his new duties 
with Brodnax November 27th, was wel- 
comed back to Memphis at a dinner at the 
Hotel Peabody. The affair was attended by 
approximately 75 executives and employees 
of the jewelry firm. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Swiss Introduce New 
Water-Resistant Watch Case 
An innovation in water-resistant cases 


has just been introduced by the Swiss 
quality watch industry. Making unneces- 








The crown can be removed or snapped back 

into place by means of a special internal- 

catch system. This is first step in dis- 
assembling watch. 


sary the use of any special keys or tools, 
these new cases can be opened simply by 
applying pressure with the fingertips. And, 
of added importance, is the fact that it is 
claimed these watches when re-assembled, 
retain their water-resistant quality. 

As seen in the accompanying photo- 
graphs, the winding crown is first removed. 
Inside this crown is a rubber washer which 
fits snugly against the stem case when as- 
sembled. After the crown is removed, 
pressure with the fingertips against the 
crystal allows the front of the case to be 
removed. This in turn frees the plastic 











COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks — New Bezeles — New 
Prongs. 


DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 


ENGRAVING 


All styles of block, shading and 
script. 


PLATING 


Jewelry, silverware, etc. 
All work at moderate prices. 


With 25 years of serving the trade we 
can meef all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 


WATCH MATERIALS—, 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nessow $¢. New York 7. N Y 
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crystal which is held in place against a 
rubber gasket encircling the case and seal- 
ing off the movement. 





Front of the case is removed by backward 
finger-tip pressure on the crystal. 


Holding the movement in the case-back 
is a conically-shaped safety ring. By re- 
moving this, the movement is easily freed 
from the case. 





Various parts of the dis-assembled snap-on- 

back water-resistant watch. Shown, left to 

right: back of case, crystal, removable 

crown, safety ring. In rear, front of case; 
in hand, detached movement. 





JIC Promotion Dates for 1951 


The Jewelry Industry Council, 608 Fifth 
Ave., New York, has announced the follow- 
ing dates for four of the nation-wide pro- 
motions which it will sponsor and co-ordi- 
nate in 195]. They are: 

“The Silver Parade” 
April 12 to April 28, 1951 
“The Diamond Exhibit” 
May 24 to June 9, 1951 
“Tt’s Watch Inspection Time” 
September 6 to September 15, 1951 
“The Watch Fashion Parade” 
October 25 to November 10, 1951 

Slogans to be used in these various pro- 
motions are: Silver Parade, “Everyone 
Treasures Silver.” Diamond Exhibit, “No 
Gift Says Quite So Much As a Diamond.” 
It’s Watch Inspection Time, “Check Up 
. . . Then Dress Up ... Your Watch.” 
Watch Fashion Parade, “Be On Time... 
Be In Style . . . Wear a Modern Watch.” 

In 1948, for the first time, the Council 
sponsored and co-ordinated a nationwide 
silver promotion and a nationwide watch 
promotion. In 1949, it added the diamond 
and watch inspection promotions to its 


' silver and watch promotions. In 1951, as in 


1949 and 1950, the Council plans to repeat 
all four promotions. 








SALESMEN WANTED!!! 


Salesmen wanted to carry the 
nationally advertised line of BLISS 
rings. We are manufacturers of a 
complete line of ladies’ and men’s 
matched, carved wedding rings in 
gold and platinum, diamond mount- 
ings and wedding rings, set and 
unset, in gold and platinum and also 


ladies’ and men’s color stone rings. 


We will only consider men who 
are now traveling and have an estab- 
lished territory. Big earnings pos- 


sible on straight commission. 


A few choice,territories now avail- 
able to side line salesmen to carry 


our line of carved wedding rings. 


RINGS-O-BLISS the trade mark 


known from coast to coast! 


BLISS RING CO. Inc. 


29 EAST MADISON STREET 
CHICAGO 2, ILLINOIS 

















FIRST CHOICE WITH | 
LEADING 
JEWELRY MERS. 


SAUNDERS 


JEWELRY CASTING 
Equipment & Supplies 
CASTING MACHINES 





INVESTMENT 
WAX e OVENS 
FURNACES ¢ FLASKS 


MOULDING RUBBER 
CRUCIBLES ¢ SPRUE BASES 
For gold, silver and platinum cast- 
ing and white metal costume 
jewelry casting. 

IMMEDIATE DELIVERY 
Write for Price Lists 


ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, N. Y. 
WAtkins 4-8880 
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Golid=Silver 
PLATING 


“ASK ABOUT® 


PHoODAN IZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 


EXCLUSIVELY IMPORTED BY 
THE NEWALL MFG. CO. 


Chicago 2 Hlinols 




















CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
§ So. WABASH AVE., CHICAGO 3, ILL. 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 

















603 Metropolitan Bidg., Detroit 26, Mich. 
SILVER 


STOP TARNISH™ | 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 21, Chicago 47 




















DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 
Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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q Jim Flatau (Don Juan Watch Bands) 
has taken on the emblem ring line of the 
Kaufman-Kassel Co., Cincinnati, Ohio, in 
the territory from Denver, west. As a re- 
sult Jim will once more be calling on his 
old wholesaler friends on the West Coast. 
4 Coincident with the opening of their 
new Chicago branch office at 29 E. Madi- 
son St., Jacoby-Bender, Inc., manufactur- 
ers of nationally advestised J-B Watch 
Bands, has announced that William Bart 
is no longer associated with the company. 
Bart had represented J-B Watch Bands in 
the Chicago atea. The firm’s new branch 
office is under the direction of Irving Jen- 
sen, who has been in charge of the Mid- 
West area, and Bernard Zell, who for 
many years has been associated with the 
Chicago trade. 

q The Goldsmith Brothers Smelting and 
Refining Co., 109 North Wabash Ave., was 
scheduled to hold its annual Christmas 
party for employees on Wednesday even- 
ing, December 20. Between 100 and 125 
employees were expected to attend the 
affair, held in the Florentine Room of the 
Congress Hotel. At the same time, Gold- 
smith Brothers’ executives were completing 
arrangements for distribution of em- 
ployees’ annual Christmas bonus checks. 
Both the party and the bonus are Gold- 
smith Brothers’ practices of many years 
standing. 

q Joe Gram, West Coast manufacturer's 
representative, on his way to visit Eastern 
factories, stopped over in Chicago to spend 
a few days visiting his many friends in the 
industry. Fred Warnecke, who, like Gram, 
handles the Benstock and Iskin lines, 
entertained his co-worker at lunch at the 
Jewelers’ Club. 

q Arthur Marino is now sole owner of 
Mayfair Jewelers, 4786 North Elston St. 
He bought out the interests of his partner, 
Stanley Viemba, in November. 

q Raymond Dodge, president of Dodge, 
Inc., recently visited the firm’s Chicago 
office at 706 Hudson Ave. Mr. Dodge, who 
resides in Los Angeles, came to Chicago 
to set up the firm’s new lines. 

4 Jewel Creations, Inc., 300 West Adams 
St., reported that this year’s volume was 
significantly increased over 1949. E. 
Abeles, president, said the outlook for 
1951 is good in the costume jewelry lines. 
He added that at present the firm is busy 
with making samples and organizing new 
lines for 1951. 

q Lebolt and Co., 33 North State St., an- 
nounced that the firm’s annual Christmas 


party for employees was scheduled for - 


Saturday, December 23, at the Sherman 
Hotel. James Marks, of the Lebolt firm, 
also reported that the Loop store had in- 
stituted a large scale direct-mail advertis- 
ing campaign. The store has distributed 
500,000 circulars in the past two months, 
he said. 

q James H. Napier, manufacturer, 36 
South State St., reports outstanding suc- 
cess with the firm’s “Garden-of-Gold” line. 
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This line includes necklaces, bracelets and 
earrings designed in geranium and gold 
leaf patterns. 

q Herman Simons, a member of the whole. 
sale firm, Berco Watch & Jewelry Supply 
Co., sidestepped a slice of Chicago's eold 
winter by spending a three-week vacation 
in Los Angeles during late December and 
early January. The Berco firm also reports 
that an employee, Albert Hackman, wil] 
vacate the bacnelor ranks on January 14, 
The wedding reception will be held at the 
Sherman Hotel. Mr. Hackman and his 
bride will visit the East on their honey- 
moon trip. 

q Boyden-Minuth Co., manufacturers, re. 
port that the 1950 volume was slightly 
ahead of last year. A company spokesman 
predicted a good year for 1951 despite the 
threat of scarcities of some materials. 

q May Jewelers, State and Adams Sts., 
recently promoted a tiny Magnus electric 
organ to attract Christmas shoppers. The 
portable organ, priced at $13.75, was spot- 
lighted by the firm in a full-page ad in a 
Chicago newspaper early in December. A 
mail order blank was included in the ad. 
The miniature organ was described as an 
ideal gift for both children and adults, 

q Lynn’s Jewelers, 6400 West Cermak 
Road, Berwyn, IIl., announce the comple- 
tion of their newly remodeled store. Con- 
struction was completed early in Decem- 
ber. As a_ promotional highlight the 
suburban store sponsored a pre-Christmas 
contest which consisted of a guess-the- 
pennies-in-a-jar quiz. Entry cards were 
provided to those wanting to try their luck 
for prizes. Winners received a diamond 
ring for first prize, a wrist watch for the 
runner-up, and a pen and pencil set for 
third prize. Newspaper advertising was 
used to focus attention on the contest. 

q George Beduze, manufacturers’ repre- 
sentative, with offices at 29 East Madison 
St., has been appointed Mid-West repre- 
sentative for Anson, Inc., of Providence, 
R. I. Mr. Beduze also represents the Iskin 
Manufacturing Co. in the Mid-West. 

q The annual Christmas dinner of the 


| Jewelers’ Club was scheduled to begin at 





12 noon on Saturday, December 23. Plans 
called for a leisurely dinner, followed by 
a leisurely afternoon during which re- 
freshments were to be served. 











14K GOLD EARRINGS 
AND SCARF PIN MOUNTINGS 


Also available set with diamonds 





Write for our new 195! catalog 
illustrating the largest selection of mountings. 


JACK T. GOLDMAN & CO. 23.5. Mecien et 


¢ CHICAGO 2, ILL. 
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Auction Ordinance Discussed 
At Meeting of Store Owners 


The Jewelers’ Association of Greater 
Chicago held a closed meeting of store 
owners only at the Morrison Hotel on 
December 6. On the agenda were discus- 
sions of the organization’s cooperative ad- 
vertising campaign and plans for further 
promotions during the coming year. . 
Another phase of the meeting dealt with 
the organization’s campaign for a city 
ordinance banning “questionable” jewelry 
auctions. . 

Benjamin L. Sacks, executive secretary 
and counsel, revealed that the organiza- 
tion’s next meeting is scheduled for Janu- 
ary 24—later than usual because several of 
the Association’s members are planning 


trips to New York for the 14-Karat Dinner. 





Golden Roosters Appoint 
Three New Honorary Members 


The annual formal Ladies’ Night dinner 
of the Golden Roosters, a fun-loving fra- 
ternal group, has been scheduled for Feb- 
ruary 17. It will be held in the Gold Room 
of the Congress Hotel. 

New officers of the organization are in- 
stalled at this affair. 

Three former members of the jewelry 
trade who have retired recently were 
elected to honorary membership in the 
organization at its November 9 meeting. 
They are: John B. Warren of Beverly Hills, 
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Diamond Cutters 
Recutting and Repairing for the Trade 
Expert diamond cutting for the 
Best jewelers in the country for 

the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 














Many well known jewelers all over 
the country have profited from our 


WATCH REPAIR DEP'T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice, All watches, chronographs, automatics, calendars, 
étc., time tested on Watch Master. Write for free 
self-addressed shipping labels. Send watches for Free 
estimate. 

"JUST OUT! Request FREE catalog on watches, 
clocks, watch bracelets, STILL at the lowest 
prices."" 

ALL TOOLS, MATERIALS, BOOKS on 
Jewelry, Precious Stones, Gems, Engraving, 

Watch-Clock Repairing 


Request free complete catalogs on items of interest 


MODERN TECHNICAL SUPPLY CO. 
Dept. ICK, 55 W. 42nd St. New York {8, N. Y. 
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WATCH MATERIAL DEALERS SELL 


Priamontine 


SINCE 1863 
~ for the ultra fine polishing 
of Steel, Pivots and Jewels. 


THE DIAMONTINE CO.<s0,3tcx,"; i? 


FOR JANUARY, 1951 












































Calif.; George Simmons of Chicago; and 
Claud Wheeler of La Mesa, Calif. Mr. 
Wheeler served as Mid-West advertising 
representative of THe JEWELERS’ CIRCULAR- 
KeEyYsTONE for 32 years prior to his retire- 
ment about a year and a half ago. Four 
other honorary members, whose names 
were listed here last month, were ap- 
pointed at the same meeting. 





Fraternal Association Disbands, 
Honors Leiner at Luncheon 


The Fraternal Association of Chicago 
Jewelers marked the end of its 27-year 
existence with a luncheon December 7 in 
honor of John G. Leiner, who had served 
as secretary-treasurer of the organization 
since it was founded in 1923. 

The underlying principle behind the 
Fraternal Association of Chicago Jewelers 
was an insurance plan for the benefit of 
members. The organization sent a check for 
$300 to the beneficiary whenever one of 
its members died. During its 27 years, the 
organization’s payments of this type totaled 
$23,700. 

It operated by assessing members $2.00 
each when one of its members passed away. 
Since the Association was organized as a 
potential 200-member group, this system 
led, through the years to the building up 
of a $13,693.84 treasury. This sum was 
liquidated through payments to members 
on the basis of $1.3914 for every $2 assess- 
ment paid. 


JOHN G. LEINER 


Served 27 Years 
as Secretary 
of Fraternal 
Association 


Mr. Leiner, who is secretary-treasurer of 
Benjamin Allen & Co., Inc., served through 
the association’s entire history without 
compensation. It was he alone who kept 
up all the tedious bookkeeping and corre- 
spondence necessary to an organization of 
this type. In gratitude for this unselfish 
service, the group’s members presented him 
with a 23-jewel Hamilton pocket watch in 
an 18-karat gold case—complete with a 
suitable inscription on back. 

Mr. Leiner resigned his voluntary post on 
October 16. When it was apparent that 
no one would step forward to take over his 
tasks, a committee was formed to try to get 
an insurance company to take over admin- 
istration of the plan. A subsequent survey 
showed that the average age of the group’s 
members was 57 and that a number were 
over 65. When this was revealed, the in- 
surance companies declined the responsi- 
bility. 

Accordingly, the organization was form- 
ally dissolved at a meeting on November 20. 

More than 50 Chicago jewelers attended 
the December 7 luncheon held at the 
Illinois Athletic Club. 

















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 














24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


WATCH CRYSTAL GRINDING 
LIGHTER REPAIR 


ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 
CHICAGO 3, ILL. 


























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dent. C Peoria, Ill. 
Students may enroll at any time of the year 











Our work costs no more 
than ordinary work a 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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We SPECIALIZE... 


in special order work. Sad us your 


specifications. W. 4 submit a design 
without obligation. 





SCHUMER BROTMERS CO. 
Manufacturing He 5 a 


S EAST THIRD STREET - CINCINAMATI, ONIO 





DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNAT! © NEW ORLEANS © DALLAS 








DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnal:s, Ohio 
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LEARN AT HOME! 


STONE SETTING @®© JEWELRY 
REPAIR AND MANUFACTURING! 
Same Course Residence students receive! 
Contains 26 illus. lessons & valuable data. 
Per lesson cost less than 75¢. Offer lim- 
ited. Write us NOW! 

ENGRAVING HOME STUDY COURSE, 
TOO—Facts free. 


f 
g RESIDENCE COURSES COVERING ABOVE SUB- 
} JECTS AND WATCHMAKING — Request catalog 


A. W. THACKER ACADEMY FOR JEWELERS 


423 Federal Street 














Pittsburgh 12, Pa. 





The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
WHOLESALE 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


Write for our new 
1951 Catalogue 
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q A bowl filled with 2,500 imitation dia- 
monds and one genuine white diamond 
valued at $250 attracted a large crowd to 
a downtown movie house where anyone 
could draw from the bowl. Charles Richter 
of the Richter Jewelry Co., Sixth and Main 
Sts., donated the diamond, which has not 
yet turned up, although hundreds of those 
drawing from the bowl have taken their 
stones to local jewelers for appraisals. 

q Gems valued at $20,000 were stolen from 
the safe in the Leland Hotel, Aurora, IIl., 
on November 16th. The victims were Paul 
Parker and Robert Litwin, salesmen for 
Litwin and Sons, Inc., 114 W. Sixth St. 
The assistant manager of the hotel, G. W. 
Peffers, said he put the bag in the safe, but 
when he checked a few hours later, he 
found the safe door open and the bag miss- 
ing. Following the theft, Detective Chief 
Clem Merz of the local police department, 
ordered detectives to visit all wholesalers, 
retailers and jewelry manufacturing plants 
here to warn them to “keep a sharp look- 
out” for any suspicious characters loitering 
near their places of business. 

q Conn Dillon is a new salesman for the 
Gerwe Brown Co., wholesalers in the 


‘| Temple Bar Building. He will cover the 


Mid-West territory, replacing Jack Gerwe, 
who has been appointed supervisor of sil- 
ver, clocks and appliances in the company 
salesrooms here. 

q Al Brackman, salesman for the H. R. 
Greenwald Jewelry Co., Seventh and Vine 
Sts., was pictured recently in “Turning 
Back the Clock” picture feature in the 
Times-Star as a member of a local cham- 
pionship basketball team in 1929. 

q A folder titled “Diamond Highlights” is 
is being distributed to customers by Don 
Moore Jewelers, Inc., 435 Main St. The 
folder, containing news items of interest to 
baseball fans and jewelry buying sugges- 
tions, is a follow-up of the store’s radio 
baseball contests last summer. 

q Ralph “Pat” Patterson, president of the 
Town Criers of Cincinnati and Gruen 
watch salesman with headquarters in Nash- 
ville, Tenn., visited the plant here and 
called on local friends in the trade. 

q Miss Helen A. Koch, a partner in the 
manufacturing firm of Mecklenborg and 
Gerhardt, 811 Race St., has returned to the 
office after an illness of three weeks. 

q Julius D. Jacobs, Jr., of the D. Jacobs 
Sons Co., wholesalers at 811 Race St., has 
been slowly recovering from a back sprain 
sustained last September, and is now doing 
limited traveling. 

q Max Getz, president of the Mayor 
Jewelry Co., Fifth and Vine Sts., has been 
elected a director of the Diamond Council 
of America. 

q Business trips to Eastern markets were 
made recently by R. J. Frommeyer of 
Klein Brothers Co., wholesalers in the 
Enquirer Building, and James Heldman of 
A. G. Schwab and Sons, Inc., wholesalers 
at 229 East Sixth St. J. B. Goodman, manu- 
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facturer at 205 West Fourth St., made a 
December selling trip to the East. 

q Temporary repairs enabled George Wei. 
bell, retailer at 4903 Vine St., St. Bernard, 
to reopen his store the first week in Decem- 
ber, after a fire had gutted the interior. 

q The Hiland Jewelry Shop in suburhay 
Fort Thomas, Ky., has been sold by Kurt 
Iversen to J. Sosbey, widely known in the 
trade here. 

q One of the most popular holiday events 
here for many years, the annual Christmas 
dance of the Watchmakers Guild of Cip. 
cinnati, had to be canceled this year he. 
cause of prohibitive costs. 

q The I. B. Goodman Manufacturing Co, 
205 West Fourth St., has appointed John 
Kristopik, a recent Harvard graduate, as 
office manager. 

q Miss Helen Snyder has been added to 
the sales force at the retail store of the 
Bond Jewelry Co., 604 Walnut St. 

q Miss Doris Taylor is a new secretary at 
Schira Brothers manufacturers at 530 Wal. 
nut St. 

q The Flanagan-Kovac Co., wholesalers in 
the Enquirer Building, staged an open 
house for customers and friends on Dec. 23. 
q A. W. Kampf, salesman for Don Moore, 
Jewelers, vacationed in New Mexico during 
the Christmas holidays. 


Gifts Display Steps Up Sales 

Deister and Butler, Inc., 119 N. Main 
St., Elmira, N. Y., devotes an entire sec- 
tion of its store to a display of gifts for 
men. These purchases are gift wrapped 
and mailed free anywhere in the United 
States if they amount to five dollars or 
more. 

Featured are a wide variety of items 
for men in karat gold, gold-filled or sterling 
silver. Suggestions include cuff links, 
knives, link and clasp sets, belt buckles, 
money clips, key chains, watch bands, 
manicure sets and pen sets. 


Watch and Clock Collectors 
Elect John Miner President 


John A. Miner, of Springfield, Ill., was 
elected president of the Midwest Chapter 
of the National Association of Watch and 
Clock Collectors at a recent meeting. The 
meeting was held on November 14th at 
the Chapter’s permanent quarters in the 
Chicago Institute of Watchmaking, 6 East 
Lake St., Chicago. 

Other officers elected for the ensuing 
year were: C. S. Bentley-Pike, Chicago, 
first vice president; T. J. Cullen, Chicago, 
second vice president, and Gerald Kimes, 
third vice president. Paul Leeds was tr 
elected secretary, and James A. McKee, 
treasurer. 

An interesting program was provided for 
37 members who attended the meeting by 
Oscar Lang of Minneapolis. Mr. Lang dis 
played slides of his collection of clocks 
and also showed a representative group 
of watches from his fine collection. 
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Panel of midwestern retail jewelers, representing both metropolitan and smaller communities, 

shown during their one-day conference on sales training sponsored by Elgin National Watch 

Company. Panel concluded the retail jewelry sales clerk must learn to "know himself" 
before he starts to learn about customers, products and selling methods. 


The retail jewelry sales clerk must first 
“know himself” before he starts to learn 
about customers, products, and_ selling 
methods. 

That is the consensus of a panel of re- 
tail jewelers, invited by Elgin National 
Watch Co. to a one-day conference on sales 
training A new attitude must be devel- 
oped in sales people to give them confi- 
dence in themselves and to give their cus- 
tomers confidence, these retailers believe. 

“Sales people must take the initiative 
in a sale. The customer wants help, and 
salesmen must have the confidence and 
courage to give it,” the panel concluded. 

One of the most unique discussion groups 


CJA Meets at Palmer House, 
Announces Golf Tourney Date 


The Chicago Jewelers’ Association held 
its last monthly meetypg of the year on 
November 16 at the Palmer House. 

President Mead Montgomery (M. A. 
Mead & Co.), presided over the short busi- 
ness session which heard reports from 
James G. Swartchild, treasurer (Swart- 
child & Co.), and Charles G. Ellbogen, 
chairman of the Social Relations Commit- 
tee (Stein & Ellbogen Co.). 

Phil Abrams, chairman of the Jewelry 
Division of the Community Fund (Swirsky 
& Ehrlich), reported at the time that $13,- 
000 had been raised toward the Fund’s 
$21,000 goal. Of this amount, $10,000 was 
donated by manufacturers; $3,000 by re- 
tailers. 

Vincent J. Newman, Chairman of the 
Membership Committee (Jewelers’ Board 
of Trade, Chicago) proposed the name of 
Swank, Inc., for membership. The firm was 
accepted unanimously. 

Al Lauschke, Chairman of the 
Committee (Handy and Harman), 





Golf 


an- 


nounced that the CJA’s 1951 tournament 
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ever assembled in the jewelry industry, the 
panel spent a full day analyzing retail 
sales problems and discussing approaches 
to the sales-training problem. 

They decided the retail clerk must 
“know his customer” after he has learned 
to know himself, that he must understand 
what motivates consumer purchases, how 
to “size up” the customer, how to lead the 
conversation and how to ferret out infor- 
mation which will help him understand 
the consumer’s wants and needs. 

The panel’s full conclusions, in printed 
form, will be prepared by Elgin for use by 
jewelry stores. 








will be held on July 12 at the famous Tam- 
Q-Shanter Country Club. 

The group enjoyed entertainment by 
Paul Stadelman popular magician and 
ventriloquist, who topped off his act with 
the unbelievable Polka Dot Paint trick. 
Charlie Mundhenks, popular manufactur- 
ers’ representative, was the audience “volun- 
teer’ who helped with the magician’s bottle 
trick. 

Charles Ellbogen cautioned members to 
get their reservations in early for the big 
CJA Banquet, which is being held on 
January 6 at the Stevens Hotel. He also 
dropped a few hints about the banquet to 
set the members’ curiosity buzzing. 





Oklahoma Watchmakers 
Re-elect Mote President 


Willard W. Mote, of Ponca City, was re- 
elected president of the Oklahoma Horo- 
logical Association at the group’s semi-an- 
nual meeting in Oklahoma City on October 
29th. 

Rene L. Pallissard, Perry, was named 
vice president and Finley M. Reeder, Okla- 
homa City, was re-elected secretary-treas- 
urer. The new officers will be installed 
April 8th during the annual joint conven- 
tion of the Oklahoma Horological Associa- 
tion and the Oklahoma Retail Jewelers As- 
sociation. 

Attending the one-day meeting were 
watchmakers from Oklahoma City, Tulsa, 
Muskogee, Ponca City, Norman, Duncan, 
Weatherford, Altus, Perry and Jay. 














| 


| 





iB 
gsoe (i 
G:W, SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FIiLINGs - 
SWEEPINGS - OLD GOLD - SILVER 
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SERVICE AND DEPENDABILITY 
For over 75 years 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 


We distribute all nationally known 
lines of Jewelry and Diamond Rings. 
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. With these proven sales lecders!—finest 
grade Austrian machine-cut Rhinestones. 


All pieces heavily rhodium plated before stones are set, assuring absolutely 
perfect stones not darkened by plating acids. 


1403 CENTRAL PARKWAY. "SE*OX CINCINNATI 14, OHIO 


#716 STAR 
#714 CRESCENT 





SHerry $8 








LEARN WATCHMAKING, 
CHRONOGRAPH WATCH 
REPAIR, ENGRAVING 


H.1.A. Certified — also Ap- 
proved for Veteran Training 
Write for free 32-page illustrated school catalog 
WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk F 18 706 Smithfield St. Pittsburgh 19, Pa. 


INTERNATIONALLY RECOGNIZED AUTHORITY 
ON THE CHRONOGRAPH WATCH 
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KLEIN BROS. CO. 
WHOLESALE JEWELERS 


The Line Beautiful 
617 VINE ST. CINCINNATI, OHIO 
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WALLACH 
MOUNTINGS 


WALLACH JEWELRY 
P| F G. CO. 


213 SOUTH BROADWAY 


LOS ANGELES 12, CALIF. / 








KRUEGER 
STONE HOUSE 


Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 




















Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 
LOS ANGELES WINDOW DISPLAY CO. 


342 E. 2nd St. Los Angeles 12 
Michigan 0510 

















DIAMONDS 
EMERALDS - SAPPHIRES + RUBIES 


MEMOS TO RATED JEWELERS 


I. WIDESS & SONS 
220 W. 5th Street Los Angeles 13, Calif. 
ESTABLISHED 1921 








MEMBER AMERICAN GEM SOCIETY 








CATALOG 
OF CHARMS. 


FRE: 


World’s biggest selection of 14K Geld and 
Sterling Silver Charms classified and beauti- 





fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing Jewelers, 448 8S. Hill St., Los An- 
geles 13, Calif. 
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q-F. en Hannon and Margaret A. Han- 
non recently announced the removal of 
Joe’s Watch Repair Shop from 51942 Main 
St. to 509 Main St. in Corona, Calif. 

q Keller’s Jewelry Co., operated by Roy 
C. Keller, recently moved to a new loca- 
tion, 1817 North Vermont Ave., Los An- 
geles. Keller also operates a store in 
Montrose, Calif. 

q Harry Segall, active in the retail jewelry 
business in southern California for the 
past eight years, recently opened Segall’s 
Credit Jewelers at 923 South Broadway, 
downtown Los Angeles. 

q Emile F. Minder, 89, retired jeweler, 
died recently at his home in Huntington 
Park, Calif. Surviving are a son, E. G. 
Minder of Chicago, and three daughters, 
Mrs. Helen Olson and Mrs. Georgine 
Whiteside of Los Angeles and Mrs. Blanche 
O’Neal of Clarkdale, Ariz. 

q Louis L. McCain, formerly of Cincin- 
nati, Ohio, has opened a retail jewelry 
store at 18001%4 North Broadway, Los An- 
geles, under the name of McCain Jewelers. 
He is a graduate of Koontz Jewelry Manu- 
facturing School in Los Angeles. 

q Hugo Blum, well known to the Chicago 
jewelry trade, has opened a retail jewelry 
store at 456 E St., San Bernardino, Calif. 
He did trade work for many years at 55 
East Washington St., Chicago, II]. 

q Jere Du Bose of Brooks Jewelers, El 
Centro, Calif., was recently “snapped” by 
Life. A picture of him taken on a fish- 
ing trip in Mexican waters appears on 
page 156 of the October 9th issue. 

q Bob LeFrancois of the Clock Depart- 
ment of E. W. Reynolds Co., wholesale 
jewelers of Los Angeles, was recently 





—— 


called back into service. A Naval reservist, 
he returned to active duty in early Sep. 
tember. 

q Lloyd Alterton, co-owner of the Guy E. 
Alterton and Son jewelry firm of Menk 
Park, Calif., married Miss Mary Lov 
Clough on July 9th. 

q Henry B. Voll has announced the open. 
ing of a new jewelry store at 180 Main St, 
Los Altos, Calif. 

q Allan Porter, formerly of Dunsmuir, has 
revealed plans to open a new store in San 
Lorenzo, Calif. 

4 Jeweler Homer Watson has moved his 
business from Tracy, Calif., to 1115 Fourth 
St., San Rafael. 

q Altman-Blue, wholesale jewelers of 315 
West Fifth St., Los Angeles, have ap. 
nounced that the firm name will be changed 
to Harry I. Altman Co., after January 1st, 
The “Blue” of the association, Terry Blue, 
left the firm to engage in export and im. 
port business with the Far East. 

4 The Ben Obersteins of Eastside Credit 
Jewelry, 4840 Whittier Blvd., Los Angeles, 
recently celebrated their 25th wedding an. 
niversary. 

q Maurice Enguehard and Thomas Me. 
Cabe are new principals of Montgomery 
Jewelers, 207 South First St., San Jose, 
formerly the location of Harry Hirsh. 
Frank Borelli, recently of Los Banos, heads 
the complete service department. 

q Robert Harrity of E. W. Reynolds Co., 
wholesale jewelers, 657 Mission St., San 
Francisco, exchanged wedding vows with 
Jody Bernard at St. Joseph’s Church, Ala- 
meda, November 5th. Harrity leaves the 
Silver and Clock Departments of Reynolds 
for the Armed Forces this month. 





Newly Appointed Vice President 


Chester G. Gifford was recently ap- 
pointed executive vice president of Schick, 
Inc., of Stamford, Conn., manufacturers of 


CHESTER G. 
GIFFORD 
Executive 

Vice President, 

Schick, Inc. 





Schick electric shavers. He was formerly 
with Swank, Inc., Attleboro, Mass., where 
he was vice president and general sales 
manager and a member of the board of 
directors. 





Gallien Marks 10th Anniversary 


Celebrating their tenth anniversary, the 
firm of R. P. Gallien, wholesale distrib- 
utors of watches and watch materials, held 





open house at their newly redecorated 
headquarters, 220 West Fifth St., Los An 
geles—birthday cake and all. 





Swirsky & Ehrlich to Open 
Branch Office in New York 


Swirsky & Ehrlich, diamond importers of 
220 West Fifth St., Los Angeles, Calif, 
have revealed plans for the opening of a 
major New York branch in the near future. 

Reportedly the first expansion of a West 
Coast firm to the East Coast, this growth 
has been accomplished mainly within the 
past five years. It is attributed by its prin- 
cipals to the growing efficiency of air trans- 
port, which has eliminated location disad- 
vantages for California. Los Angeles is now 
merely ten hours farther from its European 
resources than New York, and is approxi- 
mately equidistant from Africa. 

Swirsky & Ehrlich has grown from a 
quarter million dollar concern in 1932 to 
a major importer, with an annual business 
running into millions. 

Their eastward expansion began three 
years ago with the opening of a Dallas office 
at 1802 Main St. which was followed by 
the opening of a second branch at 55 East 
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Chicago. Their European 

-. located at Antwerp, Belgium. 
— Suede. Ben Ehrlich and Philip 
Roth are principals of the firm. . 

A national advertising campaign, de- 
by Umland and Co. of San Fran- 
cisco and based on a month-by-month cal- 
endar theme, will reach every American 
jeweler in 1951 through major trade publi- 
cations with information on the mushroom- 


ing West Coast concern. 


Washington St., 


signed 





Dates Set for First Exclusive 
San Francisco Jewelry Show 


An invitation to participate in the first 
exclusive Jewelry and Silverware Show in 
San Francisco, to be held at the Palace 
Hotel, February 4-7, 1951, has just been 
sent out by the Western Merchandise Ex- 
hibitors of that city. 

The date of this show will coincide with 
the combined Market week for San Fran- 
cisco which will find a complete furniture, 
fabric, toy and major appliance event at the 
Furniture Mart; a stationery, ceramics, 
gifts, and decorative accessories show in 
the Civic Auditorium, and china and glass 
market at the St. Francis and Sir Francis 
Drake Hotels. 

The Western Merchandise Exhibitors’ 
announcement points out that this will con- 
stitute the biggest market show week in the 
West. A similar event last year drew a 
buyer registration of 11,000. 

Interested firms should contact Kay 
Leber, Show Manager, at 1355 Market St., 
San Francisco 3, Calif. 





Rosenberg Leaves on World Tour 


Budd Rosenberg, vice president of 
Gensler-Lee Jewelers and president of the 
California Retail Jewelers Association, left 
December 8th for a _ three-month trip 
around-the-world. He is celebrating 30 
years of service with Gensler-Lee, San 
Francisco jewelry firm. 

Flying to Honolulu and Japan he and 
Mrs. Rosenberg will visit Bali, India, the 
Near East, Greece, Egypt, Turkey, and 
return by way of North Africa and Europe. 
The entire trip will be made by air. 

In London Mr. Rosenberg plans to extend 
a personal invitation to the British Govern- 
ment to exhibit the famous crown jewels 
from The Tower of London, in the museums 
throughout America. 





Police Handle Huge Crowds 
At Opening of El Monte Store 


El Monte literally had to “call out the 
police” for the opening of Victor’s jewelers, 
337 West Valley Blvd., El Monte, Calif.. 
on November 11th. Gimmick was the per- 
sonal appearance of Baron Leoni, television 
wrestling star, who presented orchids to 
each of the women shoppers. 

Cited by the official magazine of the 
California Edison Co. for its daylight- 
throughout illumination, the new store has 
pale blue walls, white ceiling, panelling, 
and walnut and birdseye fixtures. Leather 
upholstered chairs lend a casual comfort. 
| Owner Vic Goldblum has been in the 
Jewelry business for 23 years and recently 
relinquished his interest in Highland Park 
Credit Jewelers to open the new shop. 
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‘Dave Schneider 





MORE CUSTOMERS 
FOR YOUR STORE! 


A beautiful, new Masonic 
ring with a top that opens 
giving easy access for en- 
graving name and date on 
plate underneath. 10-Kt. 
mounting, 14-Kt. top, with 
or without diamond plate. 
Sunburst background, working tools on sides. 
Another exclusive Schneider creation. 









in your community to offer them for sale. 
All orders shipped promptly to rated accounts. 






headquarters for pastmaster rings 


205 e. broadway, long beach, california 


craftsmen in emblem rings and buttons 
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of the 20th Century. 
Grow with Titania 
and its foremost exponents, 
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Gems, Ine. 


SIERRA GEMS INC., Sierra Madre, California 
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Latest benches from 


LEVIN « ROSBERG «+ GALLIEN 
priced from $59.50 and up. 
Immediate Delivery 
Materials—Tools—Supplies. 


R. P. GALLIEN 


220 W. 5th St. Los Angeles 13, Calif. 

















Modern Jewelry Displays 
Need LIGHTED MOTION! 






The Action yo! 

Display-Way 

To Boost to:Sho 
Your Soles ELECTRIC TURNTABLES 


THE OLDEST NAME in turntables assures 
you profitable, trouble-free operation. 
Used by merchants nationwide for unusual 
action displays. Model 712 ROTO-SHO 
illustrated, revolves 3 times a minute, per- 
mits novel, self-contained lighting effects 
as well as operation of electrical devices. 
Table 18” diameter. A.C. only. Sturdy 
steel construction, Guaranteed. Write to- 
day for complete turntable catalog includ- 
ing build-up fixtures! 





@ Corries up 
fo 200 Ibs. 


@ Lights turn 
with table 


GENERAL DIE AND STAMPING CO. 


Integrity Since 1919 
Dept. 9, 268 Mott St., New York 12, N. Y. 














100% LOCATION 
TURLOCK, CALIF. 


FOR LEASE 
TO JEWELER 


You will be only jeweler on same 
side and on same block with J. C. 
Penney, Woolworth, Karl Shoes, Singer 
Sewing, Moss. 


Wire or write 


BLATTEIS REALTY CO. 
53 Post St. 
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California AGS Guild 
Honors Shipley at Dinner 


Robert M. Shipley, Sr., founder of the 
American Gem Society, was honored by 
the Southern California Guild at their fifth 
annual dinner, celebrating the society’s six- 
teenth anniversary, November 21 at the 
Garden Room of the Town House in Los 
Angeles. 

New officers, elected by mail ballots, were 
presented at the dinner: David Widess of 
I. Widess and Sons, Los Angeles, presi- 
dent; Neele S. Barner of Donavan & Sea- 
mans Co., Los Angeles, vice president; 
Kenneth MacKenzie, Los Angeles, secre- 
tary-treasurer; and James Coote, B. D. 
Howes and Son, Pasadena, assistant pro- 
gram chairman. 

Oscar A. Trippet, vice president of the 
Los Angeles Chamber of Commerce, was 
opening speaker. Lauding the growth of 
the Southern California industry, he pointed 
to excise tax figures that indicate the area 
is second highest in retail jewelry sales. 
Trippet also recognized the importance to 
West Coast economy of an industry which 
reportedly manufactures more than _ ten 
million dollars worth of jewelry and silver- 
ware annually and provides a payroll in 
excess of three million dollars. 





| Robert M. Shipley, Sr., (right), accepts en- 








graved sterling silver pitcher from Alfred 

L. Woodill, executive director of the Ameri- 

can Gem Society, given at a testimonial 

dinner by the Southern California Guild 

of the Society on November 2Ist at the 
Town House, Los Angeles. 


Other speakers of the evening traced the 
life of Robert Shipley Sr. during his de- 
cades of service to the American jeweler. 

John C. Vondey of San Bernadino, past 
chairman of the Guild and a member of 
the board of directors of the American 
Gem Society, recollected the formative 
years of the movement which Shipley 
fathered. 

Beginning with Shipley’s years as a retail 
jeweler in Kansas, he traced Shipley’s life 
through his European travels in the late 
°20’s as a student and lecturer on art. It 
was in England, where he graduated from 
the Gemological Association of Great 
Britain, that Shipley developed the idea 
of “higher education” for the jewelry in- 
dustry. 

Returning to his own country at the 
height of the depression, he founded the 


| Gemological Institute of America, conduct- 





ing lecture courses at the University f 
Southern California, Hollywood, Pasaden 
San Diego, San Bernadino, and Other W 
Coast centers. The American Gem Suse 
originated from these courses as a ‘oa 
uate student body.” 

The latter growth of the twin Organiza 
tions as militant factors in the educational 
and ethical development of the jewe 
industry was traced by James Donavan 
past national president of the American 
Gem Society. 





Neele S. Barner (left), new vice president 
of the Southern California Guild of the 
American Gem Society, looks on as George 


Houston, outgoing president, welcomes 
David Widess, incoming president and 
(extreme right) Kenneth MacKenzie gs 


secretary-treasurer. 


Alfred L. Woodill, executive director 0 
the society, brought the capsule biography 
of the industry leader to date, describing 
the formal division of the Institute and the 
Society and detailing the former’s growth 
under the impact of the G. I. Bill. 

Tribute mementos from the Guild were 
presented to Shipley by George C. Houston, 
retiring president; and Woodill read tele. 
grams from jewelers’ leaders throughout 
the nation. 


Stromberg Heads Golf Assn. 


Lawrence Stromberg, of William Strom- 
berg, Inc., Hollywood, has been elected 
president of the Southern California Jewel- 
ers Golf Association, succeeding Percy F. 
Jones of the E. W. Reynolds Co. 

Other officers are Bob Wolman, of Philip 
Wolman & Co., first vice president; Richard 
Ewert, second vice president, and A. W. 
Baerthlein, E. W. Reynolds Co., secretary: 
treasurer. 





"Mad Wednesday’ Promotion 
Boosts Wilson's Store Traffic 


Wilson’s Leading Jewelers, 310 S. Salina 
St., Syracuse, N. Y., built a novel store: 
wide promotion event around a tie-in with 
showing of the film, “Mad Wednesday.” 

The firm spotted a large ad in the Tue 
day night paper, headed by the large 
caption: “Mad Wednesday.” It pointed 
out that tomorrow, for one day only, the 
store was offering a series of specials, it- 
cluding costume jewelry, watch bands, 
watches, hair dryers, electric irons, tele: 


vision sets, electric trains and recor 
players. | 
For the first 200 customers  wisiting 


Wilson’s on the morning of the promotion, 
free tickets ‘were given for the film “Mad 
Wednesday.” This proved to be 8 good 
trafic getter. 
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January 


4.12—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 
4.12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 
6—Chicago Jewelers Association, Annual 
Banquet, Hotel Stevens, Chicago, IIl. 
13—Twenty-Four Karat Club of the City 
of New York, 48th Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 
13-15—Florida China, Glass, Gift Show, 
San Juan Hotel, Orlando, Fla. 
1419—New York Lamp Show, Hotel 
New Yorker, New York. 
15—Cincinnati Wholesale & Manufactur- 
ing Jewelers Association, Annual Dinner 
Meeting, Hotel Alms, Cincinnati, Ohio. 
91-25—Mid-Winter Market Week Gift 
Show, Parker House, Boston, Mass. 
91-26— California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore Hotel 
and Alexandria Hotel, Los Angeles, Calif. 
92-25—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 
98-31—New York State Gift & Art Show, 
Hotel Onondaga, Syracuse, N. Y. 
28-February 1—Washington Gift Show, 
Hotel Willard, Washington, D. C. 
29-February 1 — Mid-South Gift and 
Jewelry Show, King Cotton Hotel, Memphis, 
Tenn. 


February 


3—Boston Jewelers Club, Annual Ban- 
quet, Hotel Statler, Boston, Mass. 

4-7—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

4-7—Western Gift, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Palace 
Hotel, San Francisco, Calif. 

4-7—San Francisco Jewelry and Silver- 
ware Show, Palace Hotel, San Francisco, 
Calif. 

4-17 — Merchandise Mart Gift 
Merchandise Mart, Chicago, II. 

o-9—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

9-16—Chicago Gift Show, Hotel LaSalle 
and Palmer House, Chicago, III. 

o-l6—Registered California Gift and 
Dinnerware Show, Morrison Hotel, Chi- 
cago, Ill. 

11-14—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

11-14—Second Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

11-15 — Pacific Northwest Gift & Art 


Show, 


Show, Olympic and New Washington 
Hotels, Seattle, Wash. 

14-15 — Indiana Jewelers Association, 
Mid-Winter Convention, Lincoln Hotel, 


Indianapolis, Ind. 
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18-21—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

18-21—Portland Gift 
Hotel, Portland, Ore. 

18-22—-Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

18-23—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Individual Show- 
rooms, Dallas, Texas. 

18-23 — Allied Gift & Jewelry Show, 
Adolphus Hotel, Dallas, Texas. 


Show, Portland 


18-23—Dallas Lamp, Gift & Housewares | 


Show, State Fair Grounds, Dallas, Texas. 
25—Illinois Retail Jewelers Association, 
Annual Meeting, Hotel Abraham Lincoln, 
Springfield, Ill. 
26-March 1 — New York Gift Show, 
Hotels Statler and New Yorker, New York. 


March 


4-7T—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

4-7—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

4-8—Parker House Gift Show, Parker 
House, Boston, Mass. 

4-8—-Spring Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

5-9—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-21—Heart of America China & Glass 
Show, Muehlebach Hotel, Kansas City, Mo. 

25-27 —- Carolina China, Glass & Gift 
Show, Charlotte Hotel, Charlotte, N. C. 

31-April 2— Nebraska Retail Jewelers 
Association, Annual Convention, Lincoln 
Hotel, Lincoln, Nebr. 





April 

1-4—California Retail Jewelers Associa- 
tion, Annual Convention, Palace Hotel, San 
Francisco, Calif. 

1-4—Cincinnati Gift Show, Hotel Gibson, 
Cincinnati, Ohio. 

7-11—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

8-10—Minnesota Retail Jewelers Associa- 
tion, Annual Convention, Hotel Nicollet, 
Minneapolis, Minn. 

15-19—Philadelphia Gift Show, Benjamin 
Franklin Hotel, Philadelphia, Pa. 


_—_——_- -—_-- oa 


SEEING DOUBLE? 


nana anne nhs rai 








Faye Emerson and her double, Irma Hansen, 
are shown here as they appeared on a re- 
cent CBS telecast. Sporting identical hair- 
dos, they both are wearing palladium 
diamond "Gems Applique" by Marianne 
Ostier fastened to their bare shoulders. In 
case you're having trouble distinguishing 
between them, Faye's the one wearing the 
Ostier bracelet. 


GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA * GLASS © TABLEWARE 
EARTHENWARE * GIFT and ARTWARES 
Domestic and Foreign 








importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stoek and Import 


FONDEVILLE &€ CO.. INC. 
Ave. New Vert 10. NY 
AL. 4-104 

















WEDGWOOD 


Bone China Dinnerware, a's Were 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 
JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











TEDMAN IMPORTING CO. 


225 Fifth Ave. Tele.: MU 5-5324 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 


English China and Earthenware 
CROW® DUCAL Dinnerware FOLEY Bone China 
MASON'S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 














129 Fifth Avenue, New York 3, N. * 
n. w 
ans noths 
FINE ENGLISH 
TABLEW ARE 
Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 











Aunslay i CHINA 


ENGLISH 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. « New York: 1107 Broadway 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York ° 
Merchandise Mart, Chicago 


GIFT AND ART 


NOVELTIES 


i8l 








Shock Protective Devices for Watches 


Third in a series of articles on shock-resistant devices, information for which 


is supplied by the Swiss Watch Repair Parts Information Bureau, New 


! York City. The Shock and Super Shock Resist devices are explained here. 


‘io “Shock-Resist” and “Super Shock-Re- 
sist” are the trade marked devices manufactured by the 
firm Fabrique Erismann-Schinz S.A., of La Neuveville, 
Switzerland. The “Super Shock-Resist” is an improve- 
ment on the former device and both will be explained 
separately here. 


THE SHOCK-RESIST 


The “Shock-Resist” device is made in different types 
for different uses. As illustrated in Figure 1, the device 
as shown is made to absorb only vertical or axial shocks. 
This particular one is composed of a special regulator in 


either of two types (#43281 and #3281A, Fig. 1) which 








$289 














Figure |. The "Shock-Resist" device is made in two types as 
shown above. Using the regular hole jewels of the watch and 
either of the two special regulators and cap jewel holders, 
the device protects against only vertical shock. Eliminating 
the regular hole jewels and using special bushings 3289 or 
3291 as shown protects balance against all kinds of shock. 
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carries the regulator pin. With this device, the regular 
hole jewels of the watch are used. 

The parts numbered 3285 and 3285A hold the cap 
jewels and attach to the balance bridge by two screws. In 
each case these parts are not interchangeable and must 
be used only with the special regulator (either 3281 or 
3281A) for which it was designed. Part #3291 is the 

















Figure 2. The "Super Shock-Resist" protects against shock in 

all directions. It is composed of the four parts shown above 

which go together to make up the complete unit #322 at top 
for the bridge side of the movement. 


cap jewel unit for the plate side and is the same for both 
regulators. 

The cap jewels in the two above-mentioned parts 
are set and held in position by end springs or prongs 
forming a star. In other words, the jewels are free and 
not friction set. When the balance staff pivot gets a 
vertical shock, these little end springs absorb the shock. 

This device is made to absorb shock from all directions 
by the addition of a special bushing +3289 to be used 
with regulator #3281, and #3293 to be used with regu- 
lator #:3281A. The same parts of the two types of 
devices are used with these bushings as shown in Figure l. 

In using this bushing, the hole jewels in the balance 
bridge and the plate are removed and the hole eniarged 
to take the bushing. The latter is composed of a steel 
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If you ; aw : 


ACCURACY 

in watch-timing, 
invariable in all climates, 
at all altitudes. — 
RECORDS which are 
quickly read for rating, 
dependable 

for trouble-shooting. 

If you insist upon 

BEST QUALITY 

for operating efficienc 
and GREATEST VALUE 
in the long run, — then 
take a tip from the 
vast majority who have 
proved for themselves 
the overwhelming 
advantages of the — 






WRITE TODAY WITHOUT OBLIGATION FOR A 


<> Master TEMONSTRATION 


v 2 
TN 
e 
Ss toet 
Ew yor’ 


More WatchMasters are in use by the 
Army, Navy, Air Force, Industry, watch 
manufacturers, jewelers and watchmakers 
—than all other watch-timing instruments, 
combined. 


THERE MUST BE A REASON 
THERE IS! IT'S THE BEST 


IF THE WATCHMASTER SAVES OR 
EARNS FOR YOU AS LITTLE AS ONE 
EXTRA DOLLAR A DAY, IT QUICKLY 
PAYS FOR ITSELF ON EASY TERMS— 
SO, BETTER BUY THE BEST. 





American Time Products, Inc. 


580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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spiral which acts as a spring. In the center of the bushing 
a hole jewel is set by friction in the spiral. Movement of 
the balance staff pivot in any direction is absorbed by 
this spiral. 


DISASSEMBLING, OILING AND ASSEMBLING 


To disassemble these “Shock-Resist” devices, the pro- 
cedure is the same for both. Remove the balance bridge 
and the regulating parts in order to reach the two screws 
which fasten the “Shock-Resist” cap jewel holder, #3285 
or #3285A as the case may be. Clean these different 
parts thoroughly, making sure that the hole and cap 
jewels are absolutely clean and dry. 

Before assembling the device, put a small drop of oil 
in the center of the hole jewel and another very small 
drop of oil in the center of the cap jewel. If the bushing 
(either #3289 or #3293) is to be replaced, care must 


be taken not to force it into place. 


“SUPER SHOCK-RESIST" 


The “Super Shock-Resist” is made on the same prin- 
ciple as the “Shock-Resist” and is the latest device manu- 
factured by Erismann-Schinz, production on which was 
started in 1946. It is designed to absorb shocks from any 
direction. 

This device is composed of a conical brass bushing 
(Part #3223, Figure 2). In this bushing is a coil spring, 
in the center of which a hole jewel is friction set (3222). 
This coil spring has the same function as the one used 
in the bushing in the “Shock-Resist’”—to absorb shock 
in any direction. 

The cap jewel for the “Super Shock-Resist” (Part 
#3221) is friction set in a brass ring fitted with two op- 
posite extruding prongs. These fit into and lock in a slot 
cut into the brass bushing and hold the cap jewel in 


























Figure 3. For the plate side of the movement the "Super- 
Shock Resist" unit is similar to that on the bridge side with 
the exception that it is held in position by a screw. 


place. The three parts, bushing, coil spring with hole 
jewel and the fitted cap jewel, with the addition of a 
spring clip (Part 3224) which holds the unit in the 
bridge, go together to form the complete unit (Part 
322) as shown in Figure 2. 

The unit used in the plate side is composed similarly 
to the bridge unit but is held in position in a specially 
prepared slot by a screw. (Part 323, Fig. 3). 
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FITTING DEVICE IN BRIDGE 


In order to fit the “Super Shock-Resist” device into the 
balance bridge, the regulator is first placed into position 
on the bridge over the hole for the end-piece or bushing 
(£3223). Then, the unit is pushed into the balance 
bridge hole from the top. The spring clip (3£3224) is the 
only means of holding this device in the balance bridge, 
It slides into a special slot under the bridge. 


DISASSEMBLING AND OILING 


In order to disassemble the “Super Shock-Resist” de. 
vice, the balance bridge does not have to be removed. 
The entire regulating unit remains in position. By means 

















Figure 4. In disassembling the "Super Shock-Resist'’ unit for 
cleaning and oiling, the cap jewel holder is turned right or 
left with the tip of a tweezer to free one of its prongs. It 
is then lifted up exposing the coil spring and its hole jewel. 


of the tip of a tweezer, the cap jewel holder is turned to 
the right or left in its slot in the bushing, in order to 
free one of the ring prongs. (Figure 4.) The cap jewel 
in its holder is then lifted as shown, exposing the pivot 
of the balance staff and freeing the coil spring with its 
hole jewel which can then be lifted out. 

The cap jewels for the plate and for the bridge as well 
as the individual coil spring units for each, cannot be 
used one in place of the other because the thickness of 
the cap jewels is not the same. The coil springs can be 
used for both only if the hole jewels and the total dia- 
meters of the bushings themselves are identical. 

When parts for the “Shock-Resist” and “Super Shock- 
Resist” must be ordered, the calibre reference must be 
given as well as the size of the balance staff pivots. 
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Program of Local Events Highlight 
Jeweler’s Watch Promotion 


Frumess, Denver, Colo., jeweler, has a rather interest- 
ing and intriguing radio program each morning between 
7:25 and 7:30 a.m., entitled “What’s Cooking.” 

The five-minute program lists news of concerts, plays, 
sporting events—anything at all occurring in the com- 
munity. Meetings of organizations such as Elks, Kiwanis, 
DAR, Eastern Star, are mentioned with time, place and 
date information given. 

Store commercials stress the importance of having 4 
watch that will “tell you when it’s time to leave for any 
social event under the sun.” 
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DOUBLE your clock sales 


WITH THE HOTTEST CLOCK DEAL IN HISTORY! 


Did you know that you’re missing over half your clock market if 
you’re not featuring electric clocks? More than half of the 
dollars spent for clocks are spent for electric time. 
Furthermore, the preference for electric time is gaining all the time. 
The spring-wound business is running down, down, down! 


GET THIS G-E CLOCK SHOP—PLUS 2 G-E HERALDERS FOR $9.90 


with every 12 G-E Clocks you order, 
regardless of price or models. 


Order 12 G-E Clocks—any price, any models. 
This makes you eligible to get the G-E Counter 
Clock Shop and 2 G-E Heralder Clocks for 
only $9.90. . 





your counter and watch people 
buy clocks on impulse. Further- 
more, the attractively designed 
colonial G-E Counter Clock Shop 
takes little space —23" x 4"—and 
no setting up is required. 


You sell the G-E Heralders for 
$9.90, and the attractive, hard- 
selling Clock Shop costs you noth- 
ing! The net of this is that you’re 
really in the clock business. 

So set this new Clock Shop on 








Use this real bargain as a sales pusher! 


GENERAL @@ ELECTRIC 
GAY ALARM (mopet 7H190-L) 


AS #525" 
OW %422 - 


YOUR PRICE—‘3” (six or more ) 


For a limited time only! 

















GAY Alarm—a luminous electric alarm at an amaz- 
ingly low price. White ivory case and red sweep- 
second hand contrast with chocolate-brown dial. 

Feature this General Electric Clock bargain in 
all your promotion—windows, counter displays, 








You make your full margin. 





newspaper and radio advertising. Jt will help you 
sell not only more GAY Alarms, but your turnover of 
other models of G-E Clocks will be greater! 

Remember, too, that there’s a mighty good profit 
margin on General Electric Clocks! 


ORDER THROUGH YOUR DISTRIBUTOR NOW! 


Remember, all you’ve got to do to double your clock business 
is to feature the new General Electric line! General Electric 
Company, Bridgeport 2, Connecticut. 














Remember these sales-wise facts: 


@ The trend is away from spring- 
wound clocks! 


® People have confidence in 
G-E Clocks! 
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e G-E Clocks need no winding! 
@ G-E Clocks don’t ticktock! 
@ G-E Clocks keep accurate time! 


@ G-E Clocks are the best value! 


PNaal-talde MWe la-tohi-3 3) 


money-making clocks! 


You can put your confidence in— 


GENERAL (6) ELECTRIC 
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LEANING GOLD-FILLED—We have a number of 
items of jewelry that have become tarnished because 
they are gold-filled on sterling. Have you any method to 
recommend and/or solution to use for cleaning this type 
of goods, without having the silver base come through 
the gold finish? (Question No. 6290) H. B. 

Answer—In problems like this, it helps formulate 
a useful answer if the inquirer explains matters fully, 
more fully indeed than you letter does, such as: What 
kinds of jewelry? How designed or formed? What qual- 
ity-marks are stamped on the pieces? Have they been 
cleaned frequently before this time? What quantity or 
number of pieces are to be cleaned? Are makers’ names 
or trademarks on the goods? It would help if you’d tell 
us these. 

The reason why we suggest a complete statement, is 
that you raise a question of “the silver base coming 
through the gold finish.” This might indicate either that 
the gold covering the silver is electroplated on, instead of 
“filled”; or that a gold-filled layer has been polished 
so often that it is very thin; or polished off on details 
of the jewelry, depending upon its design-features. 

Certainly in gold-filled goods of substantial quality 
there shouldn’t be risk of exposing the base-metal in any 
reasonable amount of cleaning and repolishing. Please 
give us more data and we will try to give you some prac- 
tical advice on your problem. 


ESTMINSTER CHIMES—Please give us detailed 

instructions for correctly setting up the mechanism 
of Westminster chime clocks, not only to play the tunes 
correctly, but also to produce tones of good musical 
quality. (Question No. 6291) B. P. 

Answer—There is only one piece of general advice 
to give on this, which is to examine the wheels and pinions 
of the chiming work and see if some of them have dots 
punched or countersunk at any of the teeth, leaves or 
spaces. If so, set these gears with dots opposite each 
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other on the pair of gears. This will insure the correct 
let-off for chiming and striking. All that remains then 
would be to adjust hammers to gongs or tubes to produce 
good tones. This is accomplished by setting hammers so 
that their springs do not allow the hammer-heads to touch 
the gong after a blow is struck, but instead hold the 
hammer slightly away from the vibrating gong. 

If there are no dots to indicate the proper meshing of 
the gears, then, in order to advise you, we would have 
to know first exactly what type mechanism your clock 
has. All you say is that this is a “Westminster Chime” 
clock. There are numerous different mechanisms for such 
chimes. “Westminster” doesn’t indicate which type; it is 
only the name of the melodies played at the quarter- 
hours. So you might try assembling the work and see 
how the chiming acts. If not correctly, then write us as 
fully as possible how it is wrong, and describe or sketch 
the mechanism involved, and we would try to advise you 
what to do to set it correctly. 


_ eee FINISH—Please give us information on the 
best lacquer to use for protecting sterling silverware 
from tarnish, and the correct way to apply it. (Question 
No. 6293) T. C. L. 

Answer—For lacquering sterling silver hollowware, 
any transparent nitro-cellulose lacquer, obtainable from 
jewelers’ supply houses, may be used. The leading manuv- 
facturers are: “Bakelite Corporation, 30 E. 42nd St. 
New York 17, N. Y.; E. I. duPont de Nemours Co., Inc., 
(Finishes Div.), Wilmington 98, Delaware; and Egyptian 
Lacquer Co., 1270 Sixth Avenue, New York, N. Y. These 
firms make lacquer used for the purpose you have in mind 
and any of their names on a product is an assurance of 
good quality. 

Next thing to consider is the type of lacquer to use. 
If you have occasional use for it, say for a few pieces al 
a time, you should use “brushing” lacquer, to be applied 
with a broad soft-haired brush of the camels’-hair variety. 
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TOLECURON ANNOUNCES "NEW BLBCTRIC CLOCKS 


Each hacked by individual full-color pages _ in LIFE, THE SATURDAY EVENING POST 


3 
$ 
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Dainty alarm clock with a “new 
look.” Modern-style ivory color 
case. Convex, shatterproof crystal— 
clear, easy-to-read dial. Retail $4.95. 
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Kitchen beauty that gives you something to shout about. 
Sure to ring up extra sales in 1951. High style, low price. 
Designed to color keynote kitchens — send sales soaring! 
Wide-angle crystal. Red, yellow, ivory, white. 
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SMASHING ADVERTISING CAMPAIGN BREAKS BIG NEWS. Big, 4-color standout pages in 


Life and The Saturday Evening Post in March and April launch these new models — and 4-color 
pages back the entire Telechron line throughout the year. 


THE BEAUTY OF IT— TELECHRON electric clocks CAN’T RUN WRONG — because they are 
pulsed by an electric current and synchronized with the local power plant. That’s the important 
memorable story your customers are reading about — week after week. 


FREE: Full-color, full-line catalog. Also broadside with details of 5 opportunities for 1st quarter 
selling in 51. FREE: Sales training book, “How to Clock Up Extra Sales.” PAYS FOR ITSELF: 
De luxe display, highly successful “Timetable,” on self-liquidating offer. 


Telechron is a trademark of Telechron Inc., Ashland, Mass., a General Electric Affiliate. 
Prices and specifications subject to change. 













* Prices plus tax. 








FOR JANUARY, 1951 187 








Manufacturers, who lacquer hundreds of pieces of ware 
continually, may use a “dipping” lacquer, into which 
the work is dipped and immediately withdrawn, and sus- 
pended for the surplus lacquer to drain off before dry- 
ing begins. 

We should, however, point out that it is considered an 
inadvisable practice to lacquer sterling (solid) silver 
wares. Lacquering is customary only on silver-plated 
ware. The more valuable solid-silver is expected to be 
polished when tarnished, instead of lacquered to prevent 
tarnishing. The lustre of silver shows up better if not 
lacquered. 


RY WATCHES—What is the cause when some 
watches come back a few days after handing to 
customers, after we have cleaned and oiled them, when we 
find the pivots absolutely dry, with seemingly no oil 
whatever in the holes? (Question No. 6294) D. B. 

Answer—tThe problem stated, that after oiling and 
delivering, some watches come back in a few days, abso- 
lutely dry, is most unusual. In order to have a try at 
solving it, we should have much more information of a 
“background” nature than your letter gives us. Please 
write again and explain as fully as possible all such 
things as (1) what kind of solutions you use in your 
cleaning machine; (2) what brand of oil you use; (3) to 
what extent do you disassemble the watches before plac- 
ing the parts in the cleaning machine; (4) how do you 
judge or regulate the amount of oil you apply to (a) 
train-pivots, (b) balance pivots, (c) pallet stones, and 
(d) with what tool do you apply the oil? Also, does the 
trouble referred to appear in watches on which your job 
is to clean them only, or in watches on which you have 
made repairs, and what kinds of repairs? 

What we need, of course, is a written statement that 
would come as nearly as possible to giving us as clear an 
idea of the conditions affecting your problem as if we 
were right with you, seeing how you clean and oil your 
watches. 


” prpee WATCH—Can you tell me name and address 

of an antique watch collector who might wish to buy 
an old watch we have, made by “Nath. Clerkl, London, 
Nr. 17175”? (Question No. 6295) M. N. 

Answer—We believe that if you examine the watch 
again, you will find that the name is “Nath.*Clerke.” 
There is a flourish after the final letter “e” that you mis- 
understood as letter “lI”. Nathaniel Clerke was a well- 
known watchmaker in business in London, England, 
between 1805 and 1819. Watches of his make are in 
several of the best collections, so his work is rated as 
above ordinary commercial work. 

We have no way of knowing, however, which of the 
collectors might happen to desire to buy this particular 
watch. About the only way we can suggest to bring the 
watch to the notice of possible purchasers would be to 
advertise it for sale in The Classified Ad Department, 
JEWELERS’ CIRCULAR-KEYSTONE, or other periodicals. We 
are enclosing a rate card for this service. 

We could, of course, give you a list of some of the 
collectors that we know, to whom you could write in- 
dividually if you would care to go to the trouble of writ- 
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ing a number of letters, on the chance that one of them 
might strike someone who would be interested. This 
would be a much more limited coverage than you could 
obtain by advertising the watch for sale. If you wish jt 
we would send you the addresses of some of the collec. 
tors; please let us know about this. 


OOPER WATCH—I have an heirloom watch that 
belonged to my grandfather, who was captain of a 
sailing ship nearly a hundred years ago. I do not want 
to sell this watch but would like to know if you can tel] 
me anything about its maker; about when and where jt 
was made. The name on the dial is T. F. Cooper. (Ques. 
tion No. 6296) W. H. 

Answer—tThe “T. F. Cooper” who was the maker of 
your heirloom watch, was Thomas Frederick Cooper, who 
was in business in London, England, from 1820 to 1862; 
first at the address Duncan Place, City Road, and finally 
at No. 6 Calthorpe Street. This firm built up a large trade 
in exporting watches to America; their reputation was 
spread by clever advertising-use of an incident that 
occurred on a ship voyaging between England and 
America. The story was that this ship’s chronometer 
stopped running and the navigator finished the voyage 
by using a watch made by Cooper, instead of navigating 
by chronometer. The Cooper firm saw to it that the story 
was given wide publicity in newspapers, much to the 
benefit of the reputation of their watches. They added 
to some of their watches a tiny circular thermometer on 
the dial. Their watches were soundly designed and made, 
besides being cleverly promoted in selling them. 


EMOVING ENAMEL—How can we remove hard 

enamel from a lodge ring to leave the gold entirely 

free from fragments of enamel? What do you recom- 

mend for melting gold jewelry to cast the metal into an- 
other job? (Question No. 6297) J. C. M. 

Answer—To dissolve out the traces of enamel that 
cannot be readily broken or chipped out, lay the gold in 
a lead vessel, cover it with pulverized fluor-spar and pour 
sulphuric acid on this and allow it to stand until the 
enamel has been entirely dissolved. It is very important 
not to breathe the fumes that arise from this operation 
and to carry it on in a ventilated room. 

About melting gold, unless there is a considerable 
quantity, it can be conveniently melted in a “blowpipe 
crucible” which is a crucible designed to be used without 
a gas furnace, merely using a blowpipe flame directly on 
the crucible. Your jewelers’ supply house can furnish 
these crucibles. If you have a large quantity of gold to 
melt, of course the way to do it would be to use an ordi- 
nary sand crucible in a jewelers’ gas blast furnace, then 
cast the melted gold into an ingot mould to prepare it 
for use. 





Forerunner of today’s tiny self-winding Swiss watch 
for women—actually the world’s smallest automatic 
watch—was the first “perpetual timepiece” also created 
by the Swiss in the 18th century. The watch, supposedly 
intended as a gift for one of Marie Antoinette’s favorite 
officers, was made entirely of gold except for the self- 
winding movement. 
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EFFICIENCY UP! 








Five years of development brings 
you the new STREAMLINED 
MODEL Kagan Sizer. It follows 
the principles of the KAGAN 
MASTER PRECISION RING 
SIZER, the FIRST unit of its kind 
used successfully and profitably 
in all branches of the Jewelry 
Trade throughout the U. S. and 
abroad. 


424 South Broadway 





PERFECT Ring Sizing with the NEW 
KAGAN SIZER—STREAMLINED MODEL 





It's yours for only $99.00. 


J.J. KAGAN & CO. 


PRICE nown: 








AS ALWAYS, it enlarges and 
REDUCES all styles of men's and 
women's wedding rings WITH- 
OUT MARRING THEM.... It 
reduces inventory, provides im- 
mediate customer service, pays 
for itself quickly. Anyone can 
operate it successfully. Manufac- 
turing economies permit a NEW, 


LOW PRICE. 


W orth its weight in gold. 


Los Angeles 13, California 
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WORLD’S , FINEST ; 


MONOGRAMMING 4 MACHINE 
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STAMPS 


Fountain Pens 
Leather Goods 








Writing Papers 
Book Matches 
Napkins 
Gift Items 


















Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 
extra prof:t. 













KINGSLE 
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STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 

















“TRIM solves 


Severe Tarnish 
Problem in 
Store Display 


@ Bosshart & Morphy, Clifton 
Springs, N. J., report that 
mineral water springs create a 
severe tarnish problem in their 
area. After years of search 


Tarnish Proof, Moth Proof Trim Protectors solved their 
Dirt, Dust and Moisture Proof problem completely. Said 
Perfect Visibility, Easy Access they: “None of the silver 


items displayed in TRIM Pro- 
tectors have shown the slight- 


Tough, Crystal-clear Vinylite 
Beautifies Cases, Cupboards, = ..+ garnish." 

efc. They now recommend TRIM 
to other stores and to their retail customers. 


Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for "bride-trade." Designed by Lucile Whittier. 
Now nationally advertised. Among units available and list prices: 


Trim Units for 6-pc Flat Silver place setting.......... .... $1.25 


Trim KIT for 72-pe Flat Silver service................ 00: 6.75 
12 Units, each 15x19"... .$5.00 6 Units, 12x13" ....... 2.00 
16 Unrts, Ass't Sizes ... 5.00 1 Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 kk «. area 3.00 
| Shelf Protector, 27" deep ee ge ee 1.00 


| Complete SILVER TEA SERVICE PROTECTOR, 32x19x!4". 3.00 
| Flat Silver Tray Storage Protector, 18x18" 50 


rHe TRIM Company inte 40% 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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Electroplating Pamphlet 
Published 


The Joseph B. Kushner, Electroplating 
School, 115 Broad St., Stroudsburg, Pa., 
announced the availability of a copyrighted 
pamphlet entitled “The Real Secret of 
Better Plating.” The pamphlet by Mr. Kush- 
ner, director of the school, emphasizes the 
importance of the men involved in the 
actual plating operations themselves and 
the desirability to have chemist, executive, 
and worker forming a team that will work 
together. 

Requests for this booklet should be made 
to the school. Individuals desiring it are 
asked to furnish their company affiliation 
and title, or to write on their company 
letterhead. 


--—_——_—-_- ---— 


Swank Valentine Promotion Built 
Around “Ace of Hearts" Theme 


Special Valentine features of knot 
jewelry and a “Reminder” wallet are be- 
ing offered to the retail trade by Swank, 
Inc., manufacturers of men’s jewelry, 
leather and other accessories. 

Built around the theme of “For Your 
Ace of Hearts,” the knot jewelry is being 
presented in tie clips, tie chains, and cuff 
links. The knots come in three styles: white 
metal center, blue stone centers, and red 
stone centers. 


i te your Keo a Heart. 





A special “Ace of Hearts” display for 
counter or window use, an “Ace of Hearts” 
playing card mailing piece, and national 
advertising for merchandising support of 
the latest Swank jewelry feature. 

The tie clips, tie chains, and links retail 
at $2.95 each, or $5.95 for a complete set. 

The “Reminder” wallets have the same 
theme and come in black imported goat- 
skin, brown imported goatskin, and pigskin. 
They feature a detachable memo pad and 
pencil with each of the three one-piece 
construction wallets. The wallets retail at 
$7.95 each. 
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Admiration Distributes 
A. S. R. Lighter Line 


Admiration Products Corp., 23 W. 23rd 
St., New York 10, N. Y., announced that 
they have been appointed distributors of 
the A. S. R. line of cigarette lighters. A 
brochure is available on request. 





New Parker "51" Package 


A new package of the Parker “51” pen 
has been announced by A. B. Southworth, 
sales production manager of the Parker 
Pen Co. The package, manufactured by 
F. H. Noble & Co. of Chicago, is “an im- 
provement in function and design” over 
the old one, the company indicated. 





LE aR Pr 
(Pe TORL Bid 4? CLE tae 


The new gift box has a steel shell frame- 
work and is covered with simulated brown 
leather. It is trimmed with a laced brass 
edging and a die-cut “51” monogram. The 
lining is of beige bengalene. David Chap- 
man, well-known Chicago designer, worked 
with Southworth during the creative phases. 
It will be distributed to pen dealers along 
with pen-and-pencil set orders. ~ 





Art-Copy Advertising Agency 
Opens Manhattan Office 


The Art-Copy Advertising Agency, 11] 
Hill St., Newark 2, N. J., announced that 
they are opening a New York office at 104 
East 40th St., Martin Steinhardt, presi- 
dent, said that Mary Elizabeth Lanpher, 
account executive, will head the Manhattan 
office. 


eo 


Clock-Making Set For Children 


The Imperial Import & Export Com- 
pany, 846 South Broadway, Los Angeles 
14, Calif., have revealed a clock-making 
set for children. Called the ‘“Erect-A- 
Clock,” this toy consists of precision built 
parts of a pendulum style Swiss clock, 
powered by weight, which when put to- 
gether can be regulated to keep perfect 
time. Packed in a four-color box and com- 
plete with instructions, it -provides appeal 
for young and old alike. It retails for $4.95. 








Elgin Display Features ! 
New DuraPower Mainspring 





These displays were manufactured and 
designed by Harve Ferril and Company for 
Elgin watches and their new DuraPower 
mainspring. The one at the left features a 
single Lady Elgin diamond watch in its 
plastic box under a glass dome. The back. 
ground is natural preserved fern, setting 
off a lifelike plastic orchid. The base is 
solid walnut with champagne colored fabric. 
At the right is a display which tells the 
story of the DuraPower guarantee. Two 
water-filled test tubes are displayed, one 
containing a steel spring which has rusted, 
and the other a DuraPower which remains 

like new. 





1951 Newall Catalog 


The Newall Mfg. Co. has announced that 
its 1951 Edition of the Fingerprint Catalog 
is ready. This 100-page edition, the 12th, 
departs from the usual, the company says, 
in that there are two methods to locate and 
identify watch movements. One section 
illustrates identifying characteristics of 
Ebauches S. A. movements; another covers 
factories not affiliated with the Ebauches 
> A. 

Over 75 Newall systems and assortments 
are illustrated and described throughout 
the Fingerprint Catalog. Illustrated sec- 
tions cover at least 1000 tools, sundries, and 
findings items. A copy may be procured 
from any authorized Newall distributor. 





Towle Opens N. Y. Office 


The Towle Manufacturing Co., Newbury, 
Mass., announced that they have opened 
new offices in the penthouse of the building 
located at 581 Fifth Ave., New York City. 

The space occupies about 1700 square 
feet at the top of the former Peck & Peck 
Bldg., now known as the Canadian-Pacific 
Bldg., and is composed of three rooms. It’s 
a beautiful place — attractively warm 
though modern in treatment. 

The purpose of the showroom is to pre 
sent not only the complete line of Towle 
Sterling flatware and hollowware, but also 
to illustrate new display units, fixtures, and 
lighting techniques which can be adopted 
by Towle dealers for silverware depatt- 
ments. 
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How To 
MAKE BIGGER PROFITS 
ON WATCH REPAIRS 


Just send your watch repair work te NATIONAL— 
and save yourself all the trouble and expense of 
stocking spare parts and maintaining expensive 
equipment. NATIONAL has specialized in watch 
Sy ie Me ie ee ee Oe OO 
you this unbeatable service. 


1. QUICK, DEPENDABLE SERVICE 


All watches sent to NATIONAL ere repaired and 
returned in 10 days to 2 weeks. 


2. GUARANTEED WORK 


All NATIONAL repairs are unconditionally guar- 
anteed. Before any watch is retyrned it is electron- 
ically tested te 1/10,000th of a second on the 
Western Electric WatchMaster. 


3. REASONABLE PRICES 


You get better work at the same price through 
NATIONAL—more profit for you! 


, NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 


0 Nassau St., New York 7, N. 





WANTED 


a A WHOLESALE OR MANUFACTURING BUSI- 
NESS — DOING AN ANNUAL VOLUME OF 
& $200,000—OR MORE—WITH A SELLING OR- 
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GANIZATION ON THE JOB— 


WILL BUY—LOCK, STOCK AND BARREL 


WRITE IN FULL CONFIDENCE TO 
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—New, Completely Revised 
* Second Edition * 





WM. F. NYE INC., NEW BEDFORD, MASS. 




















ACTIVE — INACTIVE AND OBSOLETE 
sling gamer te Gn Gib tama STERLING FLATWARE PATTERNS CAN 
minology of the jewelry trade which are authoritatively BE TURNED INT O C ASH N Ow! 


explained in this, the completely revised Second Edition 
of THE JEWELERS’ DICTIONARY. 
their incomplete or obsolete patterns of flatware for 


In one comprehensive volume, THE JEWELERS’ “di h ; - z 
DICTIONARY ad Seats th of i new patterns, providing they can receive a fair price 
contains an invaluable wealth of in- for their old silver. We are prospective customers for 
formation—indispensable to the jeweler, watchmaker, this silver and will be pleased to make a tentative 
gemologist, advertising man; in short, to anyone seek- offer on receipt of information as to quantity, con- 


ing information pertinent to the jewelry and allied fields. eee This will BF yon rage he > ae Niches 


price for the old silver. We are also interested in 
b .00 purchasing any sterling silver your customers wish 

to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Many of your customers are interested in changing 


Post Paid 


Correspondence Solicited 
THE JEWELERS’ CIRCULAR-KEYSTONE a ee ekeens oem 
100 E. 42nd STREET NEW YORK 17, N. Y. J ° 

ulius Goodman & Son 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH \ 77 MADISON AVE. MEMPHIS |, TENN. es 
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Universal Geneve Display 


A new display created for the Universal 
weneve “Southlander” watch, a timepiece 
made and designed especially for the 
climate and tastes of the Southern states, 
is available free of charge to Universal 
Geneve dealers. 





The “Southlander” is a rectangular water, 
dust and shock-resistant watch encased in 
stainless steel retailing for $62.50. Displays 
may be ordered from The Henri Stern 
Watch Agency, Inc., 587 Fifth Ave., New 
York. 





Feature Ring Co. Offers Life 
Tie-Ins Free of Charge 


As a tie-in with their advertising program 
in Life Magazine, the Feature Ring Co.., 
126 W. 46th St., New York City, has pre- 
pared an attractive counter and window 
display in which their Life advertising is 
prominently featured. As a further tie-in, 
the company is also offering the darts and 
ring plugs, shown below, reminding buyers 
that they saw Feature Lock Diamond En- 
gagement and Wedding Rings advertised in 
Life. 


ELimin 
ATES 
Twisting MHETING 


s 





Henry Peterson, president of the firm, 
said that the Life darts, which can be 
easily inserted into Feature Lock Ring 
boxes, are merchandising the firm’s national 
advertising right up to the actual point of 
purchase. [n addition the Life ring plugs 
also offered are designed to do double duty. 
On one side, “As advertised in Life” is im- 
printed, and on the reverse side, there is 
ample space for the jeweler to write the 
lot number of the ring that has been sold, 
the date, price, etc. 

Jewelers may obtain any or all of the 
above merchandise by writing directly to 
Feature Ring Co., Inc. 
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G. E. Publishes Fact Book 


A 28-page fact book covering General 
Electric small appliances and displays has 
been published by the company. 

The pocket-size booklet serves as a handy 
reference for new or experienced sales 
people in getting a quick resume of major 
product and sales features. All of the small 
appliances, including vacuum cleaners, are 
illustrated and described, and there is also 
a complete description of display tools 
available for these appliances. 

The current edition of the fact book is 
the fourth published by the company. It is 
available at 5 cents a copy. 


Freed Valentine Displays 


For Valentine’s Day, Freed Displays, 
1233 6th Ave., New York City, has created 
two five-piece “Sweetheart” units designed 
to win more sales. 

The 17 in. high, easeled teakwood cen- 
terpieces of each unit is richly silk-screen- 
ed in red, gold, light green, pink, and 
black with cupids and sales-impelling slo- 
gans. Sprays of plastic red flowers deck 
the scrolled “frame” of the displayer. 
Three by four in. gold-sprayed wood 
shelves act as display areas for showing 
off diamonds and other gift specials. Four 
smaller matching cards with cupids and 
slogans silk-screened on each complete the 
five-piece units. 





Unit “A” features diamonds on the large 
centerpiece and unit “B” highlights gifts 
in general. Freed urges jewelers to order 
as early as possible, so that the displays 
will be on hand well before Valentine’s 
Day. They are priced at $3.90 for each 
five-piece unit or $7.50 for both. 


——___ -_—. 


Farrington Jewel Cases 
In Saturday Evening Post 


For its Christmas promotion, the Far- 
rington Manufacturing Co., Boston, Mass., 
sent out a kit to jewelers which included 
newspaper mat ads tying in with Saturday 
Evening Post advertisements, counter cards 
carrying Post reprints, window and interior 
display suggestions, suggested copy for 
store ads, signs and radio commercials. 

The ads in the Post featured Farring- 
ton’s new Marquise—“the case within a 
case”—retailing at $8.95. Another half- 
page in four colors featured the Duchess 
(at $5.95), with secondary illustrations of 
the Princess ($1.95), the Ascot and the 
Keepsake Photo Case, both at $1.95. 











New Gemex Display Tray 


Shown here is the new Gemex display 
tray, designed to show ten watch bands in 
the jeweler’s window or counter, 

The tray is made of polished white Plas. 
tic with a sculptured border touched with 
gold. Measurements of the tray are 75% , 
1444 inches, thus achieving maximum dis. 
play in the least possible space. 





An easel of polished metal is also avail. 
able free with each tray, which converts jt 
to a standing display. The new tray may be 
used with the Gemex stock control mer. 
chandiser which is already being used by 
many jewelers. 

This new tray is offered at the special 
price of 50.cents, from distributors or di. 
rect from the Gemex Company, Union, 
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Ingraham Four-Clock 
Assortment 


For the new Sentinel four-clock assort- 
ment, the E. Ingraham Co. of Bristol, Conn., 
is offering this counter display to the trade. 
Made of corrugated paper for firmness and 
strength, over which a sand linen finish 
paper is applied to two sides. 





Of interest is the multiple use feature 
which permits the manufacturer to spread 
the relatively high cost three ways. It acts 
originally as a shipping container and 
serves, too, as a sample case for jobbers’ 
salesmen—complete with carrying handles. 
Used, as a display, it provides for storage 
of the individual boxes by utilizing them as 
bases for the merchandise. 

The four-clock assortment consists of two 
Sentinel “Dawn” eight-day alarm clocks— 
one plain and one radium, and two Sentinel 
“Little Pal” 40-hour alarm—plain and 
radium. The “Little Pal” retails at $3.95 
plain, $4.50 radium; the “Dawn” model 
retails at $4.95 plain, $5.50 radium. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















Henry Paulson & Co. Introduces 
Four-Color Job Envelopes 


Henry Paulson & Co., 131 S. Wabash 
Ave., Chicago 3, Ill., announced that they 
gre offering job envelopes illustrated in 
four-colors and printed on two sides. There 
are four different themes used in the en- 
yelopes, each one representing some new 
jdea in advertising for the retail jeweler— 
jewelry, watch repairing, diamonds, and 
watches. Shown below is a sample of one. 
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The company will send samples of each 
of the envelopes to anyone desiring to see 
them. They are full size, measuring’344 x 
5% inches. 


Children's Watch Probably 
To Be Scarce in 1951 


Children may find it hard to buy the 
Mickey Mouse watch in 195], according to 
an announcement by the United States 
Time Corporation, manufacturers of the 
Mickey Mouse and other watches for the 
younger generation. 

The scarcity is predicted as a result of 
the recent government order looking to a 
reduction in the civilian use of critical 
metals diverted to the serious business of 
the increased national defense program. 

During the last war, the U. S. Time Cor- 
poration converted completely to war pro- 
duction. The current expansion of the 
nation’s defense establishment will require 
at least a partial conversion to military 
production, and the company has already 
announced its intention to make _ every 
effort to support the program. 

It was added that the company’s other 
models probably will be greatly curtailed 
as emphasis shifts to military production. 


—_——___ 


Cutlery Catalog Available 


The Northampton Cutlery Co. of North- 
ampton, Mass., announced that their 1951 
catalog of blades in carbon and stainless 
steel for makers of sterling and plated flat- 
ware is now ready. Over 200 patterns are 
offered by this company, which was estab- 
lished in 1871. The firm will supply blades 
to repairers qualified to repair cutlery. 
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L. Luria & Son's New Catalog 
L. Luria & Son, Inc., New York, Atlanta 


and Miami, distributors just issued a com- 
prehensive 64-page catalog featuring a 
complete line of flatware and hollowware in 
silver plate and sterling, clocks, watches, 
electrical appliances, housewares, giftwares, 
luggage, leather goods, dresser sets, cutlery, 
novelties and promotions. This complete 
reference manual for the jeweler’s present 
and future requirements contains up to the 
minute price information. Manny Gould, 
Advertising Manager for L. Luria & Son, 
Inc., claims that this catalog contains prac- 
tically the complete line. It is a two-color 
job with over 500 illustrations. 

Copies of this catalog are now being 
distributed to retail dealers only. Copies 
may be obtained by writing to L. Luria & 
Son, Inc., 160 Fifth Ave., New York 10. 
N. Y. 


ee 


New Tag for Calvert Watches 


The “Deep-C-diver,” a line of water- 
resistant watches by the Calvert Watch 
Co., will be distinguished by a new tag, 
according to Jerome L. Grant, executive 
vice-president. This tag is a replica of a 
deep-sea diver’s helmet. The cord that 
attaches it to the watch is placed to simu- 
late the diver’s air hoses. 
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The helmet design is in gold and black. 
On the reverse side, provision is made for 
imprint showing the price and number of 
jewels. All Calvert watches now being 
shipped will carry the tag, the company 
said. 


Latest J-B Line Revealed 
The new line of J-B Watch Bands for 


1951 is being shown to wholesalers through- 
out the country by J-B salesmen, it was an- 
nounced. The line includes, in addition to 
some of the most successful J-B models of 
the 1950 season, a number of new styles for 
both men and women. These are being of- 
fered together with new displays to set 
them off to best advantage. 

While it is too early to predict results, 
early reports indicate that the trade is very 
enthusiastic about the J-B line for 1951, the 
company said. Despite the strong possibility 
of material shortages in the coming year, 
J-B is hopeful of meeting all normal re- 
quests for merchandise. As always, the line 
will be backed by a complete program of 
national advertising in addition to a com- 
plete merchandise program to tie in the ads 
at the point of sale. 








Eterna Vice-President Says U. S. 
Demand Outstrips Supply 


Jaques H. Monod, vice-president of the 
Eterna Watch Co. of America, Inc., re- 
turned from Switzerland recently with a 
report that his firm’s self-winding Eterna- 
Matic has chalked up peak sales in coun- 
tries throughout the world. In the United 
States, he said, the demand outstripped 
the supply. 

“We shall continue during 1951, “Monod 
declared, “to stress the self-winding watch 
for both men and women, with accent on 
simplicity, functional design, craftsman- 
ship, accuracy, and dial readability.” 

He pointed cut that in America, as in 
no other country, women are assuming 
roles in the nation’s affairs equal in im- 
portance and on a level with that of men. 
The company has placed great emphasis 
on selling watches to the 20 million career 
women in the U. S. who want both quality 
and good design in timepieces. 


Pacific Mills Moves 


Pacific Mills, manufacturers of tarnish- 
preventive silver cloth, has moved its cot- 
ton and rayon division from 214 Church 
Street, New York, to quarters in the newly- 
constructed building at 1407 Broadway. A 
number of other textile firms have taken 
space in this building, which is located 
directly opposite the Metropolitan Opera 
House, and it is planned to make the 
structure something of a textile center. 
Pacific Mills is occupying one full floor of 
the building, and the firm believes that 
the easy accessibility of the new location 
will prove a great convenience to its cus- 
tomers. 


_-__——_—— — — 


Closed-Cover Watch by the 
Louis Watch Co., Inc. 


The Louis Watch Company display ac- 
commodates an actual Louis closed-cover 
watch. It shows a fond father looking with 
pride at a picture of his son on the inside 
cover. It also shows the watch closed 
with engraved initials on the cover. 





Inquiries about the closed-cover watch 
shown above should be addressed to the 
company at 580 Fifth Avenue, New York, 
N. Y. 
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Wyler Incaflex 
Watches Awarded 


Wyler incaflex watches have been se- 
lected as the official prize reward in the 
Live Stock Loss Prevention Contest re- 
cently conducted among members of the 
National 4-H Clubs. The winning teams 
received water-resistant Wyler models from 
Sam Bitkower, Chicago representative of 
the firm, in a banquet ceremony held in 
that city. 

A complete promotion kit is _ being 
mailed to Wyler dealers in the home towns 
of the award winners, enabling them to 
capitalize on the unique honor accorded 
to these watches. Wyler is strongly pro- 
moted in the farm market, with a sched- 
ule of national advertising in the major 
farm publications including Country Gen- 
tleman, Farm Journal, Hollands, and the 
National 4-H News. This supplements 
Wyler campaigns in Life and other maga- 
zines. 


White & Wyckoff Mfg. Co. 
Announce Availability 
Of 1951 Calendars 


White & Wyckoff Mfg. Co. announced 
that their 1951 calendar has been distrib- 
uted to retailers carrying their line of 
social stationery. Jewelers who have not 
received theirs at this time may write to 
the company in Holyoke, Mass., for a copy. 
This year the calendars feature famous 
American mountains. In addition to the 
calendars, the company announced that 
they have a supply of display material 
which may be obtained free on request to 
display their stationery. 





New Flaminaire Lighter Display 


Aiding its retailers to immediately as- 
sume a high level of sales of its new prod- 
uct, Flaminaire, the original butane-fueled 
cigarette lighter, the Parker Pen Co. is pro- 
viding dealers with this top-of-counter dis- 
play. The display holds seven pocket light- 
ers, two of which are shown in gift 
packaging and one table model. Exclusive 
rights to manufacture Flaminaire were re- 
cently obtained by the pen company. 





Feature of the display is its compactness, 
and easy accessibility for clerk and cus- 
tomer alike. It is finished in dark walnut 
with a frame of natural wood. Dimensions 
are 1814 in. wide, 14 in. high, 11 in. deep. 
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History and Romance of Cutlery 
Told in Attractive Booklet 


A booklet on the development and the art 
of manufacturing fine cutlery has been 
published by The Associated Cutlery In- 
dustries of America, Deerfield, Mass. The 
booklet gives a brief history of the ro- 
mance and manufacture of cutlery from the 
earliest times to modern methods of manu- 
facture. It includes all kinds of knives, 
pocket, sportsmen’s, professional and in- 
dustrial knives, and household cutlery. 
There is also a short summary on the 
selection and care of knives and the mini- 
mum requirements of today’s kitchens. 

Individuals desiring the booklet, pub- 
lished by Louis Bement for the association, 
should write to the association for copies at 
25¢ each. Mr. Bement requests that in- 
quirers do not send stamps. 


--- 


O-B Children's Ring Display 


Theme of the new display from the 
Ostby & Barton Company’s new display is 
“Rings for America’s Sweethearts.” This 
display will be provided free of charge to 
O-B dealers upon request. 
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Height of the display is ten inches, 
making it suitable for either window or 
counter use. It holds 12 rings in a pad of 
rich velours. In connection with this pro- 
motion, O-B has selected a special “Ameri- 
ca’s Sweethearts” assortment of 12 birth- 
stone and signet rings for children. 





Paulson Mailing New Master Key 
Additions to Catalog Owners 


Henry Paulson & Co. have announced 
that they are notifying the thousands of 
users of the Paulson Swiss Master Key 
Catalig that new additions will be sent 
shortly printed on gummed paper and 
marked on the reverse side with page and 
square number. These include many of the 
new models received from Switzerland since 
the issue of this catalog. Paulson claims 
that their catalog is everlasting because as 
new models are received, catalog owners 
will get them and can put them in their 
proper order in the catalog. 

On page 104 of the July, 1950, issue of 
THE JEWELERS CIRCULAR-KEYSTONE, a de- 
tailed illustrated description of the catalog 
appeared. Those who desire further infor- 
mation about obtaining the catalog are 
requested to write to the company at 13] 


S. Wabash Ave., Chicago 3, Ill. 











Standard Unbreakable Waite} 
Crystals Features New Line 


Standard Unbreakable Watch Crystals 
Inc., 385 Gerard Avenue, New York City 
is now featuring their new line of suc 
“Rocket Cylinder” Lucite crystals. The 
crystals are known more for their quality 
as lenses rather than just ordinary crys. 
tals. They are manufactured in such a way 
that the surfaces of the material wil] not 
crystalize and the edges will not chip oy 
break off under pressure. They are superb 
in clarity and will not discolor watch dials 
according to the manufacturer, since the 
material from which they are moulded is 
ultra-violet treated. The surface of the ma. 
terial is extremely hard and wil] not 
scratch easily nor shrink. 





At the present time the firm is producing 
375 numbers in fancy shapes, 147 RFW 
round flat tops, and 147 RCL extra heavy 
lentilles. In addition to these numbers, 250 
more fancy shapes will be ready for dis 
tribution around January 15, 1951. A sup- 
plement to their catalog will be off press 
early in January and will be gladly mailed 
to jewelers on request. 





Triple-Duty General Mills Ad 


Christmas advertising for General Mills 
Home Appliances is built around a maga- 
zine layout that “changes sex” in different 
media and does triple duty with dramatiza- 
tions and spot announcements on two tele- 
vision shows. 

The magazine advertisement appeared as 
a four-color page on the back cover of the 
Saturday Evening Post, November 25, in 
American Weekly, November 26, and as 8 
black-and-white page in dual readership 
farm publications, Successful Farming, Pro- 
gressive Farmer and western edition of 
Farm and Ranch—Southern A griculturalist, 
with the headline “To a Man In Love With 
His Wife.” In these publications it ad- 
dresses itself to men pondering what to give 
their wives for Christmas. 

It also appears as a four-color page in 
December Woman’s Home Companion with 
the headline “How To Tell a Husband’s In 
Love.” There the copy is changed to sug- 
gest a finesse to women readers. 

Dealers were well acquainted with the 
Christmas advertising package through a 
broadside mailing which included a repro- 
duction of the color magazine advertisement. 
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News of Personnel 
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The Larsen Importing Co. of New York 
City recently announced the appointment 
of Kenneth M. Cohen as its representative 
for the western part of the U. S. including 
all territory west of Denver and extending 
north to Vancouver, Canada. 

Gordon T. Hitter, director of sales, 
Electric Housewares Division, Arvin In- 
dustries, Inc., has been elected chairman 
of the Electric Housewares Section, ac- 
cording to a recent announcement by the 
company. 

J. B. Elliott, vice-president in charge of 
consumer products for the RCA-Victor divi- 
sion of the Radio Corporation of America, 
has been elected a member of the Board 
of Directors of Schick, Inc., Stamford, 
Conn., Kenneth C. Gifford, president of 
Schick, announced. 

Cowen Brothers, manufacturers and im- 
wrters of Leather Watch Straps, New 
York City, announced that Don Carlberg 
who has been selling their products on the 
Pacific Coast will now be showing the line 
in Texas and Oklahoma as well. At the 
same time, the company announced that 
Henry Ohlhausen will represent them in 
the middle western territory with offices at 
31 N. State St., Chicago. 


MELVIN R. MEYER 
(Bridal Ring Co.) 





The Bridal Ring Co., Inc., announced the 
appointment, effective Jan. 1, 1951, of 
Mervin R. Meyer as midwestern represen- 
tative covering IIl., Ind., Iowa, Kan., Mo., 
Wis., Mich., Minn., and Ohio. 

Mark Ross has been appointed sales 
manager of the California territory for 
Altheimer & Baer, Inc., of Chicago, ac- 











cording to an announcement by the com- 
pany. His headquarters will be 220 W. 
oth St., Los Angeles, Calif. The firm also 
announced that Maurice Rosen has been 
appointed Southern sales manager. His 
headquarters will be in Atlanta, Ga. 


WALTER SHELDON 
(Cory Corp.) 





Announcement of the appointment of 
Walter S. Sheldon as advertising manager 
of the Cory Corp. of Chicago, manufactur- 
ers of Cory coffee brewers, coffee brewing 
equipment, electric fans, circulators, and 
Nicro stainless steel products, has been 
made by the company. 

The Louis Watch Co., Inc., 580 Fifth 
Ave., New York City, announced that the 
following new salesmen will handle their 
line in 1951: Stanley Kresner, Youngs- 
town, Ohio; Joseph Feinstein, New York, 
N. Y.; Larry Baum, Brooklyn, N. Y.; Paul 
Fouts, Dallas, Tex.; John Schwarz, 72-19 
136th St., Flushing, N. Y.; Harry Podel, 
Charlotte, N. C.; Charles R. Kaplan, Frack- 
ville, Pa.; and Joseph Altschul, New York, 
N. Y. 

The David Pfeffer Co., Inc., 106 Fulton 
St., New York, announced the appoint- 
ment of Harry K. Suss as traveling repre- 
sentative for the Middle West and West 
Coast territories. Suss’ home office is lo- 
cated at 59 E. Madison St., Chicago, IIl. 

Raymond C. Florence, Chicago repre- 
sentative of The United States Time Corp. 
of New York, has announced that he re- 
signed effective Dec. 31, in order to go into 
a business of his own. Florence is moving 
from Highland Park, Ill, to his former 
home in Pittsburgh, Pa. 





Radio Production Gamble 
Pays Off for Hamilton 


Some 350 radio stations are now carrying 
the quarter-hour “Dream Time” programs 
announced to Hamilton watch dealers 
earlier this year as part of the sales promo- 
tion program. The series of 13 musical pro- 
grams are available to the retailers on an 
exclusive basis in each community, and are 
offered subject to prior commitments. 

The origination of the program idea is 
unusual, It started as a local program spon- 
sored by A. Graves & Steuwer, Jewelers, 
over station WMC, Memphis. The program 
was brought to the attention of Robert J. 
Gunder, sales promotion manager for Ham- 


ilton Watch, by Gene Lott of the Memphis 
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company. Gunder made arrangements to 
have 13 programs transcribed by Ziv. They 
met with indifferent success, only 15 or so 
jewelers signing up. 

Theorizing that a good watch salesman 
is not necessarily a good radio time sales- 
man, Gunder sat down and wrote a letter 
to every radio station in the country, telling 
them they could get 13 fifteen-minute 
periods if they sold jewelers the program. 

The result was electric. Hamilton Watch 
gleefully watched the total of stations edge 
up to the hundred mark. As the total soared 
to the 200 mark, they congratulated them- 
selves on a major triumph. As it snow- 
balled to 350 stations they wouldn’t even 
guess where their benign Frankenstein 
monster would stop. 





Telechron Inc. Appoints 
New Field Sales Manager 


M. J. DUNN 


Field Sales Manager 
Telechron inc. 





Appointment of M. J. Dunn as field 
sales manager of the Clock Division of 
Telechron, Inc., was announced recently by 
Russell T. Woodward, manager of market- 
ing. Dunn will henceforth be responsible 
for all sales activities of the standard clock 
sales division. Dunn was formerly sales pro- 
motion manager at Telechron, Inc., and 
prior to that was its New York sales repre- 
sentative. 


Holz 

Appointed 

Vice-President 
NATHAN HOLZ 





announced that 
Nathan Holz has been appointed vice 
president. Holz was formerly production 
manager at Ostier, manufacturing jewelers 
at 724 Fifth Ave., New York 19, N. Y. 


Ostier, Incorporated, 





New Mido Contest Scheduled 


Louis Aisenstein & Bros., American dis- 
tributors of Mido Multifort Superauto- 
matic watches, announced that reaction to 
the consumer contest, which closed re- 
cently, was so enthusiastic that Mido will 
shortly offer another to be staged through 
retail jewelers. 

In the contest just concluded, Mido 
dealers were given a free display which 
kept the Mido watch wound by its own 
action. The public was invited to estimate 
how much reserve running power was 
stored up in the first hour of motion. The 
contest closed Dec. lst and up to date, 
thousands of entry blanks have been re- 
ceived from jewelers throughout the U. S. 

Mido’s new contest is designed to bring 
attention to Mido’s water resistancy. The 
watch will be shown under water in jewel- 
ers’ windows and the public will be asked 
to estimate how deep the Mido watch can 
be submerged before the water pressure 
will cause water to enter the watch. De- 
tails of the contest will be released in the 
near future. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
a 25 words; additional words, S cents per 
word. 


“Help Wanted’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
eount as words and are chareed for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your locativun in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r mmendations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 











A-1 watchmaker and engraver; 30 years’ 
experience; best of references. Address 
“R., 1014,” care J C-K. 





SALESMAN; graduate gemologist; five 
years’ experience; desires position with 
Chicago concern; finest references. Ad- 
dress “D., 917,” care J C-K. 





WATCHMAKER; age 55; married; thor- 
oughly experienced on all makes watch 
repairing, seeks steady position in retail 
store. Address “J., 964,’’ care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available Jan. 1. 
Address “T., 4904,” care J C-K. 





DIAMOND man; many years’ experience 
in wholesale, jobbing and retail fields, 
seeks connection as inside executive or 
manager. Address “‘A., 979,” care J C-K. 





WATCHMAKER, H. I. A. certified, desires 
position in or near Pittsburgh, Penna.; 
would also consider leasing. M. A. Ean- 
narino, 431 Wood St., Muskegon, Mich. 





DIAMOND man, young; highest refer- 
ences ; thoroughly experienced all phases 
diamond business, desires position with 
reputable diamond firm. Address “L., 
1009,” care J C-K. 





WATCHMAKER; experienced and de- 
pendable mechanic, wants steady job 
in good retail store, in any location, but 





smaller cities preferred. Address “D., 
938,’ care J C-K. 
SALESMAN-manager; 18 years’ retail 


credit and collection experience; pres- 
ently employéd ; best of references ; good 
worker, married and honest. Address 
“M., 931,” care J C-K. 





YOUNG woman; five years’ experience 
diamond assorting and office routine; 
part or full time, New York City; high- 
~. ~ Address “N., 974,” care 





BOOKKEEPER, full charge; many years’ 
jewelry experience; exceptionally good 
background; knowledge of typing; ex- 
cellent references; New York vicinity. 
Address “P., 1012,” care J C-K. 











DIAMOND assorter, picker; excellent 
background; references; trustworthy, 
adaptable, ambitious; desires to connect 
with jewelry firm. Address ‘“A., 949,” 
care J C-K. 





YOUNG woman, experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 
yc Address “G., 959,” care 





WATCHMAKER; 22 years’ experience, 
now employed, desires change; head 
man; top salary; reputable store; best 
of references. Address “R., 905,’ care 
J C-K. 





WATCHMAKER, desires position; crip- 
pled boy, willing to work; two years’ 
experience; own tools; South preferred. 
George Lewis, Route #2, Carderview, 
Tenn. 





DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 





DIAMOND man; capable of buying loose 
goods, and mounting gold and platinum 
jewelry, desires opportunity to utilize 
skills for manufacturing or jobbing con- 
cern. Address “A., 1029,’ care J C-K. 





MANAGER; or watchmaker and assistant 
manager; can do ring sizing and light 
jewelry repairing: 25 years’ experience 
in retail jewelry business: best of ref- 
erences. Address “S., 906,” care J C-Ik. 





JEWELRY store manager; take full 
charge; complete knowledge of 
credit operation; excellent back- 
ground. Address “B., 936,”’ care 
J C-K. 





YOUNG man, trustworthy and reliable, 
full knowledge of diamonds and mount- 
ings seeks’ position with reputable 
jewelry concern, wholesale or retail; 
very best references. Address ‘“M., 1010,” 
care J C-K. 





WATCHMAKER, clock and jewelry re- 
pairman;: chronographs; salesman; 
B.T.S. graduate; 18 years’ experience; 
best of references; permanent position 
a: aaa Address “C., 952,” care 





PERMANENT position wanted, after 
January first, by jewelry repairman and 
diamond setter; 25 years’ experience; 
southern territory preferred, hut will go 
~~ Address “F., 925,” care 





EXPERIENCED, young man, desires posi- 
tion with wholesaler or watch importer ; 
thorough knowledge movements, watch 
parts, repairs, purchasing, credits, cor- 
respondence, orders. Address “R., 971,” 
care J C-K. 





WATCHMAKER; competent; 20 years’ 
experience with fine stores; manage de- 
partment or benchwork; excellent ref- 
erences; salary or commission; age 42; 
desire change; South. Address “H., 
927,” care J C-K., 





YOUNG executive; thoroughly experi- 
enced; seeks position with watch im- 
porter or wholesaler; supervise watch 
production, repairs, purchasing, credit, 
correspondence, billing, shipping. Ad- 
dress “S., 972,’’ care J C-K. 





JEWELRY repairman and diamond set- 
ter; 46 years of age; with 27 years’ 
experience, wants a position in a west- 
ern or southwestern State; only a per- 
manent position will be considered. Ad- 
dress “K., 883,” care J C-K. 





DIAMOND assorter, experienced, trust- 
worthy; am employed full time with 
reputable diamond ring concern, but de- 
sire supplementary part-time position 
during week day, evenings, or on Satur- 
days. Address “T., 907,’”’ care J C-K. 











} 


WATCHMAKER, also ring Sizing : age 40: 


now employed; desires perma , 
: ‘ nen 
tion in south, central or southwese™ 
area; family man, sober, conscie — 





24 years’ experience; referenco Us: 
nished. Address “R., 900,” care J cx 
neti 


A-1 jeweler and diamond Setter, gold and 


platinum; factory or store: $y 5 

hour; not more than 40 hours rae 
must be clean shop and good working 
conditions; will travel. Address wae 


982,” care J C-K. 





YOUNG, diamond assorter, seeks 





tlt sss 


. 4 0 i 
with jewelry or diamond firm, bavieg a 


any other capacity; well experienceg in 
single cuts, melee, sizes; sales experi- 
ence; married; New York resident. Aq. 
dress “‘L., 841,” care J C-K, 





aa 


YOUNG lady; thoroughly experienced all 


phases diamond ring manufacturing 
production, inventory, etc.; seeking po. 
sition with manufacturer or jobber: ex. 
cellent references; executive ability ; 
good appearance; intelligent. Address 
“S., 746,” care J C-K. 











A es 


YOUNG man, experienced retail jewelry 


salesman, gemological student; knowl- 
edge gem testing, identification ; seeking 
position Metropolitan New York, with 
retail, wholesale jewelers, appraisers, 
ee Address “B., 950,” care 








INCOMPARABLE experience, sales-build- 


ing record with independent, chain, 
major department store; buying, promo- 
tion, managerial; diamonds, watches, 


silverware, all jewelry; presently Cali- 
fornia, go anywhere. Address “E., 940,” 
care J C-K. 





— 


WISH a change; shop, store and school 
experience ; foreman - manager - instruc- 
tor-director ; expert letter engraver, de- 
signer for remodeling gem _ jewelry: 
author of several trade books; what 
have you to offer, salary. Address “A., 
869,” care J C-K. 





DIAMOND buyer, at present employed 


by one of the leading ring houses; 
expert knowledge of diamonds and 
how to mount them for sale to chain 
and retail jewelers; desires inter- 
view. Address “R., 1004,” care 
J C-K. 





RETAIL salesman, manager; 40; top per- 


sonality ; thorough experience diamonds, 
watches, jewelry, repairs, displays, pro- 
motions, ete.; employed, but in rut; 
seeks permanent opportunity, New York 
or out of town; responsible family man; 
ee Address “B., 980,” care 





MANAGER-salesman ; 45 years old; mar- 


ried; 25 years’ experience retail jewelry 
operations; thorough knowledge of 
checking credits, collections, buying, 
selling, window trimming, etc.; depend- 
able; operated own business for 15 
years; Southern California preferred. 
Address “B., 983,” care J C-K. 


a 








PRODUCTION assistant; college gradu- 


ate, 23, draft deferred, with six years’ 
diversified platinum-gold manufacturing 
experience, which included centrifugal 
casting, stamping, bench work, sales and 
bookkeeping-accounting, seekKs_ genuine 
opportunity as primary objective. Ad- 
dress “J., 992,” care J C-K. 








BOOKKEEPER ; 


full charge; secretary, 
stenographer; diamond and _ jewelry 
background; unusual executive ability; 
accustomed responsibility; thoroughly 
experienced credits, collections, taxes, 
all office routine; personable ; excellent 
—— Address “W., 912,” care 
J C-K. 
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SITUATIONS WANTED—Continued 





. f,AN; experienced and capable in 
SALES selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location; will 
go to any city. Address, Circular 208, 
Room 1415, Heyworth Bldg., Chicago 2. 





——e 


DIAMOND expert; 35 years’ of general 
diamond experience, including actual 
cutting; enjoy thorough knowledge of 
diamond qualities and values, including 
rough and old mine; a gentleman who 
could be the right hand man to a repu- 
table, established New York City dia- 
mond merchant; salary $10,000. Address 
“p, 975,” care J C-K. 








YOUNG man; five years’ retail credit 
store experience, would like position as 
manager of store, doing $65,000 to $75,- 
000 volume; knows credits and collec- 
tions, window trimming; promotion 
minded, good salesman; would like to 
locate within 200 mile radius Chicago ; 
pest references; draft exempt. Address 
“J., 928,” care J C-K. 





DISPLAY director-merchandiser; top 
flight; 25 years’ experience ; handle per- 
sonnel, build all window, case fixtures; 
artist, backgrounds, promotions, some 
advertising, hi-line or credit operation, 
thorough in jewelry field ; tops in refer- 
ences; handle any number units; salary 
line and one-half weekly. Address “K.., 
767,” care J C-K. 





i een 


DIAMOND expert; experienced buyer- 
assorter, desires to change position; 
long, excellent background with 
loose goods and bunch rings; in- 
quiries invited from firms who wish 
to fill an important position with a 
top notch man; appropriate salary 
essential, Address “A., 913,” care 


J C-K. 





GEMOLOGIST; excellent retail salesman, 
now employed as assistant manager, 
seeking position in Metropolitan New 
York offering greater responsibilities 
and opportunities; nine years’ experi- 
ence; draft exempt; capable buyer; 
jewelry and watch repair estimates, en- 
graving, window trimming, etc.; avail- 
able February 1, 1951. Address “N., 
894,” care J C-K. 





DIAMOND expert, capable of manage- 
ment, desires engagement, as an en- 
thusiastic retail diamond salesman, in- 
side an established, reputable jewelry 
Store, where I will be able to earn at 
least $10,000 annually; no objection to 
a commission or percentage arrange- 
ment, nor to location, except that living 
quarters must be obtained for three 
adults, if not located in New York City. 
Address “‘M., 1019,” care J C-K. 


Oe 





BUYER - manager - salesman, with large 
mid-western unit, desires opportunity 
with New York City firm, or surround- 
ing territory; good appearance, widely 
known in trade, one who has his heart 
in business; excellent knowledge of 
complete store operation; a born sales- 
man; try me on trial basis; can some- 
one trade me a future for a man with 
Initiative, ambition and commonsense. 
Address “D., 874,” care J C-K. 








MANAGER, excellent salesman; 38 years 
old; married; personable; 18 years’ 
diversified experience; thorough knowl- 
edge promotions, advertising, buying, 
window-store trims, credits and collec- 
tions, etc., with outstanding New York 
and New Jersey retail credit chains; 
now residing New York City; will re- 
locate anywhere for a proposition with 
a good future; excellent background; 
finest references; available first of 


January. Address “E., 876,” care J C-K. 


SENS STEYR TS ARI RONNIE a 25 as iE PR 
Lines Wanted 











PACIFIC Coast salesman, with following, 
wants manufacturers’ or importers’ 
lines. Address “K., 965,” care J C-K. 





SALESMAN ; interested additional line to 
jobbers and watch material firms; large 
following New York City and the East. 
Address “Y., 978,” care J C-K. 





SALESMAN; 20 years’ experience: travel 
Florida, to represent a well advertised 
line; can do a real job. Address, 562 
Fifth Ave., New York City, Room 604. 





WEST COAST salesman desires factory 
line stone rings of good make;; fine con- 
nections; references; commission basis. 
Address “N., 743,” care J C-K. 





EXPERIENCED salesman with following 
in the East, wants to represent A-1 
diamond house and diamond watches: 
— Address “N., 1011,” care 





IXPERIENCED salesman, with Chicago 
office and excellent following, jobber 
and large outlets in Middle West, is 
open for top line. Address Circular 207, 
Room 1415, Heyworth Bldg., Chicago 2. 





EXPERIENCED salesman, with well es- 
tablished following in Metropolitan 
area; New York and New Jersey, to rep- 
resent manufacturer’s line of ladies’ 
jewelry. Address “F., 987,” care J C-K. 





WEST COAST manufacturer’s representa- 
tive, wants chain line and emblems, or 
any jewelry lines to the jobbers and 
bar 3 users. Address “J., 945,” care 





WEST COAST representative, with ex- 
cellent following, is now open for one 
strong manufacturer’s line; office in the 
Jewelers Trade Building, in Los An- 
geles. Address “D., 919,’ care J C-K. 





SALES representative, familiar with all 
types of merchandise seeking reputable 
line to wholesalers; extensive following 
in New York and Boston to Washington. 
Address “T., 1027,” care J C-K. 





EXPERIENCED, West Coast man can 
give a good case line, men’s mountings 
or wedding ring lines, first class repre- 
sentation with jobbers and volume buy- 
ers. Address “H., 944,’ care J C-K. 





SALESMAN; following past 10 years, 
better jewelry stores New York City, 
Eastern Seaboard, Middle West, open 
for proposition; drawing: references. 
Address “‘I., 976,” care J C-K. 





EXPERIENCED salesman with following 
among retail jewelers, chain and whole- 
salers, New York State, New York City, 
wants to represent reliable manufac- 
turer. Address “C., 916,” care J C-K. 





OHIO representative of costume jewelry, 
desires strong factory line; commission 
basis; long experience; large following ; 
bor references. Address “K., 840,” care 


PACIFIC Coast salesman, desires factory 
line of cases, attachments, mountings, 
etc., in platinum and gold; over 20 years 
in territory ; commission basis; fine ref- 
erences. Address “M., 742,” care J C-K. 








EXPERIENCED, high type salesman, 
covering New England, seeking a line 
of either watch attachments, men’s 
jewelry, compacts or leather goods, for 
wholesale and retail trade. Address “P., 

10138,” care J C-K. 














SALESMAN : following Metropolitan ter- 
ritory, desires manuiacturer’s, or watch 
importer’s line, future with reputable 
firm; excellent references; will consider 
adjacent territory. Address “V., 977,” 
care J C-K. 





SALESMAN; diamonds and watches; now 
traveling Texas, Oklahoma and New 
Mexico, seeking improvement; single ; 
representable; willing to go anywhere 
for right firm; 15 years’ jewelry experi- 
ence. Address “J., 706,” care J C-K. 





YOUNG man; five years’ retail jewelry 
experience, would like position as sales 
representative for manufacturer or job- 
ber; will consider anything that offers 
future; hard worker; best references ; 
draft exempt; Midwest preferred. <Ad- 
dress “K., 929,” care J C-K. 





SALESMAN, with Chicago office, cov- 
ering Middle West, exerienced, with 
good following among jewelry job- 
bers, desires manufacturers’ line on 
strictly commission basis. Address 
Circular 210, Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN; age 31 years, calling on re- 
tail jewelers and department stores 1! 
years, Eastern Ohio, Western Pennsy]- 
vania, West Virginia; looking for sev- 
eral side lines; men’s jewelry, costume 
and novelty jewelry and similar lines; 
best references; guaranteed following. 
Address “E., 877,” care J C-K. 





SALESMAN; Midwest territory; Chi- 
cago resident; traveling extensively ; 
thorough coverage, department, 
jewelry, chain stores, jobbers, whole- 
salers; large following; 20 years’ 
successful sales background; desires 
established manufacturer’s line. Ad- 


dress “G., 838,” care J C-K. 





SALESMAN or distributor; 15 years’ 
experience with prominent compact 
and jewelry manufacturer; achieved 
outstanding results highly regarded 
by buyers of all department stores, 
specialty and jewelry store owners 
in the Metropolitan area; excellent 
references. Address “T., 1026,” 
care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
goods stores. Address “H., 2006,” care 
J C-K. 





WATCH attachment manufacturers; if 
your product has merit and you are 
seeking the acme of representation 
in the Chicago area by a well known 
salesman with five years’ experience, 
who knows how to promote mer- 
chandise and sell your product to 
jewelry jobbers, catalog and mail 
order houses, write in detail. Ad- 
dress Circular 299, Room 1415, 
Heyworth Bldg., Chicago 2. 


Side Lines 











MANUFACTURER of fine platinum and 
gold rings, mountings, looking for a 
traveling salesman. Address “S., 1006,”’ 
care J C-K. 





(Continued on page 198) 
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SIDE LINES—Continued 





WATCH salesmen; carry line of water- 
proof and automatic watches; travel by 
car, cover small towns. Address “N., 
1002,” care J C-K. 





MAN; carry side line, high grade stores; 
silver and crystal epergnes, centerpieces ; 
West Coast and Virginia. Address “E., 
918,” care J C-K. 





SALESMAN ; wanted to carry ladies’ gold 
rings as a side line, to sell to jobbers 
and wholesalers only; must travel. Ad- 
dress “K., 710,” care J C-K. 





SALESMAN; for Chicago and Middle 
West; line of 10K and 14K neck chains, 
Waldemars, key chains and sport chains, 
to the jobbing trade; commission. Ad- 
dress “K., 946,” care J C-K. 





SELL sterling silver identification brace- 
lets having finest quality; lowest price; 
yields volume sales and 15% commis- 
sion; all territories available. Address 
“"H., 963,” care J C-K. 





SIDE line; commission basis; compact 
line of ladies’ and men’s stone 
rings, by a manufacturer of quality 
made rings; most territories open. 


Address “M., 996,” care J C-K. 





SALESMAN; thoroughly acquainted with 
wholesalers on the West Coast, to carry 
a line of competitive, modern diamond 
mounting sets, for progressive Newark 
manufacturer; state experience; refer- 
ences. Address “K., 890,’ care J C-K. 





SALESMAN; calling on Midwestern and 
Southern States with fast selling line of 
costume jewelry and nationally adver- 
tised lines to jewelry stores, etc.; draw- 
ing account can be arranged. Address 
“E., 756,” care J C-K. 





SALESMEN wanted; salesmen with re- 
tail following, to carry as side line 
fine platinum mountings and semi- 
mounted rings; Chicago and Los 
Angeles territory open. Address “L.., 
$92,”’ care J C-K. 





SALESMAN ; travel Chicago to East, ex- 
cept New York; carry as a side line to 
fine retail trade, old established manu- 
facturer’s line of ladies’ and men’s high 
grade 14K gold jewelry and novelties; 
—. Address “L., 947,” care 





WATCH salesmen, with following among 
retail jewelers, wanted for West Coast 
and Middle West by established im- 
porter, for popular priced complete, up- 
to-date Swiss watch line; commission 
basis; no objection to non-conflicting 
line. Address “E., 986,” care J C-K. 





SILVERWARE novelty manufacturer, 
long established, revising sales set- 
up; most territories open, wants 
man traveling, retail jewelers, with 
one or two non-conflicting lines; 
commission; give full particulars. 


Address “‘F., 956,” care J C-K. 





INCREASE your present earnings with 
small, beautifully finished, well-styled 
1/20 12K gold-filled attachments and 
gent’s jewelry; have established ac- 
counts throughout country; state terri- 
tory, experience, line you carry; draw 
against commission. Address “V., 908,” 
care J C-K. 











SALESMAN; unusual opportunity for 
aggressive and experienced man, 
with car, to cover New York and 
suburban area, with line of wedding 
stone, signet and baby rings; full 
time or side line. Durastyle Jewelry 
Mfg. Co., 12 John St., New York, 
Ne Be 





SEVERAL territories open for widely ac- 
cepted popular priced, smartly styled 
costume jewelry line; includes original 
pierced earring numbers, jewelry boxes 
and displays; top commissions to right 
man, with following; include full de- 
tails and States covered. A & M Jewelry 
Co., Altman Bldg., Kansas City 6, Mo. 





JEWELRY salesman, with established 
following among jewelers and now Ccall- 
ing on them, to carry side line of ladies’ 
and men’s rings and emblem rings; we 
offer above average commissions to 
right man; when answering mention 
States you are traveling now. Address 
“L., 487,” care J C-K. 





SALESMEN with established following 
among retail and credit stores wanted 
to carry very successful side line of 
promotion-priced diamond cluster rings, 
almost no competition; quick moving, 
constant repeat orders; commission 
only; no bags, just handy pocket-size 
box. Address “V., 1024,” care J C-K. 








SIDE line salesmen ; complete line leather- 
ette and velvet jewelry displays and 
trays for retail jewelers, chains, depart- 
ment stores, jewelry manufacturers and 
jobbers; made to order merchandise at 
ready made prices; drawing against 
earned commissions; give details and 
territory desired. Address ‘“T., 1007,” 
care J C-K. 





SALESMAN, side line; with established 


following, wanted by manufacturer 
of an extensive line of gold wedding 
rings, unusually designed and fin- 
ished, excellent potential repeat 
business, to cover the following ter- 
ritories: Chicago, New England, New 
York area, Texas, South and South 
Central; commission § basis plus 
bonus; inquiries treated with utmost 
confidence. Address “L., 995,” care 
J C-K. 





SALESMEN ; side line men, all territories ; 


call on jewelers, department stores, spe- 
cialty, credit, variety, drug, etc., with 
short line simulated pearl necks and 
bracelets; finest domestic line in Amer- 
ica; handsome, boxed prop.; big com- 
mission paid; biggest year in history 
for 1951; state details and territory. 
Address “H., 990,” care J C-K. 








SALESMEN; manufacturing jeweler 


since 1921, has open established ter- 
ritories for several top notch sales- 
men with following among the bet- 
ter department, cash and credit 
jewelers; line consists of platinum 
and gold diamond rings, diamond 
wedding rings, matched diamond 
bridal sets, extensive line of gold 
wedding rings, platinum and gold 
diamond watches, and diamond 
watch attachments; give full partic- 
ulars in first letter; all correspond- 
ence held in strictest confidence. 


Address “R., 1023,” care J C-K. 


WATCH attachment salesman wanted 
for Denver to the West Coast. i 
are a well-known and long-estah. 
lished manufacturer of a complete 
line of men’s and ladies’ gold filled 
stainless steel, and leather watch 
attachments, with established  a¢. 
counts among leading wholesale 
jewelers, watch material jobbers 
and watch importers; only ageres. 
sive and experienced men _ with 
proven sales record in these outlets 
will be considered; liberal commis. 
sion; state full particulars; replies 
held in confidence. Address “R. 
1022,” care J C-K. 








WATCH attachment salesmen; wanted 
for the following open territories: 
Midwest, Southwest, Middle Atlantic 
and South; we are a well-known and 
long established manufacturer of a 
complete line of men’s and ladies’ 
gold filled, stainless steel, and 
leather watch attachments, with es. 
tablished accounts among leading 
wholesale jewelers, watch material 
jobbers, and watch importers; only 
aggressive and experienced men 
with proven sales record in these 
outlets will be considered; liberal 
commission; state full particulars; 
replies held in confidence. Address 


“P., 1021.” care J C-K. 








Help Wanted 








WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “‘T., 1460,” 
care J C-K. 





EXPERIENCED salesman; carry gold 
and platinum ring line: commission 
basis. Address “W., 911,’ care J C-K. 





WATCHMAKER-repairman ; experienced; 
own tools; to work in Central Massachu- 
setts on concession. Write ‘“‘T., 1015,” 
care J C-K. 





SALESMAN; wanted by manufacturer of 
exclusive line of men’s rings, sold direct 
to jewelers; non-conflicting line per- 
mitted. Address “G., 943,” care J CK. 








SALESMAN ; covering retail jewery trade, 
to carry line of gold emblems, on com- 
mission basis; excellent opportunity. Ad- 
dress “F., 878,’’ care J C-K. 








WATCHMAKEER ; at least four years’ ex- 
perience, for watch and clock work; 
pleasant shop; permanent position ; east- 
ern Pennsylvania. Address “L., 930,” 
care J C-K. 











JEWELER; with 15 or 20 years’ experi- 
ence, capable of taking charge of & 
shop of 16 people; write in detail your 
experience. Address “V., 924,” care 








LARGE ring manufacturer desires capable 
young woman to select stones for rings 
and assist generally in stone depart- 
ment; reply in full detail. Address “N., 
1020,”’ care J C-K. 








MANAGER, with good sales background, 
for leased, fine jewelry department in 
major department store, Midwest ; please 
state age and experience. Address “M., 
973,”’ care J C-K. 
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HELP WANT ED—Continued 
a 


D assorter; female; experienced 
govern and picking eight facets and 











in sor 
for New York jewelry manufac- 
ee confidential. Address “H., 960,” 
care J C- 
eeee—eeGQ0C”_N:= 


ES person, as assistant to the man- 
er in a department store, jewelry op- 
eration, in Northern Ohio; opportunity ; 
give age, experience and reference. Ad- 
dress “D., 985,” care é Cok. 


SAL 
ag 





ec bl f 
’ VER and chaser; one capable o 
— charge of this department; a 


ate opportunity for a capable 
man; give information complete in first 


ietter. Address “G., 922,” care J C-K. 





ee 

MAN wanted; with a good follow- 

—= oe jobbers, to sell gold and 

platinum general line of mountings, for 

established jewelry concern. Address 
“B,, 861,” care J C-K. 








WANTED; expert credit jewelry sales- 
man for excellent proposition; location 
about 100 miles from New York City; 
must be available January or February, 
1951. Address “S., 897,” care J C-K. 








JEWELRY sales representative, with fol- 
lowing among top wholesalers, covering 
Chicago and Los Angeles; fine line of 
platinum mountings, also semi-mounted 
rings. Address “M., 893,” care J C-K. 


YOUNG man, with complete knowledge of 


gold office, including the handling of 
orders, who desires to make an ad- 
vantageous change with every opportu- 
nity for advancement; salary to fit 
applicant’s ability. Wilberg Jewelry 
Corp., 31 W. 47th St., New York City. 





ONLY five minutes of your time; wanted: 


salesmen who call on retail jewelers; 
no samples to carry; only five minutes 
of your time in each store; no experi- 
ence necessary; liberal commission. 
Henry Paulson & Co., 131 S. Wabash 
Ave., Chicago 3, II. 





SALESMAN, for old established na- 
tionally known diamond and color- 
ed stone ring house, to cover Penn- 
sylvania, Virginia, West Virginia 
and other tributary States; reply in 
confidence. Address “M., 762,”’ 
care J C-K. 





SALESMAN; with established following 
in Chicago and Middle West, to carry 
a complete manufacturer’s line of plat- 
inum cases and platinum watch attach- 
ments; give particulars first letter, 
strictest confidence. Address “J., 888,” 
care J C-K. 











JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“S,, 2482,” care J C-K. 





SALESLADY; experienced selling sil- 
verware, retail jewelry store, per- 
manent position; good salary. Wil- 
liam Crow, 3rd_ floor, University 
Bldg., Denver, Colo. 





TER 


GOOD, all around repairman, who can set 
all jewelry stones, assemble and solder 
findings and light special orders; no 
buffing or polishing; sunny workshop; 
apply early. Address “K., 993,’ care 





SALESMAN ; to carry manufacturer’s line 
of ladies’ and gent’s stone rings and 
gent’s diamond mountings; covering 
Texas and surrounding territory; com- 
mission basis. Address ‘“*M., 948,” care 





WANTED; salesman-manager for fast 
moving aggressive store in city of 85,- 
000, located in Eastern Pennsylvania; 
top salary and bonus; permanent posi- 
tion for right man, starting January. 
Address “‘R., 896,’ care J C-K. 





MODERN watchmaking; learn watch- 


making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





DIAMOND setter; first class, all around 
man on stock and special order work; 
fast, clean work required; salary, plus 
weekly bonus for right man; no Satur- 
day work; permanent. Write, Meyer 
Jewelry Co., 1105 Grand Ave., Kansas 
City, Mo. 





SALESMAN wanted, for extensive dia- 
mond and colored stone ring line 
for Texas, Oklahoma, Arkansas, 
etc.; firm is substantial and has 
following; replies in strict confi- 
dence. Address “P., 763.” care 
J C-K. 








JEWELER, on platinum and gold, posess- 
ing the ability of taking in work, making 
prices, also able to supervise ; state past 
experience, age and where in the past 
employed ; strictly confidential. Address 
“N., 921,” care J C-K. 


EXPERIENCED instructor for ac- 
credited watchmaking school; state 
qualifications and experience in 
first letter; strictly confidential; our 
employees know of this advertise- 


ment. Address “S., 903,” care J C-K. 











SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 


WANTED; stone setter for diamond 
and colored stone work; one who 
can do some jewelry work preferred; 
Steady all year around job; grand 
opportunity for right man. Ad- 
dress “N., 713,” care J C-K. 





SALESMAN; with a non-conflicting line, 
to represent a manufacturer of mount- 
ings, wedding rings, diamond rings, etc. ; 
territory Pennsylvania and West Vir- 
ginia; strictly commission basis; state 
following and experience. Address “Q., 
923,” care J C-K. 





SALESMAN; young man, who is not 
subject to military; opportunity to 
take over established accounts in 
Middle West; drawing account; 
commission, bonus; state qualifica- 
tions in detail. Address “H., 885,” 
care J C-K. 





SALESMAN ; for territory west of Harris- 
burg, Pa., to carry gold, gold-filled and 
sterling charms, charm bracelets, ear- 
rings, tie clips and cuff links, now being 
sold to the finest stores in the East and 
in California. Charm Craft Corp., 198 
Broadway, New York. 








SALESMAN, for New York City and 
environs, to represent diamond and 
stone set ring concern, established 
42 years, with following here and 
thruout the country; replies confi- 
dential. Address “A., 1028,” care 
J C-K. 


SALESMAN, for Middle West; expert- 
enced man to represent our extensive 
line of ladies’ and men’s mountings and 
diamond rings; drawing account; may 
carry non-conflicting side line. S. Rei- 
man & Sons, Inc., 64 W. 48th St., New 
York City. 





SALESMAN, with following in South, 
to sell well known manufacturer’s 
line of gold and platinum rings and 
platinum watch cases; firm now has 
a large following in the South; ref- 
erences requested. David Dab, 2155 


Grand Concourse, Bronx, N. Y. 





LONG established firm, desires sales- 
man with experience; selling gold 
and diamond mounted jewelry; pre- 
fer man who has good following 
with better retail jewelers; Southern 
territory open. A. Jaffee & Son, 
Inc., 608 Fifth Ave., New York City. 





UNUSUAL opportunity, for experienced 
salesmen, with following, with retail 
jewelers in Middle West and Far West 
territories, to represent nationally estab- 
lished simulated and cultured pear! 
house; liberal commission. Write full 
particulars, Box 349, 1 Beekman St., 
New York City. 





WATCH salesmen for nationally ad- 
vertised, popular priced, Swiss watch 
line; commission basis; territories 
open: East, Middle West, Southwest; 
existing accounts will be turned 
over; state complete details, past ex- 
perience and references. Address 


“A., 871,” care J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
a Co., 120 Summit St., Toledo, 

hio. 





REPRESENTATIVE, for 


New En- 
gland and New York State; have 
established accounts and well-known 
throughout this territory and en- 
tire country; substantial diamond 
and colored stone ring line for de- 
livery; all replies confidential. Ad- 


dress “K., 761,” care J C-K. 





SALESMAN; leading jewelry supply and 
watch material firm has vacany for 
capable man to call on established ac- 
counts; knowledge of watch repairing 
desired ; territory covers Ohio and vicin- 
ity; give full details in first letter; ap- 
plications kept confidential. Address “G., 
879,” care J C-K. 





SALESMAN, who has following in 


Middle West, to sell nationally 
known manufacturer’s line of gold 
and platinum rings and platinum 
watch cases; firm now has a large 
following in the Middle West; ref- 
erences requested. David Dab, 2155 
Grand Concourse, Bronx, N. Y. 








MANAGER, salesman; experienced in all 
phases of store operation for new subur- 
ban store wituin 45 miles of New York 
City ; plan opening March 1; send com- 
plete resume, snapshot too if possible; 
state salary desired; no other applica- 
tions will be considered. Address “K., 
580,” care J C-K. 





(Continued on page 200) 
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SALESMAN; hustler, not afraid of 
work; prefer one living in Chicago; 
opportunity to make big money; 
well established factory, to whole- 
salers and chain store operators; 
state age, background and experi- 





ence. Address “G., 884,” care 
J C-K. 
SALESMAN; long established manufac- 


turer of 14K rings and jewelry wants 
a high type young man with a follow- 
ing in the better type stores to cover 
New York City and New England; over 
200 active accounts; car essential; lib- 
eral drawing and expense account 
against commission. Address “B., 914,” 
care J C-K. 





MANAGER; opportunity for aggres- 
sive manager of new store opening 
in Alabama city of 25,000; state ex- 
perience, age, salary desired; must 
be available on or before March lI, 
1951; send recent photo. Write 
Goldstein Bros., Box 417, Birming- 
ham, Ala. 





WATCH material man; we have an open- 


ing for an experienced man in our ma- 
terial department; one of the oldest 
and leading watch material firms in the 
Mid-west; position offers promising 
future; salary and bonus; give full de- 


tails in first letter; applications kept 
ee Address “H., 880,” care 
J c- 





WOMAN; experienced in placing dia- 
mond ring mounting orders and se- 
lecting diamonds, wanted by large, 
well-known diamond importer and 
manufacturer; also other jewelry 
clerical work; state full particulars 
and present earnings, in confidence. 


Address “K., 1017.” care J C-K. 





SALESMAN ; 


established jewelry -manu- 
facturer of platinum and gold wedding 
rings for the better class retail jeweler 
has opening in southern territory; lib- 
eral commission, drawing account if 
sales merit it; no objection to one or 
two non-conflicting lines; reply in de- 
tail stating experience and qualifications. 
Address “‘C., 873,” care J C-K. 





WATCH salesmen; 


experienced, with 
good retail store following, for na- 
tionally known, popular priced, 
nicely packaged, up-to-date Swiss 
watch line, on good commission 
basis; no objections to non-conflict- 
ing lines; state territory with full 
particulars. Address “J., 709,” care 
J C-K. 





EXPERIENCED salesmen, in large city 


territories, with established following, 
are offered a fast selling, new line of 
lighters and the world’s only fully auto- 
matic four-color pencils; backed by 
national advertising and good merchan- 
dising plans; big commissions. Write 
giving details about yourself to, P.O. 
Box 1018, G.P.O. New York 1. 


JEWELRY manager-salesman for re- 


tail chain store; excellent oppor- 
tunity for experienced salesman and 
top merchandiser in long establish- 
ed store in top Minnesota town; top 
salary, commission and bonus; send 
details and experience to Mr. Stan- 
ley, 611 Hamm Bldg., St. Paul 2, 
Minn. 





SALES manager; experienced, competent 


man, who has demonstrated ability in 
this capacity, with thorough knowledge 
wholesale business; must be able to 
train men, and to work part time with 
them in the field; all applications en- 
tirely confidential. Address, L. R. Meyer, 
Meyer Jewelry Co., 1105 Grand Ave., 
Kansas City, Mo. 





WHOLESALE jewelry salesman; excep- 


tional opportunity for the right man; we 
have an established two State territory 


available, Wisconsin and Minnesota; 
must be a first-rate salesman; prefer 
man who has traveled these States; 


apply at once in confidence, giving de- 
tailed information as to your past ex- 
perience. Pakula & Co., 5 N. Wabash 
Ave., Chicago, III. 





NATIONALLY known diamond ring 


house has opening for two sales- 
men, with established following, be- 
ginning January 1; very liberal 
drawing account; must have car; 
all communications kept in strict 
confidence; our salesmen know of 
this ad. Address “D., 699,’ care 
J C-K. 





SALESMAN :; long established firm desires 


salesman with experience and good fol- 
lowing, among wholesalers and large 
outlets, to sell ladies’ rings and ladies’ 
watch attachments: looking for man 
who is willing to work and produce; all 
territories open; large following to be 
turned over to salesman in certain terri- 





tories. M. Flyer & Son, 7 W. 45th St., 
New York. 

GOOD salesmen wanted; complete 
jewelry line direct to retailer; 
straight commission on _ solicited 


orders, catalogue and mail orders; 
no drawing account; furnish com- 
plete information regarding terri- 
tory and experience in first letter. 
S. O. Bigney Co., Jewelry Mfrs., At- 


tleboro, Mass. 





SALESMEN, with following retail jewel- 


ers; resident in territory and own @ar, 
for high grade, beautifully packaged 
line custom and replica costume jewelry ; 
gold-filled and rhinestone rhodium plate; 
popular prices; big demand; high aver- 
age order; highest commission rate: 
write in confidence, give full details and 
territory. Trump Jewelry Co., Inc., P.O. 
Box 365, Church St. 8, New York, N. Y. 





SALESMAN wanted; 


a well known ad- 
vertised manufacturer of ladies’ popular 
priced 14K gold and platinum mount- 
ings and wedding rings to match, and 
gent’s gold mountings, to wholesalers 
and large credit stores, has an opening 
for representative, on commission basis; 
West of Chicago to the Coast and South- 
west and Northwest: inquiries confiden- 
tial. Address ‘“H., 759,” care J C-K. 





SALESMAN ; 


to sell gold-filled line of 
ladies’ and gent’s jewelry to first-class 
retailers in the States of Missouri, Kan- 
sas, Oklahoma, Texas and Colorado, on 
commission basis; we have many estab- 
lished accounts in this territory; also, 
can use several men to sell a fine line 
of rosaries; several territories open for 
this line: write full details in first letter. 
J. H. Hobson Co., Box 590, North Attle- 
boro, Mass. 
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SALESMEN ; to sell stores 
of well priced Heraldic jeweles ling 
men’s unusual cuff links and tie eis 
all territories assigned on a pr SDs; 
basis ; commission ; prefer resident © 
with established following jn je men 
field who can give intensive coverage? 
other non-conflicting line may oe 
ried; write full information and to.” 
tory covered. Donbert (Co, Ine “oe 
Fifth Ave., New York 1, N’y "” 24 





————____ 


SALESMEN: to Sell outstanding 
jewelry line to retail jewelry, depa 
ment stores and better specialty sho ~ 
unsurpassed styling, workmanship nee 
value assures volume business; terpj 
tories assigned on a protected basis : 

commission; prefer resident men with 

established following in jewelry fiejq 
who can give intensive coverage: Write 
full information and territory covered 

Address “B., 12,” care J C-K. ' 


Costume 





rrr. 


SALESMEN wanted ; experienced, success. 
ful diamond salesmen, with establigheq 
following, wanted by a nationally known 
cutter; this is a rare opportunity to 
affiliate with a well financed company 
to sell the first nationally advertiseg 
line of diamonds with a patented cut. 
ting ; applications are invited only from 
experienced men who are accustomed 
to large earnings; all inquiries eonf- 
dential. The Multi-Facet Co., 666 Fifth 
Ave., New York 19, N. Y. 








a 


SALESMAN ; for the Middle West; must 
be a live-wire producer with a strong 
following of his own, to represent a 77- 
year old established concern, specializing 
in an advertised line of platinum and 
gold diamond rings, diamond watches, 
diamond attachments, etc.; no objection 
to non-conflicting side line; write giving 
full details as to qualifications, territory 
and references; wonderful opportunity 
et ~ man. Address “A., 934,” care 





SALESMEN wanted, to sell dresser sets, 
novelties and sterling silver baby gift- 
ware to the retail jewelry and gift trade; 
territories open: New England, South- 
west, and Southeast; we desire men liv- 
ing in the territories; these territories 
have been covered by us for the past 
25 years; no objection to one non-con- 
flicting line; only experienced men 
need apply; traveling expenses advanced 
against commission. Pereline Mfg. Co., 
Inc., 1261 Broadway, New York, N. Y. 





SALESMEN: wanted for several terri- 
tories by nationally known established 
manufacturer of baby and children’s 
sterling silver novelties, short complete 
line, outstanding in styling, craftsman- 
ship and value, especially appealing to 
better jewelry and department stores; 
territories assigned on protected basis; 
commission; prefer resident men with 
strong following for intensive coverage; 
write full experience and_ territory 
covered. Address “‘C., 627,” care J C-K. 


—_—_——— ar 





SALESMAN; one of America’s out- 
standing ring manufacturers mak- 
ing complete line of ladies’ and 
gent’s gold stone rings, wedding 
rings and mountings for cash and 
better credit stores, seeks the ser 
vices of salesman, Western Penn- 
sylvania and Midwestern territory; 


must have following; drawing 
against commission; write in detail 
experience, references, territory 


covered; replies confidential. Ad- 


dress “F., 942,” care J C-K. 
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~ WELP WANTED—Continued 





por Heilb Company is 
- Leo Heilbrun _ 

| their distribution for the 
ae ‘ories west of Denver to the Pacific 
ter and also the entire southwest 
Ss - the men we are looking for must 
a experienced and capable of carrying 
our line of leather and metal watch at- 
tachments in conjunction with a non- 
conflicting line; substantial commis- 
ions; correspondence held confidential. 
Mark attn. Sales Manager, Leo Heil- 
prun Co., Inc., 351 W. 52nd St., New 


York 19, N. Y. 





LL 


SALESMAN ; jewelry manufacturer of 
nationally advertised “‘Dason” dia- 
mond and stone rings needs a 
steady, energetic man for the fol- 
lowing States: Georgia, Florida, Ala- 
bama, Mississippi and South Caro- 
lina; car essential; we have a well 
established following among the re- 
tail jewelers in this territory; liberal 
draw and traveling expenses against 
commission; give personal and busi- 
ness history in first letter; strictly 
confidential. Davidson & Sons, 20 
W. 47th St., New York City. 





—eaeeeeeo™E 


SALESMAN; with following amongst 
retailers in Middle West, wanted by 
manufacturers of an extensive line 
of better quality diamond mounted 
goods, such as diamond rings, dia- 
mond ring mountings, diamond, at- 
tachments, diamond watches, gold 
and diamond bridal sets; no objec- 
tion to handling one reputable non- 
conflicting side line; good oppor- 
tunity for excellent connections; 
liberal drawing if desired; all cor- 
respondence treated in strict confi- 





dence. Address “L., 1018,” care 
JC-K. 
SALESMAN; to travel Southwest and 


Middle West territory ; also salesman to 
travel southern and eastern territory; 
with diamond line; merchandise to be 
made according to salesman’s needs and 
specifications for his specific territory ; 
we are a Well established firm, looking 
for a fine man selling to the better 
stores and fine department stores, and 
who has a large following; may carry 
non-conflicting line if necessary; will 
arrange terms on drawing or commission 
basis. M. Flyer & Son, 7 W. 45th St., 
New York. 





EXCELLENT opportunity for the right 
man as assistant manager of suc- 
cessful credit jewelry store, in large 
southern city; I want a top notch 
man and am willing to pay com- 
mensurate salary and bonus; must 
be top salesman, merchandiser and 
have general store accomplishment; 
if you are qualified and want a real 
future where your aptitude to busi- 
ness will bring you reward, write to 
me at once, where your reply will 
be held in the very strictest con- 
fidence; give night long distance 
telephone number if available; state 
your age and all information in 
letter. Address “H., 705,” care 
J C-K, 








For Sale 


Stores, Stocks and Businesses 




















JEWELRY repairer; exceptional opportu- 
nity to take over good going trade shop 
established 30 years in New York City; 
reason sickness. Address “K., 1008,” 
care J C-K 





JEWELRY repair trade shop; commuting 
distance New York City; fully equipped ; 
low overhead; only shop in area; ex- 
cellent opportunity for good jeweler. 
Address “P., 1003,’’ care J C-K. 





ILLNESS forces owner to sell entire 
established jewelry factory; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 





LOS ANGELES; long established major 
downtown corner; will sell with or with- 
out merchandise and accounts; $15,000 
will handle; unusual opportunity for a 
chain or individual to obtain a very de- 
sirable store. Address “G., 715,” care 
J 





NORTH JERSEY; 50,000 trading 
area; perfect location; modern, air 
conditioned; 10 years same loca- 
tion; reasonable’ rent; _ sacrifice 
$12,509; inventory below cost; op- 
portunity for credit chain stores. 


Address “D., 954,” care J C-K. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





FOR SALE; established jewelry repair 
shop, over 200 accounts; over $65,000 
gross yearly; $16,000 stock inventory; 
complete, modern casting room; located 
in large southern city; will sell for 
$40,000 cash. Address “E., 562,” care 
J C-K. 





MODERN jewelry store in San Joaquin 
Valley, Calif., doing cash and credit 
business, with loan department in con- 
junction ; established 25 years; low rent, 
good lease; extra clean stock; sales 
average $40,000 to $50,000 yearly; wish 
to dissolve partnership. Address “E., 
955,” care J C-K 





EXTRAORDINARY, reputable jewelry es- 
tablishment, 13 years, thriving Cali- 
fornia coastal town; 30 modern wall- 
show cases, filled with finest grade time- 
Pieces, diamonds, jewelry, etc.; $25,000 
handles ; keen business executives please 
contact: Arnold Davidson, La Crescenta, 
Calif. 





EXCEPTIONAL opportunity for jewelry 
manufacturers; well Known leading 
manufacturer of wedding rings and 
mountings, in New York City, must 
evacuate building because of housing 
project; plant completely equipped ; 
about 2000 active accounts; will sell 
equipment and business at attractive 
price. Address “B., 872,’’ care J C-K. 


| 














JEWELRY store; 10 miles from Los An- 
geles; 100% location; low rent; 70,000 
population; buyer also gets jewelry de- 
partment in defense plant with ap- 
proximately 8000 employees; large 
watch repair; both places approximately 
$9,500, includes stock, fixtures, Neon 
signs and equipment; owner has other 
interests. Address “N., 932,” care 
J C-K. , 





FOR SALE; credit jewelry store in East 
Texas City of 4500 population; stock of 
finest quality and the fixtures and store 
are very modern; lines handled such as 
Bulova, Hamilton, Gruen, Elgin, Tiffin, 
Fostoria, Haviland, Franciscian, Inter- 
national and General Electric; only store 
in this city; seven year lease; $25,000 
will handle the deal, can be reduced; 
ideal position for watchmaker and wife. 
Address “J., 882,” care J C-K. 





FINE jewelry store, established 54 years, 
catering to select trade of San Diego 
and vicinity; fixtures only, no stock to 
buy; splendid lease on modern room 
27 x 100 feet, in wonderful downtown 
business location, half block from Sears, 
across street from big new Woolworth 
store; available for transfer January l, 
1951, to tenant acceptable to landlord; 
very small investment required. Write 
Arthur W. Field, care The Ernsting Co., 
1043 Sixth Ave., San Diego 1, Calif. 





For Sale 


Tools, Equipments 








NEW Watchmaster, used only two weeks; 
will sacrifice at substantial saving, for 
cash. John Piekarczyk, 34 Park S8t., 
Webster, Mass. 





USED tools, benches, lathes, 
machines, staking tools, ete. , J 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 


cleaning 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





WATCHMAKER; wants to buy an old 
established, small jewelry store, 100% 
location; all information will be held 
in strict confidence. Address “E., 920,” 
care J C-K. 





(Continued on page 202) 
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BUSINESS OPPORTUNITIES—Cont. 











IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, III. 





STORE wanted, in town of 50,000 to 
100,000 population; early closing town; 
send full particulars; principals only. 
Address “L., 966,’ care J C-K. 





SMALL jewelry store wanted, in Eastern 
United States; preferably near the East 
Coast; details in first letter; replies con- 
fidential. Address “G., 988,’’ care J C-K. 





WESTERN New York; established store; 
clean, nationally advertised merchan- 
dise; will sacrifice stock, or as going 
business; jewelers, replenish scarce 
items. Address “P., 895,” care J C-K. 





AUCTIONS; successfully and ethicaily 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished ; stocks bought. Herman Schwa- 
dron, 11 Midwood St., Brooklyn, N. Y. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre 


mont St., Boston, Mass. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones, Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 








| CASH for you immediately; R. A. Zan- 


one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
53-0660. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 109 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 


i 





JACOBS BROS., Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, IIl. 
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Wanted to p urchase 





— 

CASH for used watchmakers’ ang j 
ers’ tools, lathes, cleaning machine’ 
staking stools, ete. R. P, Gallien 
W. Fifth St., Los Angeles 13, cum 220 





————____ 


WANTED ; established credit je 
in good industrial city, by private co 
doing $150,000 to $200,000 volume 
formation confidential. Address Wa" 
984,’’ care J C-K. " 





laa 


ESTABLISHED jewelry store; will eo, 
sider small town; must have good loca. 
tion, clean stock, priced right; give qe. 
tails; volume, overhead, inventory, ac. 
counts receivable, lines. Address’ “¢_ 
937,” care J C-K. 7 








CASH for your surplus sterling fig. 
ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references; 
Citizens State Bank and Second Na. 
tional Bank. Jack Greene, 402 
Scanlan Bldg., Houston, Texas, 





——— ey 


SPOT cash for your surplus stock, 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933, 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
reference: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s, Dept. K, 108 Beale 
Ave., Memphis, Tenn. 





Watch Work, etc., for 
the Trade 


ee 











RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





ONE week’s service, Watchmaster tim- 


ing; references and price list on re 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 


——————— 
RANTEED watch repairing; prompt 
ae for mail orders; Watchmaster 
timed; reasonable prices. I. Green, 116 
Nassau St., Room 916, New York. Wo- 


2-5394. 

















WHEN in trouble send that watch, re- 
peater or French clock to Manna Bros., 
1310 Sixth Ave., New York 19, N. Y., 
serving the better jewelers since 1918; 


none yet disappointed. 





—e——V—_—_— 


SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 








SPECIALIZING in repairing chrono- 
graphs and all types of_watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





NN 


BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





SCIENTIFIC watch repairing for the 
trade; prices competitive; electronic 
timing; please write for price list. 
Monroe the Watchmaker, 5239 W. 
20th St., Parma 29, Ohio. 





WEST COAST watch repairing by an old 
company ; workmanship and service the 
best; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 212 S. Broadway, Los 
Angeles 12, Calif. 





WATCH repairs for the trade; any make 
or type; work guaranteed, not the 
cheapest, but good; 40 years’ experi- 
ence; SIX years same address. G. Curtis 
Sprang & Son, 607 S. Hill, Suite 401, 
Los Angeles 14, Calif. 


a 


CURRAN & McKay watchmakers; trade 


repairs, new accounts solicited; all 
work guaranteed ; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. | * 
N. Y. Phone La 5-2203. 





FINEST watch repairing with seven 


days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 











TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on guid, silver, or plati- 
num; book locket miniatures our spe- 
cialty; Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





PEARLS restrung plain or knotted; 
ring sizing, diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 





DIAMOND 


repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
N. Y., Recutting and Repairing Diamond 
Cutter. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 








KNOW your specialist; mail direct; same 
day service; vibrating; flat, $1.75; 
Breqvet, $2.50; staffing, jeweling; re- 
Quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 


_ 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
pate ** York 32, Y. Lorraine 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








COLORED STONES; direct importers 
at your service ; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation. 
Max Stern & Co., Inc., 17 John St., 
New York. 

















SPECIAL order work on all karat gold 
bracelets, lapels, chokers, spiral 
chain jewelry and rings; also hoop 
wires, French backs for earrings; 
all work guaranteed, and at reason- 
able prices. B. Guglielmo, 562 
Fifth Ave., New York 19, N. Y. 





STONE encrusting, engraving and drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved ; 
coats of arms; monograms and initials; 
military insignias; fraternal emblems; 
stone cameos up to 50 mm. size; onyx 
crosses ; special jobs invited. Braunfeld 
& Mehlman, 108 Fulton St., New York 
City. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 








To Let 








RENT space; available on concession 
basis, for optometrist, in jewelry store; 
in Central Massachusetts. Write “V., 
1016,” care J C-K. 





OFFICE space for rent; private; diamond 
setter or engraver ; three windows, north 
light; reasonable; 9 Maiden Lane, New 
York City. Call Beekman 3-3398. 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
ey a 116-A Nassau St., New York 





333 questions and answers; illustrated ; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid ; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 11001. 





CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-1, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 





ANY watchmaker can repair chronographs 
immediately; prove this fact to your- 
self at no cost to you; write for 10-day 
trial examination of complete chrono- 
graph library—a volume for each chron- 
ograph; up to 22 months to pay if you 
decide to keep the 24 volumes. Esembl- 
O-Graf Research Laboratories, Desk 
D-68, First Floor, Chamber of Com- 
merce Bldg., Pittsburgh 19, Pa. 
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Annual Index 


to 


The Jewelers’ Circular-Keystone 


January-December 1950 





< annual index to the many subjects covered in articles in THE 
JEWELERS’ CIRCULAR-KEYSTONE during the past year is presented as a reader service. 
It is designed to be helpful to jewelers who may wish to refer back to a particular 
article or subject covering some specific phase of jewelry store operation or as a 
reference to merchandising and promotion ideas used successfully by other jewelers. 
All articles of major and permanent interest have been listed in this index. 
Featured departments running each month, as well as news items and editorials. have 
not been included. 


— 


ADVERTISING 
(See also “‘Promotion’’) 
General 
Wasting Your 
Money? Jan:86 
Guide for Retail Advertising and 
"a Book Review. May: 


Manufacturers 


Take Advantage of Your Ad- 
vertising Mats. June:106 
Cooperative 
Cincinnati Jewelers Cooperative 
Advertising Pays Extra Divi- 
dends. Dec:98 
Direct Mail 
15,000,000 Christmas Booklets 
Can’t Be Wrong! Aug:166 
National Brand 


National Advertising is Local 
Advertising. April :98 
Newspapers 
‘Personals’ Spot Jeweler in Pub. 
lic Mind. Feb:100 


Quality Ads Reverse Repair-Re- 
tail Ratio: March:138 

From Any Angle It’s Advertis- 
ing That Pays. May:104 

High Ad Budget Brings in 


Those ‘Extra’ Customers. 
Aug :174 

Directs His Advertising for 
Over-All Appeal. Oct:178 


Used Pronerly and Judiciously 
. . . Advertising is a Potent 
Selling Force. Nov:96 


Newspaper ‘Catalog’ Doubles 
Sales of Christmas Gifts. 
Nov:116 


Small Ad Campaign Gets Steady 
Response. Nov:160 
Individual Advertising Sets Pat- 
tern for Store’s Success. Dec: 
76 
Radio 
Appropriate Advertising Proves 
a Traffic Builder. March:122 
Television 
Television Pays Off for Detroit 
Jeweler. Oct :146 


ANNIVERSARIES 
A Century of Ring Making. J. 
R. Wood & Sons, Inc. Sept: 


156 
The Colonel ‘Retires.’ Oneida, 
Ltd. Sept:186 


APPLIANCES 
(See ‘‘Merchandising’”’ ) 
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ASSOCIATIONS 

Directory of Trade Associations. 
April :168 

ANRJA Program Keyed to To- 
day’s Competitive Market. 
July :76 

Wholesale Jewelers Tackle 
Problems with Full Confi- 
dence. NWJA _ Convention. 


July :147 

List of Exhibitors—Schedule of 
Events, for ANRJA Conven- 
tion. Aug :142 

National Jewelry Fair at 
Stevens, Chicago, August 27- 
31. NACJ. Aug:146 

ANRJA Convention News. 
JCK’s Report of the 45th 
Annual Convention. Sept:113 

Buying Normal at NACJ Con- 
vention, Aug. 27 to 31. Sept: 
123 


— = 


BOOK REVIEWS 
Electric Clock Servicing. Jan: 
122 


Books on ameling. Jan:122 
The Art of the Lapidary. April: 
173 


Minerals Yearbook. April:173 

Guide for Retail Advertising 
and Selling. May:173 

A Silversmith’s Manual. June: 
131 

Jewelry, Gem-Cutting and Metal- 
craft. June:131 

The Brides’ Book. June:132 


BUSINESS CONDITIONS 


How Did the Jewelry Business 
Compare? July :92 . 


—— 


CAMERAS 
(See ‘Merchandising’’) 


CHINA AND GLASS 
(See ‘‘Merchandising”’ - 
motion’’) 


- 6 Pro- 


CLOCKS 


Electric Clock Servicing. 
Review. Jan:122 


Book 


CLUB PLANS 
(See ‘‘Merchandising’”’ — ‘Pro- 
motion’’) 


COSTUME JEWELRY 
(See ‘‘Merchandising’’) 


CREDITS AND COLLECTIONS 


(See also “Store Operation’’) 

Collection Methods that Coax 
Quick Payments. <April:160 

Installment Selling on a Profit 
Basis. Aug :244 


_p— 


DESIGN 
(See also ‘‘Fashion’’) 


[The Spotlight’s on Jewelry. 
Jan :76 
Unusual Stones Feature 


Museum Jewelry Display. 
April :110 

Creative Ability Shown in Stu- 
dent Design. June:102 


DIAMONDS 


(See also ‘Fashion’ — ‘‘Mer- 
chandising’’—‘*‘ Promotion’’) 
Diamonds Make Headlines at 

Society Events. Jan:84 
Diamond Education Helps Cus- 
tomers Appreciate Quality. 


s “Most  Publicized 

’ Promotes S. Kind Dia- 
mond Exhibit. July :96D 

Jewelers’ Circular - Keystone’s 
Report on the Diamond In- 


dustry in 1949. Aug:160; 
Part 2, Sept:130; Part 3, 
Oct :128 


Glass Cell Facilitates Diamond 
Examination. Aug :204 

Fancy-Cut Diamonds Sparkle in 
New Paris Jewelry. Oct:122 


Diamonds Draw Crowds. Dec: 
DISPLAY 
(See also ‘*Promotion’’—‘‘Win- 


dow Display’? — ‘‘Moderniza- 


tion’’) 


Constant Gem _ Stone Display 
Dramatizes Store. Jan:98 
Prestige Building Silver Display 

Sets Standard for Year-Round 
Promotion. Feb:90 
Mass Display Means More 

Sales. Feb:98 
Displays in Motion Demand At- 
tention. March :146 
Western Influence Inspires 
Unique Display. March :182 
Window Vault Saves Time in 
Display Maintenance. April: 


106 
Staged Displays Put Merchan- 


dise on ‘Front Row’ View. 
May :124 
What Do Your Window Dis- 
plays Say? July :86 
World’s “Most Publicized 
Bride’’ Promotes Diamond 


Exhibit. July :96D 


DOOR-TO-DOOR SELLING 


Stop Door-To-Door Sell in g 
With Aggressive Promotion. 
Aug :136 


— 


EARRINGS 
(See ‘‘Fashion’’) 


EMPLOYEE RELATIONS 
(See “Salesmanship” — “Store 
Operation’ ) 
Employee-Management Confer- 
ences Improve Selling Tech- 
niques. Aug:172 


ENGRAVING 
A Practical Course in Artistic 
Engraving. Feb:96; March: 
174; April:224; May:232; 
June:194; July:180; Aug: 
220; Sept:210; Nov:164; 

Dec :138 


— 


FASHION 
The Spotlight’s on Jewelry. Jan: 


Diamonds Make Headlines at 
Society Events. Jan:84 
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New Watch Styles Keyed to 
Fashion. Feb :122 
Get Acquainted with Fashion. 
March :116 
Fashion Your Selling to Spring 
Styles. April :92 


Fashion Previews for Extra 
Promotion in Spring Selling. 
May :102 


New Styling in Pearls Swells 
the Tide of Their Popularity. 
June :84 

Earrings Increase in 
tance. June:92 

Summer Fashions for ‘Carry- 
Over’ Promotion in the Fall. 


July :70 ; 
Elegance . . . Rich Fabrics and 
Smart Simple Dress Designs 


Call for Lavish Jewelry. Aug: 


Impor- 
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‘Dress Up’ Fashions Emphasize 
Jewelry Importance in Fall 
Picture. Sept:106 

Elegance Continues . .. and 
Extends the Jeweler’s Oppor- 
tunities. Oct:114 

Fancy-Cut Diamonds Sparkle in 
New Paris Jewelry. Oct:122 

Fashion is Masculine, Too! 
Nov :92 

Diamonds U. S. A. ... 1951 
Fashions. Nov:112 

Fashion Gives Tips on Clear- 
ance. Dec:75 


— 


GEMS 

Constant Gemstone Display Dra- 
matizes Store. Jan:98 

A Minerologist Views Gems at 
the Point of Sale. May:118; 
Part 2; June:100 

‘Synthetics’ . . . Their Place in 
the Jewelry Store. July :90 


GEMOLOGY 


Minerals Yearbook. Book Re- 
view. April :173 

The Art of the Lapidary. Book 
Review. April :173 

Now it Can Be Told... the 
Secret of the Star. May :116 

Photomicrography for the Jewel- 
er. Sept:138 

Diamond Grading Simplified. 
Nov :106 


GENERAL 


Smuggling Costs You Business! 
April :128 
Why is a Wholesaler? June:96 


GLASSWARE 


(See also “Merchandising” — 
“Promotion’) 20th Century 
Glass at the Metropolitan 
Museum. June:114 


GIFTWARES 


(See ‘Merchandising’ — “Pro- 
tion’’) 


— = 


HOROLOGY 


Various Types of Watch Screws. 
Jan:194; Part 2, Feb:212; 
Part 3, March :242 

Watch Jewels in the Making. 
April :94 

Electronic Timing Machines and 
Your Customers’ Watches. 
Aug :224 

The Ball Bearing Winding Sys- 
tem. Aug:308 

How Do You Do It? Sept:266; 
Part 2, Oct:252 

Shock Protective Devices for 
aa (KIF 370) Nov: 


Shock Protective Devices for 
Watches. (Incabloc) Dec:192 
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INVENTORY CONTROL 


(See also “Store Operation’) 

Simplified Inventory Control. 
March :118 

Care for Capital with Stock 
Control. April:112 


= 


JEWELRY INDUSTRY 
COUNCIL 


Valentine’s Day Leads JIC 1950 
Promotion Parade. Feb:112 
Ready Your Store for the JIC 
1950 Diamond Exhibit!’ 
March :108 

Join the Onward March of 
Silver. April :88 

Use JIC’s Aids to Your Spring 
Sales. April:193 

JIC Prepares Booklet on Pro- 
posed Excise Tax Cut to 
Help Retailer Publicize News 
of Change. June:170 

School Opening—Watch Inspec- 
tion to Start the Ball Rolling 
in Fall Promotion. Aug:138 

Lead Off Your Fall Promotion 
with ‘Watch Inspection 
Time.” Aug:154 

1950 Watch Parade Will Stress 
— and Accuracy. Sept: 


1 

Fall In! . . . Fashion Joins 
the 1950 Nationwide Watch 
Parade. Oct:108 


JEWELRY MANUFACTURING 


The Preparation of Precious 
and Other Metals for Enamel- 
ling. Book Review. Jan:122 

Enamelling on Metal. Book 
Review. Jan:122 

Jewelry, Gem Cutting and 
Metalcraft. Book Review. 
June :131 


anliigiome 


LAYAWAY 


(See ‘“Promotion’’ — “Merchan- 


dising’’) 


LIGHTERS 


(See “‘Promotion’’) 


LIGHTING 


(See “‘Modernization’’) 


—_M— 


MARRIAGES 


The Wedding March Through 
the Jewelry Store. JCK Sur- 
vey. April :96 

The Bride’s Book. Book Re- 
view. June:132 


MEN’S JEWELRY 


(See “Fashion” ) 


MERCHANDISING 


General 
Aggressiveness is a ‘Must’ for 
a Small Town, Too. Feb:106 
From Glamour to Glitter. Feb: 

110 


Four-Point Program Triples His 
Bridal Business. May :154 
Stop Door-To-Door Selling with 
Tt Promotion. Aug: 


6 
A Bigger Selling Job in a 
Smaller Store. Aug:144 
“Informative Selling’? Makes 
Salesmen of Your Customers. 
Oct :116 


The Genseler-Lee Story. Nov: 
99 


Customer Service Means More 
Sales. Nov:110 

Ideas and Ingenuity Needed to 
Establishe Store in New Com- 
munity. Dec:88 

Don’t Pass Up the Tourists! 


Dec :92 
Teen-Agers Mean _ Business! 
Dec :135 
Appliances 
Jewelry Merchandising Tech- 


nique Successfully Used in 
Appliance Selling. April :162 

Appliances . . . Silent Salesmen 
of Jewelry. June:90 

Ten-Foot Appliance Section 
Pays Store’s Taxes and Util- 
ity Bills. Oct:140 

Appliances and Extra Lines 
Broaden This Jeweler’s Scope 
of Service. Nov:118 


China and Glassware . 
‘Help Yourself’ Policy Ups 
Sales. May :184 


Co-ordinated Merchandising... 
Successful Pattern for Table- 
ware Sales. July :68 

Let Your Customers Sell Them- 
selves. July :130 

China and Glass Departments 
Stress Service to Home- 
makers. Sept:108 

Community Jeweler Makes His 
Mark with China and Glass. 
Dec :78 

Costume Jerlry 

Costume ).elry Section Makes 
‘Stoppers’ out of Shoppers. 
May :164 

Costume Jewelry Sets New 
Tempo for Store-Wide Traffic 


and Sales. Dec:72 
Diamonds 
Glass Models ‘Tell’ Diamond 


Facts. Jan:100 
Diamonds Are Dramatic. Mar: 
1 


A Diamond Merchandising Pro- 
gram Tailored for Under- 
graduates. June:98 

Best Diamond Salesman: Pub- 
lic Confidence. July :80 

Putting the Customers at Ease 
is Prelude to His Diamond 
Merchandising. July :82 

The Gensler-Lee Story. Nov:99 


Giftwares 
Gift Emphasis Maintains Store 
Traffic. Feb:172 


It’s the Extra Services That 
Count in Bridal Gift Mer- 
chandising. Apr:154 

With the Accent on Giftwares. 
Aug :248 

Pearls 

New Styling in Pearls Swells 
the Tide of Their Popularity. 
June :84 

Pens 

Pen Sales Know No Seasons. 

Dec :82 
Photographic Equipment 

Better Sales Picture with Pho- 

tography. March:130 
Rings 

Sentiment Replaces Dollar Sign 

as Sales Builder on Rings. 


Aug :170 
Silver 
‘Extra Piece Cases’ Inspire 


Fill-In Sales. March:172 

Youth is Served with Silver. 
April :152 

From Any Angle It’s Advertis- 
ing That Pays. May:104 

Jeweler Reveals Methods of Cul- 
tivatine Teen-Age Market. 
May :128 

Club Plan Counteracts Canvas- 
sing. May:157 

A Healthier Sales Graph with 
a Silver Repair Clinic. Sept: 
190 


Sporting Goods 
Sporting Goods Open the Road 
to Extra Sales: April:116 
Television 
Home Party Shows Make TV 
Sales for Jeweler. Jan:112 
Trophies 
Appointment 
Jan :82 
Trophy Awards Pep Summer 
Volume. March:144 
Watches 
Step-Up Selling Paves Way to 
Higher Watch Profits. Oct: 
134 


with Prestige. 


MODERNIZATION 


Luxury Setting Sets Quality 
Standard for Coast Store. 
Jan:78 
Check List for Remodeling. 
Jan:108 

Cellar Shops Double Store's 


Selling Capacity. Feb:88 

Experience is Foundation for 
Modernization. Feb:116 

Individual Shops Highlight 
New Mobile Store. Féb:150 

Color Contrasts Work Magic! 
March :114 

This Bank Still Pays Dividends 
in Increased Jewelry Store 
Traffic. March:120 

Compromise Design Makes 
Most of Limitations. March: 
124 

Staged Lighting Emphasizes 
Diamond Display. March:140 

Modern Face Fronts 127-Year- 
Old Boston Firm. March: 
142 

Diamond Inspired Setting Com- 
bines Atmosphere and Func- 
tional Design. May:100 

He Analyzed the Bridal Mar- 
ket and Built His Store for 
Brides. May:112 

Staged Displays Put Merchan- 
dize on ‘Front Row’ View. 


May :124 
Setting the Scene for Silver- 
ware. May:160 


Space Isn’t Everything. May: 


16 

Designed for Master Craftsmen 
—This Store Sells on Sight. 
June :86 

Functional Design Means ‘More 
Room.’ July:78 

Revamped Department Stimu- 
lates Sales of Silverware. 
July :114 

Thinking of Remodeling? Part 
1, Aug:228; Part 2, Sept: 
168; Part 3, Oct:152; Part 4, 
Nov:140; Part 5, Dec:112 

A Modern Store Designed to 
Impel That Urge To Buy. 
Aug :262 

Drawing Room Elegance .. . 
A Design for Customer Lei- 
sure. Sept:102 

Balanced Lighting Brightens 
Sales Outlook. Sept:144 

Customer Confidence Founda- 
tion for Success. Sept:154 

A Branch Store Designed to 
Harmonize with the Commun- 
ity. Nov:90 

Dream Store Becomes a Reality. 
Dec :94 


— = 


PENS 


(See ‘‘Merchandising’’) 


PHOTOGRAPHIC EQUIPMENT 


(See “Merchandising’’) 


PROMOTION 


(See also “Jewelry Industry 
Council’’) 
General 
Scholarship Awards Weld Link 
Between Jeweler and Com- 
munity. Jan:92 
Gift Club Plan Keeps Doors 
Open to Sales Volume. Jan: 
102 
Radio Quiz Spurs Interest in 
Jewelry Store’s New Look. 
Jan :104 
Store Opening Campaign Com- 
bines Promotion Successes of 
Past. Feb:94 
Gift Wrapped Store ‘Presented’ 
on City Anniversary. Feb: 


102 

Graduation Gifts Make Young. 
sters Tomorrow’s Customers. 
March :126 

Talent Quest Promotion Cen- 
ters Attention on Sponsoring 
Jeweler. March :132 

Testing Demand Sets Key for 
Promotions. March:134 

Knew Your Customers! March: 
192 
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Mother’s Day ... Your Christ- 
mas in May. April:102 
National Contests Are Local 
Opportunities. April:164 
Graduation Outing Makes 
Friends for Jeweler. May :120 
Don’t Forget Dad on June 
18th. May :126 
A Sure-Fire Formula for Bridal 
Promotion. June:134 
Welcome Wagon: A Public Re- 
lations Service for More 
Jewelry Store Sales. Aug:156 
Corrigan’s Casts its Bread Upon 
the Water. Sept:150 
Layaway Plans for Extra Sales 
This Christmas. Oct :136 
Teamwork Tells a Better Christ- 
mas Sales Story. Nov:162 
oe on Curiosity. Dec: 


Cooperative 
University District Promotes a 
Better Business Climate. Part 
1, April:108; Part 2, May: 
130; Part 3, June:110; Part 
4, July:94; Part 5, Aug:212; 
Part 6, Oct:130 
More Christmas Sales for Neigh- 
borhood Stores. Nov:98 
China and Glassware 
Jeweler’s ‘Homemaker Fair’ 
Draws Crowds to Tableware 
Display. Jan:156 
Outside Showmanship Brings 
Customers In. Sept:214 
Diamond 
Diamond Education Helps Cus- 
tomers Appreciate Quality. 


Jan :90 
ae Diamond Exhibit. March: 
1 


8 
World’s ‘‘Most  Publicized 
Bride” Promotes Diamond 
Exhibit. July :96D 
Diamonds Draw Crowds! Dec: 


84 

Lighter 

Promotion Plus Service Makes 
ost of Potential Lighter 
Volume. Feb:104 

Rings 


Rings Mean Business . . . Pro- 
mote Them _ Consistently. 
Sept :148 


Silver 

Human Interest Tops ‘Sell Ap- 
peal.’ Jan:88 

Group Talks on Silver Widen 
Store Customer Circle. Jan: 
138 

Join the Onward March of 
Silver. April :88 

Gains Leadership with Table- 
ware Contest. May:108 

Library Silver Exhibit Sets Pat- 
tern for New Promotion Idea 
for Jewelers. July :74 

So you Sold Her Silver. Then 
- « ef July :128 

Tableware Lines Limelight at 
Setting Contest. Nov:156 


— 


REPAIRS 


(See also “‘Horology’’) 

Repairs Are Strong Foundation 
for Sales. March :136 

Repair Control Speeds Service 
for Customers. Feb:120 

Repairs Can Top Your Best 
Seller List. June:104 

Watch Repairs Pay Daily Divi- 
dends. Oct:138 


RINGS 


(See ‘“‘Merchandising’’ — ‘“Pro- 
motion’’) 


_S__ 


SALESMANSHIP 
“Employee __ ‘Rela- 


‘Greater System’ Personalizes 
Customer Relations. March: 
187 


SILVER 


(See also ‘“‘Display’’ — ‘‘Mer- 
chandising” — *“*Promotion”— 
*‘Window Display”) 

A Silversmith’s Manual. Book 
Review. June:131 

Prestige Building Silver Display 
Sets Standard for Year-Round 
Promotion. Feb :90 


SPORTING GOODS 


(See ‘‘Merchandising’’) 


STORE OPERATION 


(See also “Inventory Control’’) 

What Does It Cost to Slash 
Prices? Jan :96 

Merchant-School Coordination 
Sets Up Source for Com- 
petent Sales Help. Jan:140 

Cut Down Those Merchandise 
Returns. Feb:114 

Cost-Saving Systems for Credit 
Managers. May:194 

Sales Training Program on 
Sterling. Aug :214 

How Much Will You Sell This 
Christmas? Oct:118 

Where Do Your Profits Begin? 
Dec :102 


— 


TROPHIES 


(See ‘‘Merchandising”’ ) 


_w 


WATCHES 


(See also ‘Fashion’ — “‘Mer- 
chandising’’ — ‘‘Promotion’’— 
Technical: see ‘“‘Horology’’) 


New Watch Styl 
oe Feb 122 Keyed to 
atch Inspection t 
Ball Rolling in Fed the 
tion. Aug :138 mo- 
Lead Off Fall Promo 


tion with 
“Watch Inspection “eter 
Aug :154 Time, 


1950 Watch Parade. Sept: 
Fashion Joins the 1950 Were 
Parade. Oct:108 


WINDOW DISPLAY 


‘Gifts That Last’ is Jeweler 
Cue for Valentine aoe 


an: 
Valentine Window Hits 
pe of 1949. 
Windows to Set, the Stage for 

— Diamond Exhibit. Feb: 


Window Ideas for a Change of 
Pace. March:112 

Windows to Channel Sales from 
the Great Mass Market {o; 
Silver. April :90 

Put Fashion to Work in You 
Spring Windows. April:100 

Let the Bells Ring in You 
Windows for June. May:106 

Vacation Windows for a Profit. 
able Summer. June:88 

Vacation Time is Wedding 
Time, Too. July:72 

Three Months Effort + Stage- 
like Setting = _ Traffic-Stop. 
ping Window Display. Aug: 
1 

Spotlight Your School Supplies. 
Aug :247 

Dress Fall Windows for Dame 
Fashion’s Bid to Added Sales. 
Sept :104 

November Windows Set the 
Stage for Holiday Entertain. 
ing. Oct:120 

Variety is the Spice of Christ. 
mas Displays. Nov:102 

Hospitality Accent Sets the 
Theme for New Year’s Win- 
dow. Dec:80 

Program Your Window Pro. 
motions. Dec:81 




















Enter our order for 





Three Books Every Jeweler Should Own 


TRADE MARKS OF THE JEWELRY AND KINDRED TRADES 


This new Sixth Edition illustrates, lists and identifies the users of more than 11,000 trade marks, 
trade names and pattern names. 


Price $7.50 
THE STERLING FLATWARE PATTERN INDEX 


Jewelers find this book ener | indispensable. Contains names and addresses of the manufac- 
y 


turers of 1300 patterns, beautifully illustrated in actual size. 


With cowhide leather, ring Binder $20.00 
Without Binder 815.00 


THE JEWELERS’ DICTIONARY 


In this book will be found thousands of definitions every jeweler should know. It contains 270 pages 
graphically illustrated. A vital and indispensable reference book. 


Price $6.00 


eTiTrtirtirtitititirtrttitirttittitctitiictrtr te ey ee Terria 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 


copies of 

— TRADE MARKS OF THE JEWELRY AND KINDRED TRADE 
— STERLING FLATWARE PATTERN INDEX — with Binder 
— THE JEWELERS’ DICTIONARY 


Check—Money Order—for $———— is enclosed. 


Check the book or books 


you want us to send. 
Remittance must accompany all orders. 


We Pay the Postage. 


BD bd ob soon ceed pehedayeces oe ent eas eeende rs se scmeand 
cnn sinivn tacectesnedinthepemnniteensiwmeave Send Us Your Order Today 
Gai Ske  ie oe Zone ...;... BE oe e 


{Second Edition) 
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Glad Gn Breckuatons +. 


4 Durin G the past several months few jewelers have had the time to stop and think how 
developments in business and politics, which have taken place during that period 
will affect their business in 1951. 

“They have rightly considered only the conditions of their local markets and kept their 
eyes focused on the people who came into their stores. For it was Christmas season. 

‘Now comes the time when they must all back out of the jungle of business, take their 
eyes off the individual trees and look at the forest. For now is the time they must make at 
least their general plans for the year, and decide whether to take the low road or the high 
road through 1951.” 

So starts THE JEWELERS’ CIRCULAR-KEYSTONE’S current analysis of the economic cli- 
mate for the retail jewelry business during the coming year. This study, ““What’s Ahead 
for 51” appears in this issue, and considers: 

I. The DESIRE of the people to buy, Il. The ABILITY of the people to buy, and III. 
The SUPPLY of merchandise (by lines) which will be available for you to sell. 

The material is presented in a style suitable for reading by any arm-chair economist. It 
is as understandabis~as the expression made the other day by one of the more sober heads 
in our industry. He was replying to a retailer who said, “I don’t care how much inventory 
I have after Christmas. It will be as good as money in the bank.” 

“Yes,” replied our philosopher, “It will be as good as money in the bank, IF you have 
money in the bank.” 

What’s ahead for ’51, indicates a GOOD retail jewelry volume during the year. But 
profits will not be equal and automatic for every store. The retailer’s alertness will be a 
prime factor. 

Charting the progression of trends months ahead is always difficult. It is extremely com- 
plicated during a period of “controlled” business, with government calling on the laws of 
the country to reverse the laws of nature. 

As the national laws of supply and demand are upset by unnatural defense needs, the 
government must in turn provide unnatural laws of control to minimize inequities which 
would otherwise favor chiselers. 

Therefore, alertness to the significance of daily news is the first requisite of doing 
business as (un) usual. You must keep up-to-date on your consumer market. 

You must also be up-to-date in understanding the supply market and the interests of 
your resources. 

Here are seven good rules to follow in order to get the most of the best in merchandise: 


5. Present a strong case to suppliers for unusual 
needs (defense work, increase in population, 
more income, etc.). Don’t just order three times 





1. Keep purchases in line with your financial ca- 
pacity. 


2. 


3. 


4. 


Handle all suppliers’ invoices promptly. Don’t 
take discounts after the discount period. 


Keep returns to a minimum. Don’t ask manu- 


facturers to repair damages caused by your re- 
ceiving department or customer. Receive au- 
thorization before returning anything. 


Develop plans for expansion and diversification. 


the amount you want. Manufacturers keep rec- 
ords, too. 


. Divide promotional effort among various lines. 
. Cultivate alternate resources. A jeweler receiv- 


ing an allotment from two or three suppliers is 
safer than a merchant depending on one dis- 
tributor for his share of short merchandise. 


Thus, the better your understanding of the conditions that prevail in today’s unusual 
and ever changing economic climate, the better you will be prepared for any new situation. 
It is to help you in this that we suggest you turn right now to page 71 and digest, 


““What’s Ahead for °51.” Ree 
MasersrX 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTON# 





